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Abstract

Oil and Gas companies have the inevitable need to operate in a global environment and
therefore have a global reach. This thesis seeks to understand the nature and degree of
localisation of the websites in this industry. This thesis introduces two notions of ‘global’,
and seeks to examine the relationship between them: the first of which is the Global reach
or operations of companies and the second is where a company’s communication is
localised in language and cultural terms. A company can be seen to be ‘global’ in one of

these two notions and it is this relationship that this thesis seeks to explore.

The contribution of this thesis firstly, is that it adds to previous studies of website
localisation, which have focused primarily on consumer goods and the retail industry, by
examining a different kind of industry. Secondly, it takes into account the important
semiotic and symbolic dimensions of language and culture when looking at localisation
practices. The thesis thus contributes to the growing literature on website localisation and
practices in Multinational companies. This study was carried out on 387 corporate and
country specific websites of 16 Oil and Gas Companies to understand the extent and
nature of their localisation practises particularly the way that language and culture are
presented. The websites were studied using a qualitative and quantitative research design
which involved carrying out a linguistic/semiotic analysis and a cultural analysis to give a

balanced perspective of localisation practices.

The conclusions of the study were that the companies operated a ‘glocal’ strategy, a
combination of both a localised and a globalised (standardised) strategy. The companies
had a combination of globally standardised features such as the website layouts, images,
colour schemes, logos and the use of global celebrities on their websites and a limited
degree of localisation where the ‘local’ is signified by local country websites, local news
stories, local languages, local celebrities, images of local sights, images of company’s

local office buildings and local petrol stations.

Keywords: Localisation, Website Localisation, Corporate Websites, Oil and Gas, Culture,

Language, Translation, Semiotics, Hofstede, Globalisation
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CHAPTER 1. INTRODUCTION

1.1 Introduction

This Chapter provides an introduction and ‘sets the scene’ for the entire dissertation. This
section gives an introduction into the types of companies that can be seen in the
globalised business world and identifies how the companies studied in this research relate
to this typology. This section also discusses the rationale and the motivation to carry out
this research and the benefits it will have to the body of research. The aims and objectives
of this study are also explained in detail. The research problems are listed in this Chapter
and provide an understanding into why there was a need to carry out this research. The
structure of the research is also provided which gives a detailed explanation of what is
contained within each chapter and within the sections of each chapter to make it easier for

the reader.

This dissertation explores the contents, semiotics and visual communication on websites
of 16 Multinational Oil and Gas companies in order to understand the extent and nature of
their website localisation practices, if any. Of particular interest is the way that language
and culture are represented on their websites. Globalisation has brought about the need
for most companies to expand into different cultures and languages (Hubbard 2013,
Maynard and Tian 2004) and as a result, companies need to find a way to adjust their
activities and communication styles to match their target audience. Globalisation in the
context of this research is introduced as having two major dimensions. The first dimension
is that companies could be seen as being ‘global’ because of their global reach, in other
words, these companies are operational in most countries of the world: this is the common
definition of a global company. Companies in the Oil and Gas industry fall under the first
dimension, where a company is seen as being ‘global’ because of its global reach, as
most of them have a global reach and are operational in most countries of the world. The
second dimension is that companies could be seen as being global depending on the
degree of localisation of its website and other marketing communications in the countries
where it carries out its operations, regardless of whether it has multiple global locations or

not.
The background to this research stems from this existent trend of globalisation and

internationalisation of Oil and Gas companies. Due to the nature of the Oil and Gas

industry, there is a need to operate across several locations, cultures and languages. To
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manage these differences, Oil and Gas companies need an understanding of language
management strategies. The research problem to be investigated was therefore to
understand how the Oil and Gas industry interacts with these language issues and the
extent and nature of their website localisation to suit the language and cultural differences
of their target audience. As companies grow, one can say there is a genuine need for
them to adapt their communication practices to suit their target audience. As they also
expand into countries whose first language is not English, there is a further need to
localise their website and language use to suit their target employees and market. This
dissertation also investigates the various factors which can affect a company’s localisation
and language management strategy, including: the language zones covered and the
symbolic importance of these languages; representation of the ‘local’ and the ‘global’ and
the balance between these; the economic power of the areas covered by the companies

and their place in the companies’ strategy.

As the world becomes global, the need arises to have the ability to interact with others in
various different languages in order to get a message across, to do business and
sometimes to survive. Globalisation brings about a systemised need for communication
within companies that operate across cultures and different languages and this can only
be achieved through the practice of effective language management. Diversity can either
pose a great challenge to effective language management or act as an asset within the
company depending on how the companies react to the challenge of globalisation.
Companies can either see diversity and globalisation as an asset or they could see it as a
problem that needs to be overcome. The practices of the companies which this
dissertation examines — language management and translation, visual representation and
symbolism — will enable some contribution to an understanding of how the companies

react to this challenge.

Companies currently in the process of globalisation or who are already operating in
different locations will be confronted with issues of diversity which they may want to tackle
on their websites. The main two dilemmas that companies, especially multinational oil and
gas companies, usually consider when they think of localising are firstly, image problems
in some parts of the world concerning their size, practices, operational policies,
particularly when they involve issues relating to the environment and environmental
pollution of any kind. This plays a major factor in their localisation practices. The second is
the economic power of their target location and its economic relevance to the individual
company. This is mainly because the parts of the world in which they operate are

economically powerful in terms of markets to these companies and as Kelly-Holmes
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(2006) identified, this will have an impact on translation and the degree of cultural
adaptation of their websites. To these companies, it matters to what degree the countries
in which they operate have commercial value to them or not, and this may determine
whether it is worthwhile localising or not. This research therefore looks at the economic,
cultural and linguistic/translation aspects of localisation particularly in the oil and gas
industry.

This research was based on a study of 16 companies in the oil and gas industry, which
varied in size, location of headquarter and the type of oil and gas operations in which the
companies are involved with. As a result, the researcher was able to capture information
using a sample based on company size, type of activity language zones and countries,
representing a cross-section of the localisation practices of oil and gas companies. In
terms of reach of the companies, all the main continental regions of Africa, Europe, Asia
and America were covered in this research to gain a global perspective of localisation
practices. A more detailed description of the companies chosen and the rationale behind

their choice can be found in the Methodology Chapter of this thesis.

1.2 Original Contribution to Knowledge

This section explains what the original contribution of this research is and what the
research gaps are. Although a number of studies have been carried out in the area of
website localisation (Smith et al. 2004, Fan and Tsai 2010, Shneor 2012, Rau and Liang
2003) and how it ties into language and culture (Baack and Singh 2007, Gonzalez-Trejo
2010), there remains an open question about what website localisation strategies are
used in the oil and gas industry. Other studies have also looked at industries which
produce consumer goods for various countries, whereas, the oil and gas industry on the
other hand, is a different type of industry because it is involved with exploration,
exploitation, and providing services, and does not have products that can be localised to
suit each specific location. It is also an industry which is hugely powerful, symbolic, and
has a strong image dimension to it, in other words, the industry has image problems, of

which it is aware, and thus this research seeks to examine this symbolic dimension.

Many existing studies to date are limited in that they mainly operate as either purely
linguistic studies (Kelly-Holmes 2006, Hillier 2003, Lee 2009, Martin 2011), or just use
cultural dimensions to map cultural variation (Baack and Singh (2007), Al-Badi and
Mayhew (2010), Chao et al. (2012), Singh and Pereira (2005), Cyr and Trevor-Smith
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(2004), Wartz (2006), Singh and Baack (2004), Tsikriktsis (2002)). The second
contribution of this research is therefore that it takes into account the important semiotic
and symbolic dimensions of language and culture which very few existing studies do.
Applying both semiotic, linguistic and cultural evaluations to this research gives a new
dimension on the global communication practices in the Oil and Gas industry. The focus
on cultural translation also identifies the issue of economic power each country location
has for these companies and how this affects the efforts they put into their localisation

practices.

This research also contributes to and reflects the increased concern with the role that
language plays in international management and organizational studies and supports
studies such as that carried out by Tietze (2008) on international management and

language.

1.3 Overview of Types of Companies

This section provides both an operational/functional and communicative/cultural definition
of what multinational companies are and provides a background to the research problem
and the type of company studied. Companies can be classed into different types
depending on where they operate, the origin of their globalisation (that is in terms of
companies that are born global and companies that become global as they grow and
expand), the size of the company, and the rate at which they have expanded. Oil and gas
companies can also be classed into any one of these categories although most of them
tend to fall into the global or multinational categories due to the nature of the industry.
Various types of companies exist in the business world today and they can be subdivided
into Global Companies, Born Global Companies and Multinational Companies. However,

the main type of company which concerns this research is the Multinational Company.

1.3.1 Operational and Functional Definitions of Multinational Companies

Multinational companies, which are the focus of this study, have been defined in various
ways based on the context in which these definitions are used. This section details the
operational definitions that exist for multinational companies. Multinational companies
have mainly been described as business organisations with activities in more than two
countries with at least one of the countries being in a global city (Bartlett and Ghoshal

1993). Defining it from the operational perspective or criteria, Levitt (1983 p.3), also
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defines the Multinational Company as one that “operates in a number of countries, and
adjusts its products and practices in each - at high relative costs”. They are also described
by Fredriksson et al (2006 p.2), as consisting of “... headquarters and subsidiary units,
which are spatially separated and often embedded in different language environment (s)”.
However, with the prevalence of these type of company, it has come to the fore that it is
not the operational criteria alone which is the sole defining basis for what a multinational
company is, the second criteria for defining these companies is discussed in the next

section.

“The astronomical growth in e-commerce has changed the way multinational corporations
(MNCs) present themselves, sell and communicate with consumers” (Okazaki 2004 p.81).
Multinational companies “are amongst the world’s most powerful types or organizations.
They account for a large share of intellectual property rights, dominate the world’s stock
markets, are among the biggest employers, and contribute to the economic development
of those countries in which they operate” (Williams 2009 p. 92). Multinational companies
have grown so rapidly in recent times that they have a major presence in most countries.
Williams (2009 p. 92) also adds that “as internationally dispersed organizations, MNC'’s
are able to use their... knowledge to pursue global initiatives”. Multinational oil and gas
companies are mainly interested in pursuing these global initiatives on a regular basis in

order to have a competitive advantage as well as satisfy the needs of their customers.

1.3.2 Communicative and Cultural Definitions of Multinational Companies

In contrast to the operational definition of a multinational company, these companies can
also be defined from a communicative and cultural perspective. According to the
divergence hypothesis which posits that culture shapes organisational behaviour and
influences communication (Stohl 2001), as an organisation grows and expands its
locations, it most likely will need to adapt to the cultures of the constituents of its growing
population. In the diverse work environment brought about by globalisation and
international mergers, effective communication would have to consider cultural
backgrounds, customs, mores and values to be successful (Spinks and Wells 1997).
Differences in communication styles exist from one culture to the other and are usually
influenced by a range of factors including national cultures, language and many more
(Gudykunst et al 1988). Each country and culture has its communication style which
stems from factors like different understandings of politeness/formality, educational and
historical influenced (Kotthoff and Spencer-Oatey 2009). In collectivist cultures such as in

East Asia for instance, similar communication styles could cut across several countries as
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is the case of Japan, China and Korea, although there are variations due to language,
brought about by underlying similarities in value orientation. Kameda (2001) also indicates
that communication styles are fostered by a nation’s philosophy and worldwide view which
would include the educational system and organisational cultures. Every truly global
organisation, therefore, has to accommodate and localise to the communication style of
each of its diverse subsidiary locations if effective communication with its clients and

subsidiaries is to be achieved.

Multinational Companies are thus at “the intersection of diverse communicative, cultural
and social practices” (Stohl 2001 p.325) and therefore, like most companies operating at
this level, have the need to come up with strategies in order to properly manage
communication among their diverse locations. According to Erez and Shokef (2008 p.
286), MNCs are “...not only the product of globalization; they are also the carrier(s) of
globalization”. Moore (2005) further adds that multinational companies depend on the
process of globalisation for their continued existence and are “inextricably linked with the
political, economic and social processes of globalisation”. This inevitably means that in
themselves, they define and have the characteristics of what globalisation is all about. If
this cultural and linguistic conception of a global company is something to go by then we
can see that the multinational company is a multicultural workplace where people of
different cultures and nationalities work together to achieve the same goal. This
multicultural workforce would be seen as an asset to any multinational company which
embraces divergence. According to Pudelko and Harzing (2008 p. 394), “Globalization
and MNCs are two closely interlinked phenomena. On the one hand, the growing
importance of MNCs is considered to be a key ingredient of the globalization process. On
the other hand, MNCs need to become more and more competitive in order to survive in

an increasingly globalized world economy”.

1.4 Statement of Research Problem

The following research questions led to this study:

o To what extent do Multinational Oil and Gas companies standardise or localise their
communication practices on the internet?

o To what extent are the main languages of subsidiary locations used on the
companies’ country websites?

o What localisation strategies have been put in place to target other employees and

clients based in non-English speaking environments?
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Are there any similarities, differences or localisation trends in the web
communications strategy of Oil and Gas companies?

To what extent does De Swaan’s theory on the classification of language serve as
an adequate or useful explanation in understanding translation practices?

To what extent does English act as a hypercentral language in the website language
strategy of most Oil and Gas companies and what are the emerging trends in

language use?

Research Aim

The aim of this research is to carry out an in depth cultural, linguistic and semiotic website

analysis on Multinational Oil and Gas companies, to understand the extent and nature of

localisation practices within these companies.

1.6

Research Objectives

The objectives of this research have emerged from an in-depth study of relevant literature

and connect with the aim of this study. The objectives are as follows:

To understand the extent to which Oil and Gas companies ensure that their
localisation strategies are designed to reach the target audiences.

To carry out an analysis of Oil and Gas company websites to understand their
translation strategy, language use and the role of English and other languages in
their web localisation strategies.

To identify the dynamics of control or autonomy in relation to companies’ web
communication and localisation strategies by analysing their country specific
websites.

To identify ‘the local’ features depicted on each country specific website and how
they are represented.

To identify the different web communication strategies that are currently used on Oil
and Gas Company websites.

To identify strategies used by these companies to accommodate the different local

cultures they have to operate in.
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1.7 Structure of Dissertation

This section provides an introduction to the research, research questions, a background
and the rationale for the study. It identifies, the aims and the research objectives, the
issues which have developed and brought about the need for this study as well as
providing an overview of the different kinds of companies which exist in the business

world.

Chapter 2 is the Literature Review, which is divided into eight main sections and several
sub sections. This chapter of the research gives an academic background for the research
study, discusses previous studies that have been carried out in the main areas of this
research and also identifies the gaps which brought about the need to carry out further
studies in this subject area. The subject of multilingualism on the internet is introduced
and discussed, followed by a brief history of the internet. An explanation is given of how
websites are classified and the different ways that websites are classified in existing
studies, which include the standardisation of websites, internationalisation of websites,
localisation of websites and the globalisation of websites. Globalisation and its impact on
multinational companies and their websites are discussed in detail. Language
management issues in multinational companies are discussed as well as the role that
language has to play in globalisation. Different language management strategies, such as
monolingualism, bilingualism and multilingualism that can exist within a company, are

examined. The relationship between language and culture is also discussed.

Chapter 3 provides an in depth discussion on the different theories and frameworks of
culture that currently exist and how these relate to this research. There is an introductory
overview of the cultures that exist in organisations, followed by an in depth discussion of
Hofstede’s theories on the dimensions of culture. The GLOBE research project, which is a
development and critique of Hofstede’s study is also introduced and discussed as an
alternative to Hofstede’s research. This section also offers a critical assessment of
Hofstede’s framework and the GLOBE research project. In relation to culture and
communication style, Edward Hall’s culture theory of high and low context communication
is discussed in detail, and the resultant communication style preferences. The chapter
concludes with a detailed discussion on cultural markers as a means of assessing the way

that websites are adapted culturally to meet the expectations of the local audience.
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Chapter 4 is the Methodology Chapter which defines and describes the research methods
that have been used to carry out the data collection and analysis in this thesis and also
provides a justification for the research methods that were used for the analysis. A general
overview of the various research methodological approaches used to address the
linguistic, cultural, and semiotic aspects of the research questions is discussed as well as
the sampling methods that were used to identify the companies selected for this study.
This section provides a justification for the choice of the Oil and Gas industry as a case
study for this research and describes the process of building the framework upon which
the analysis was carried out. An overview of the framework and where the components
were derived from are clearly listed. The final section examines the ethical considerations

of this research.

Chapter 5 presents the semiotic and linguistic analysis of websites. It provides an
overview of the translation and multilingual practices used in oil and gas companies. This
chapter details the overall website strategies used by the companies studied, such as the
grouped or regional website strategy, and describes the role of translation on websites
and in particular, the effect that this has on website design features. An intrasemiotic
translation analysis of all the websites is carried out. This chapter also details the
language options that were available on the corporate websites of the companies studied,
the role of English on these websites, the languages used on country specific websites,
and finally an image analysis of country specific websites with language options. An
intersemiotic translation analysis was carried out, which involved the image analysis of
corporate web pages with language options and country specific websites. Finally,
anomalies and inconsistencies revealed by the translation analysis are addressed. A
comparative analysis of the language used on the corporate websites studied compared
to the language(s) used on the country specific websites is carried out. This section also

contains a detailed analysis of translation practices relating to one language, French.

Chapter 6 is a visual analysis of website content and design features of the websites
studied and the contents of the websites are studied to identify images used and what
they represented on these websites. This chapter lists the details of the country specific
websites and domain names, the different languages used on each country specific
websites and domain names are explained in detail. The website strategies that have
been identified in the course of study are described, principally, the grouped strategy and
the regional website strategy. The two main design styles identified (fully designed and
plain) on the different websites are also discussed in detail. This chapter explores how

companies use the standardised website strategy in the creation of their websites and
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provides examples of this occurrence. The use of colours on each website is also
examined, as well as its possible meanings and use in each country. The company logos
are analysed, and representations of the company’s achievements, feature of local
promotions, and sponsorship of local events on the websites are investigated. The use of
animation or multimedia images, the depiction of managers or those in authority and the
representation of expertise on the company websites are identified, including the depiction
of employees and the representation of the technical side of the business. Gender
representation and the issues of gender equality as shown on the various websites are
discussed. Also discussed in this section is the use of iconic images, in particular the use
of national flags and artefacts and locations used to represent the local such as local
prominent sites, representation of cars and bikes, use of animals, use of buildings and
petrol stations, the use of historical symbols and images, environmental sensitivity and

how this is represented on the websites.

Chapter 7 provides a conclusion to the thesis and summarises how the conclusions
address the research questions. It also highlights the limitations and the managerial
implications of this research. This chapter identifies the research’s contribution to
knowledge and the body of research on localisation and provides suggestions for future
and further research in this area. In particular, there is a detailed discussion of the about

the framework used for analysis in this research.
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CHAPTER 2. LITERATURE REVIEW

2.1 Introduction

This chapter provides a background to this research and a critical review of literature that
is relevant to the main themes of this research, which are culture and language. It also
contains a critical review of the sub themes of this research which are website localisation
or cultural adaptation and translation, website language management and communication
styles. It identifies what previous researchers have done in these fields and provides a
background to the areas where the researcher has identified as a gap in current research.
This chapter is divided into three main sections. The first section gives a good background
into companies and the effect that globalisation and all the current changes has on them.
The second section discusses the theme of language and translation, while the third
section looks at culture and the major culture frameworks that are used as a basis for this

study.

2.2 The Internet and Multilingualism

The internet is “a massive network of networks, a networking infrastructure and it
connects millions of computers together globally, forming a network in which any
computer can communicate with any other computer as long as they are both connected
to the Internet”’ (Singh and Pereira 2005 p. 2). Crystal (2006 p. 3) also describes the
internet as an “association of computer networks with common standards which enable
messages to be sent from any registered computer (or host) on one network to any host
on any other”. According to Singh et al (2005 p.129) “the internet is inherently global in
nature, as it is globally accessible and crosses national boundaries to allow consumers
around the world to participate equally”. Kelly-Holmes (2006 p.507-508) further adds that
‘the Internet has become an unavoidable fact of life for commercial organisations,
heralded as the harbinger of the borderless market and invested with expectations that
have not always been met. At its most basic, the Internet fulfils the function of a virtual

market”.

Shin and Huh (2009 p. 287), explain that the “unique characteristics of the Internet such
as interactivity, information storage, digitalization ability, and almost unlimited reach to the
global audience across borders enable marketers to easily interact with their customers

around the world”. The internet allows easy access to companies’ websites and other
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consumers’ ideas and product evaluations (e.g., bulletin boards, consumer review Web
sites, on-line discussion forums, etc.) (Cho and Cheon 2005). It is a means by which
companies who operate on a global level are able to make their presence known
anywhere they want to in the world (Nacar and Burnaz 2011) and has also “...become
one of the most direct and effective delivery medium for internal communication between
(their) staff...” (Lee et al 2006 p.275). With its capacity “to expand beyond a country’s
territorial borders, the Internet seems an ideal medium for globalization” (Maynard and
Tian 2004 p.287) and “reduces advertising and communication costs in serving global
market segments, allows for direct and easy access to customers and customer feedback,
and reduces the need for intermediaries” (Singh and Pereira 2005 p.1). However, Singh et
al (2005 p. 71-72) adds that, “internet communication is different from other marketing
channels, partly due to fewer access barriers and more consumer choice, and thus merits

special attention”.

In relation to this research, the interest of the researcher was in the language capabilities
and language use on the internet. According to Crystal (2006 p. 229), the Web and the
Internet were a predominantly English based medium in the early years, but with
globalisation, the number of languages used on the Internet have increased. Kelly-Holmes
(2006 p.517) further adds that “the nature of the Internet means that the linguistic situation
is constantly changing, and while many websites remain dormant or idle, commercial
sites, particularly those of large global brands are updated constantly”. Current research
carried out by Crystal (2006) argued that although English was dominant in the earlier
years of the internet, the internet is becoming more multilingual. In particular, some of the
major ‘central’ languages such as Arabic, Chinese and Russian are becoming important
which therefore changes the language situation on the internet in comparison to about 10
years ago. The extent of English use on websites of most multinational companies, in
particular, Oil and Gas companies is discussed in much more depth in the analysis

section of this thesis.

In most of the developed world today, there is hardly anyone who would say they have not
used or heard of the Web or Internet. In Europe, a large percentage of people have
internet service installed in their homes and therefore have access to it at all times. In
developing countries such as countries in Africa, a lot of people tended to rely on internet
cafes to access the internet. Due to this lack of infrastructure and access to the internet,
the English language continued to gain dominance on the internet. However, in recent
years and with people in developing countries now having more exposure to infrastructure

and the internet, this trend is changing. In recent times, the number of internet users in
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Africa has steadily been on the increase. According to research carried out by Crystal
(2011), as at 2010, internet users in Africa had reached over 86 million with a 1,810

percentage internet growth.

The Global reach survey as quoted by Crystal (2006 p.230), identified that the internet is
becoming more accessible to non-English speaking countries and this number has
increased from 7 million to 136 million between 1995 to 2000. This also means that the
internet is becoming multilingual and more people can access information on the internet
in their own language. This development is gradually turning the internet into a more
multilingual forum where people of all languages can use and have access to information
regardless of whether they understand or speak English. This change is so prevalent with
“some commentators predicting that before long the Web (and the Internet as a whole) will
be predominantly non- English, as communications infrastructure develops in Europe,
Asia, Africa, and South America” (Crystal 2006 p.230). This thesis will examine the degree
of monopoly of English as the most preferred language used on websites in the Oil and
Gas industry. The internet has become such a common phenomenon that most
companies, especially those in the retail sector, are dependent on it for their daily
business activities and communication with locations around the world. As the internet is
such a global tool, internet users span across the world and “have rightly come to expect
that web sites will be available in their own languages, meeting their own cultural norms,
with full functionality” (Maroto and De Bortoli 2001 p.1). This is mostly because the
linguistic sphere is changing quite rapidly and users expect to be considered when
websites are created. “Web sites do not just communicate with one segment of
consumers in one language; instead they are “born-global” for all global consumers to
see and they need to be adapted to different cultures and languages” (Singh and Matsuo
2004 p.864). These strategies are discussed in more detail in further sections as this
thesis looks into the availability of country specific websites and also their availability in

the languages of the countries for which they have been created.

2.3 Classification of Websites

Most companies with a global web presence have to define how they want to be
presented on the web. These companies mostly need to decide whether they want to go
with what is known as a standardised strategy, a localised strategy or a glocalised
strategy, each of these strategies will be examined further on in this research. The

decision on which strategy to adapt is usually made based on how much importance the
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company places on the use of web communication and also the amount of money it is
ready to allocate to improving web communications to its target users. While adapting
their websites, companies also have an increased need to identify what parts of their
website content need to be adapted and what parts may be standardised. As websites are
mainly created for the purpose of marketing, advertising and recruitment, in order to
maximise it to its fullest potential, they have to be adapted in some way to suit each
company’s target market. The attitude of each company towards the localisation of their
website unavoidably becomes an area of interest as it has the potential to have an impact
on its profits and reputation. It is this attitude and the visible adaptations on these

websites that this study seeks to identify.

2.3.1 Standardisation of Websites

The concept of standardisation started in relation to companies and how their products
and services are presented to their target users. This can be seen from Pudelko and
Singh’s (2008 p.394) definition of standardisation of multinational companies as,
“standardization of overseas subsidiaries’ management practices towards HQ practices”.
It can be seen that this definition was mainly in the context of companywide practices and
management styles in each company’s various locations. The concept of standardisation
was criticised by many practitioners and marketing professionals as being overly product
oriented (Sinkovics et al 2007). However, things have now changed and the concept of
standardisation can now be related to how companies design and operate their websites
and is one of the main schools of thought in relation to advertising strategies used in
international marketing. When it comes to the standardisation of websites, the concept is
more relative to the way websites are modified or structured to serve a wide variety of
audiences. Website standardisation can seem to be an easy option for companies that are
expanding at a rapid rate as not a lot of money would be required for adapting the
websites to suit each country as translating entire sites can be expensive and time
consuming (Chao et al 2012 p. 34). To effectively standardise their websites, companies
use “consistent promotional messages internationally, translating but not otherwise
modifying headings, illustrations or copy” (Sutikno and Cheng 2012 p.59). In this way, the
same information is viewed by their users all over the world and the contents on the
website are not specific to any particular country or location. Lindstrom (2001) describes
standardisation as the act of a company using only one website to service all their users,
with this website most often than not in English. Apart from the cost savings attached to
using this strategy, the assumption by companies is also that users would want to have

access to the same kind of information. However, the disadvantage of standardising all or
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most features on any country website is that the company will be unable to communicate
effectively with its target audience in each location. With the expansion of companies
more and more into locations where the local language and culture are not the same as
the corporate language, the possibility of standardisation between locations is decreased
and it is even more difficult for companies to manage the language and cultural diversity
with which they have to cope with (Welch, Welch and Piekkari 2005).

2.3.2 Internationalisation of Websites

Internationalisation, in relation to products and services, explains how products and
services are customised in such a way that it is easier to localise them and also describes
the process of following necessary rules during the initial development of a product.
Usually, if product internationalisation is done properly, and at an early stage in the
development process, the localisation effort into any other language should have positive
results (Maroto and De Bortoli 2001 p.4). Internationalisation of companies on the other
hand has been defined as “the process where an organization operates in more than one
country” (Hubbard 2013 p.6). This definition makes internationalisation sound like
globalisation however, when it relates to the internalisation of websites, these are two very
different concepts. With the internationalisation of websites, the focus is more on
“developing a global Web template to support front—-end customization” (Singh and
Matsuo 2004 p. 864) and internationalisation takes place at “the level of program design
and document development” (Esselink 2000 p.2). Website internationalisation has been
described technically as the “process through which back-end technologies are used to
create modular extendable, and accessible global web site templates that support front-

end customization” (Singh and Pereira 2005).

2.3.3 Localisation of Websites and Localisation Strategies of MNCs

Management researchers have described localisation as “the adoption by overseas
subsidiaries of those management practices commonly employed by domestic companies
in the respective host countries” (Pudelko and Harzing 2008 p.394). O’Hagan and
Ashworth (2002 p. 66) define it as “a process to facilitate globalization by addressing
linguistic and cultural barriers specific to the Receiver who does not share the same
linguistic cultural backgrounds as the Sender”. Gibb and Matthaiakis (2006 p.667) also
define localisation as “the adaptation of a product or service to meet the language, cultural
and other requirements of a specific target audience or grouping”. The initial consideration

and use of localisation as a process was its application to the localisation of software
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products. This has however changed and the localisation process has extended into the
field of translation and communications studies. The current limitation in the literature on
localisation is that most of the studies that are currently available are technically based,
which means that they are concerned with the technical issues of website design rather
than semiotic/communicative issues. Localisation is not only a technical issue but also a
communication issue as there is a need to ensure that the language used is culturally
accepted and understood by the target users of the websites. This brings about the need
to have more research in this area which is where this dissertation hopes to make a
contribution by throwing more light on the relationship and the role of localisation in

communication practices of multinational companies.

Localisation of websites has been described as the act of having several websites which
are adapted to suit the different target markets and countries of the company (Tixier 2005,
Singh, Furrer and Ostinelli 2004), the process of customisation, whereby websites are
adapted to meet the needs of specific international target markets (Singh and Boughton
2004) and “the process of customizing a Website for a specific cultural group so that it
seems natural or “local” to members of that particular culture” (Singh, Toy and Wright
2009 p.282). Website localisation is “concerned with leveraging this global Web template
to create country-specific Web pages” Singh and Matsuo (2004 p. 864). Each of these
definitions emphasise the receiver as the main target point. To adapt and localise
communication to suit the target audience, multinational companies have to localise texts,
websites and all communication needed to the main language of each country. Chao et al
(2012 p. 34) also describes website localisation as when “the site gets customized such
that it seems natural or “local” to members of a particular language or cultural group”.
Most of the researches carried out in this area have been focused on activities in the retail
or consumer goods sector. Current research into website localisation have focused on
identifying localisation elements and their impact on user perceptions of websites (Cyr and
Trevor-Smith 2004, Singh et al., 2006, 2004, Tixier 2005 and Chakraborty et al., 2005),
identification of cultural depictions in country-specific websites (Singh and Baack 2004,
Singh and Boughton 2005, Singh et al., 2005a, Okazaki, 2004, Sinkovics et al., 2007),
and website localisation measurement (Singh and Boughton, 2005; Singh et al., 2009),
examining the impact of socio-cultural factors on website localisation (Schneor 2012).
Other studies on the subject of website localisation have been in areas such as marketing
(Coca-Stefaniak et al 2010, Nitish et al 2005, Cyr et al 2010, Okazaki 2004), IT and
Software Management (Sandrini 2007, Gygi and Spyridakis 2007, Kim and Kuljis 2010,
Snelders et al 2011, Olujimi et al 2011, Simon 1999, O’Hagan and Ashworth 2002, Gibb

and Matthaiakis 2006) and education (Moura et al 2010). This research however, focuses
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on only the linguistic and cultural issues and how these apply to websites in the Oil and

gas industry.

Singh and Boughton (2005), carried out research in which they measured localisation in
terms of how content is adapted and how areas such as language, structure, colour,
images and content are taken into consideration in the localisation of retail websites. Their
research identified five main website categories which include standardised websites,
proactive websites, global websites, localised websites and highly localised websites.
There have also been quite a few studies which have identified the need for a localisation
framework. Singh et al (2009) provided a framework for the analysis of website
localisation and focused their research on the US Hispanic Online market. Their
localisation framework included four main categories and the analysis was based on using
fourteen variables. The four main categories identified in this study were Content
Localization (covering Content depth, Content Synchronization, Navigation, Website
Service and Support), Cultural Customization (covering Web-Page structure, Graphics,
Colours and Promotion of Products and Services), Local Gateway (covering Hispanic
Gateway Visibility and Hispanic URL Usability) and Translation Quality. This framework is
limited in that it only focuses on a specific market and a specific language zone. This
study also focused on areas such as testing translation quality or website usability which

this thesis does not focus on.

Several studies have supported the use of a localised web communications strategy
(Simon 1999, Tsikriktsis 2002) and Gibb and Matthaiakis (2006) in their research
proposed a localisation framework for the analysis of localisation and translation of web
sites to be used by both web designers and users. This framework consists of creating a
two dimensional matrix using language criteria such as the number of languages offered
to users of the website and non-language criteria such as the date order, currency,
measures, characters, colours, layout, language, images, amongst others, for analysis —
factors which are important for users of any website and important when considering
localisation into the user’s language or culture. The researchers tested their framework by
carrying out an analysis on a small number of Greek company websites with the purpose
of exploring the suitability and applicability of the framework for assessing the level of
localisation on websites (Gibb and Matthaiakis 2006 p.675). There have also been studies
carried out on the pros and cons of localising website content to suit particular audiences.

Cyr and Trevor-Smith (2004) carried out research in the retail industry and identified that
for a company to sell successfully to online global consumers, it must move beyond

physical globalisation to localising its website both linguistically and culturally. A few
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studies effectively illustrate the need for MNCs to localise content for each target market
and they include the following. According to Maroto and Bortoli (2001), localising a
website makes the user feel like the company is willing to accommodate his or her needs
and shows concern towards them. This is of symbolic importance to the customer whether
or not they can understand the contents of the standardised website. It also makes users
perceive the company to be more trustworthy and likeable when they see a version of the
website in their local language (Maroto and Bortoli 2001). In the context outlined above,
one can see that the extent to which websites are localised positively impacts customer
preferences and profitability of companies particularly when companies are operating on a
global or multinational level. One reason why companies would be reluctant to fully
localise their websites is the lack of professional help from the localisation industry which
is responsible for providing translation and localisation services to companies wanting to

create multilingual software, website and other content (Chao et al 2012 p.47).

One way to localise is for companies to have country specific websites for each of the
countries that they operate in; however, the practicalities of this are more complicated
considering the cost implications, expertise and the time that needs to be allocated by
these companies to carry out this work. When developing websites for a specific country,
companies need to “address a plethora of international issues relating to Web page
design, translation, logistics, legal hurdles, and most importantly, the diverse cultural
expectations of global consumers” (Singh and Matsuo 2004 p. 864). According to Maroto
and De Bortoli (2001 p.1), “localising the content of a website poses some of the largest
technical, linguistic and cultural challenges, since a website is technology-based and
interactive, with text continually changing, and users are heavily in their judgments about

companies by their interactions with a company’s website”.

2.3.4 Glocalisation of Websites

Globalisation has been described as “the dialectics of the global and the local,
convergence and divergence, homogenization and heterogenization, universalism and
particularism, where the ‘theses’ and ‘antitheses’ not only coexist, but interact, and are
synthesized in fluid, dynamic ways” and the concept that reflects these dialectics is
glocalisation (Maynard and Tian 2004 p. 288). The concept of glocalisation was brought
about following the trend of most companies to deviate from using solely localisation or
globalisation strategies in reaching out to their global customers. The glocalisation
concept can be applied to “advertising, management, marketing, effectively modifying a

product to suit the tastes of the host culture” (Maynard and Tian 2004 p.288) and to any
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sector on various levels (Svensson 2001 p.15). The focus on glocalisation has moved
research away from whether companies should either localise or standardise their
websites and made researchers ponder more brought about what features of the websites
need to be standardised or localised. Companies in themselves have now moved towards
a moderated approach where they are now proactively willing “to adopt a global
perspective where possible, and glocalise where necessity dictates” (Kitchen and Eagle
2002 p. 174). This thesis looks in detail at the split between globalisation and localisation

of features on the websites studied.

The term glocalisation was modelled on the Japanese word dochakuka which originally
referred to adapting farming techniques to one’s own local condition. In the business
world, the idea was adopted to refer to global localisation (Khondker 2004) which refers to
a situation where a company tries to use a combination of both local and global strategies
for a variety of reasons. This combination may or may not be in equal measure and how
this is reflected on the websites studied is one of the things this study seeks to ascertain.
Toffle (2014 p.3527) defines glocalisation as a “way of expressing the ever-growing
presence of globalization on the local scene” while Robertson (1995), describes the
glocalisation theory as “a hybrid combination strategy of globalization along with
localization or the simultaneity — co —presence — of both universalizing/globalizing and
particularizing/localizing tendencies. It explicitly recognizes the importance of local
adaptations and tailoring in the marketplace of business activities”. Maynard (2003 p.57)
further adds that “glocalization challenges notions of culture imperialism because the term

suggests a negotiation process that appears to start from the inside out”.

Koller's (2007) research identified that most global companies now want to be identified
as being local and as responding to the needs of its local audience. The research further
identified that just being seen as a ‘global giant’ was creating a negative image for some
companies, therefore, they were seeking to counteract this by being seen as ‘local’, being
that this is an image problem and these companies want to protect their image by
localising. As globalisation progresses and companies become ever more powerful, the
more criticism and even antagonism there is to this, particularly in those parts of the world
where the population is sensitive to how global corporations operate and the
environmental issues they have to face daily due to activities of these companies. These
environmental issues are faced particularly in the Oil and Gas industry as their daily
activities have a continuous environmental impact in certain communities. This thesis will

identify how a glocal strategy can be used to address local and culturally relevant issues.
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In relation to the globalisation of websites, glocalisation refers to the co-presence of both
standardisation and localisation on websites (Tixier 2005). Quite a few studies have also
been carried out on the glocalisation of websites such as those carried out by Singh et al
(2004), Tixier (2005) and Lee (2007), all examining how websites can be adapted using a
glocal strategy. Maynard and Tian (2004) and Tixier (2005) in their research also
highlighted that some companies chose to use the website ‘glocalisation’ strategies, rather
than going through the whole process of localisation, by presenting a hybrid of both the
local and the global culture on their websites. This notion is supported by other studies
carried out in this area which have shown that although MNC websites are adapted to
reflect the host country, it does not automatically indicate that the websites have been
adapted to meet the cultural needs of that country (Singh and Baack 2004, Singh and
Boughton 2005, Singh et al., 2005, Sinkovics et al., 2007). This in theory looks like the
best solution for companies operating globally; however, this may not be the best solution
for companies who may want to retain globally symbolic elements such as logos and
corporate colours on their websites. This thesis looks at the extent to which this theory
may or may not be applied on websites in the Oil and Gas industry and will also seek to
understand how the glocalisation strategy is applied when it comes to changing websites

to suit the various host cultures.

2.4 Definitions of Globalisation

There are several definitions of the word ‘globalisation’. Globalisation refers to “the growth
of worldwide networks of independence, with various dimensions including environmental,
military, social and economic globalization” (Tench and Yeomans 2006 p. 115). It is also
“...the ability of a corporation to take a product and market it in the entire civilized world”
(Cheney and Martin 2004 p. 3). Globalisation is also seen as “a central driving force
behind the rapid political, social, economic, and communicative changes taking place in
contemporary society” (Stohl 2004 p.243). Globalisation therefore brings about a
systemized need for a communication strategy for companies that operate globally and
also brings about “...—change and diversity” in the operations and employment of
personnel in most companies (Moran et al 2007 p.184). Different cultures now interact
with each other in unprecedented ways, and technology has become one of the most
important factors facilitating this process of globalization (Maynard and Tian 2004 p.286).
This change can either be viewed as a positive or a negative thing depending on how the

company reacts to the challenge of globalisation. On the positive side, the Company can
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see globalisation as an asset; on the negative side this can be seen as a barrier or

problem which needs to be overcome.

Business activities over the last few decades have had a shift from local or national
toward international or global business activities (Stéttinger and Holzmdiller 2001). In the
case of companies or the ‘so called’ global companies, the word ‘globalisation’ could
mean on the one hand, having a global reach/power by having operations around the
world and, on the other hand, it could mean being sensitive to the local needs of its global
website users. According to Gillis (2006 p.42) globalisation “...has led to an increase in
offices, operations, and business activity, often far from an organization’s traditional
headquarters, thereby limiting its ability to control day-to-day decisions...”. Maynard and
Tian (2004 p.287) also add that, globalisation is a complicated process, it “simultaneously
creates tendencies toward some degree of cultural (structural) homogenization while at
the same time it encourages people to identify more strongly with their ethnic or national
grouping”. These simultaneous tendencies are what make it difficult to justify globalisation

as just being a standardised concept or a localised concept.

2.4.1 Globalisation and its Impact on HQ/Subsidiary Relationships

Various authors have advocated different measures as a means to deal with the
complexities of working in a multicultural global work environment. Some of these include:
eliminating hierarchies and bureaucracies, letting subsidiaries become more autonomous
by delegation, and de-emphasizing the role of headquarters as the centre from where
other sub sectors function (Welch and Welch 1997). A question that most multinational
companies have to answer is what kind of relationship will exist between the headquarter
locations and their subsidiaries, and whether the relationship will be one of centralisation
or decentralisation (Rodrigues 1995). Centralisation is where subsidiaries do not have
much autonomy to take decisions affecting them and decentralisation is where
subsidiaries are given a great deal of autonomy to make most decisions relating to their
local operations. To localise and increase effective communications with their subsidiary
locations and clients at foreign locations, different company headquarters use different
strategies depending on what suits their resources and facilities. Most companies
“typically seek a unified approach to policies, procedures, and actions in order to facilitate
control and coordination” (Welch, Welch and Piekkari 2005 p.14). Other companies
believe in giving their subsidiary locations a degree of autonomy on how they prefer to
communicate with others within the company and with the outside world. It must be noted

that what seems to be the biggest benefit and advantage of having a centralised approach
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to communication and localisation is that it gives the owners of the company the ability to
control and manage whatever message is being distributed to the public or to its

employees at subsidiary locations.

Significant research on globalisation and its impact on Headquarters and subsidiaries
have also identified convergence and divergence theories (Stohl 2001). Convergence
theorists suggest that due to globalisation, companies must converge in terms of
communication style, that is, have a centralised approach to communication practices.
The convergence theory is economically driven being that the underpinning idea is that
successful economic structures will become global — also known as isomorphism. The
convergence view also sees culture as a ‘soft’ factor, that is, a factor regarded of
secondary importance which can be managed, as convergence is primarily economically
driven and convergence theorists do not see culture as something important to economic
success. The divergence theorists on the other hand argue that culture shapes
organisational behaviour and influences communication because communication is the
essence of culture and effective communication is when people from two or more cultures
are able to work together effectively (Stohl 2001). They also see diversity as an asset
rather than a problem and have the conviction that culture is an aesthetic preference

which will create problems for companies if they do not understand it.

Another view, from Ghoshal and Nohria (1993), posits three types of HQ-subsidiary
relationship. The first one is that of centralisation with formal authority and hierarchal
mechanisms, secondly of formalisation which involves decision making through
bureaucratic mechanisms and the third being normative integration which involves the
socialisation of both parties into a set of shared goals, values and beliefs. The most
important of these three for this research is the normative function because it covers the
cultural aspect of HQ-subsidiary relationships. If a company has a central culture existing
within the company which is usually the culture of the HQ country, then this will affect any
kind of relationship or communication policy that the company puts in place. This
normative relationship will also lean towards the standardisation rather than the
localisation of policies and practices within the company. It can be argued however that
since the headquarters has economic power over its subsidiaries, it should not be
surprising that they want to control or have a stronger say in what goes on. Headquarter
locations have been known to exert forms of control in the way they handle their
subsidiaries such as putting expatriates in charge of subsidiary locations (Welch, Welch

and Piekkari 2005) and determining a standard corporate language to all employees.

33



According to Rodrigues (1995), an effective relationship between headquarters and its
subsidiary location is a result of a balance between centralisation and decentralisation,
decision making that takes into consideration the cultural needs of the subsidiary and a
global organisational vision and cultural principles which are shared by all involved. Welch
and Welch (1997 p.678) have a different opinion, they suggest that headquarters allowing
subsidiaries make their own decisions makes “...it difficult to abdicate its power to monitor
and control subsidiary behaviour”. Bowman, Duncan and Weir (2000 p.132) in their study
of 60 Multinational Company subsidiaries in Scotland found that when it came to financial
decisions, “decisions such as the preparation of yearly accounts, the setting of financial
targets and the sale of fixed assets” were generally delegated to the subsidiaries. This
brings to light the subject of control and the question of whether headquarters should be
‘controlling’ activities in their subsidiary locations or simply guiding them towards the same
goal. Whether companies are centralised or decentralised in their management or
localisation strategies, the way they handle their subsidiary locations and the power they
give to them will in turn affect the information their clients in those subsidiary locations

receive as most times, clients rely on local country websites for information.

2.4.2 Globalisation and Its Impact on Modern Technology

Previous research on the relationship between modern technology and communication
has viewed technology as the driving factor speeding up globalisation and also a factor in
overcoming cultural and linguistic barriers (Green and Ruhleder 1995). Communication
technologies used in most multinational companies range from video streaming,
teleconferencing, intranets, e-mails and many more. In today’s global world, most
companies are left with no option but to rely on the use of electronic media. It is now
commonplace for employees to rely increasingly on e-communication and the internet to
pass messages across to colleagues in other locations (Theaker 2001). Some companies
now circulate newsletters online and also use their intranet site as an internal
communications tool. This is mainly because employees increasingly have to work with
employees and clients around the globe. In relation to websites and the need to reach the
current global business environment, companies may sometimes want to culturally or
linguistically adapt their websites to suit the location the website is made for and the target
audience in that location. Whichever strategy a company chooses to adopt, the main aim
is to have a website which can reach out to its target users in a culture and language that

they understand.
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According to Wiirtz (2006 p. 275), “cross-cultural Web design nowadays requires dealing
with design issues that include culture-specific color connotations, preferences in layout,
animation, sounds, and other effects that are characteristic of today’s generation of Web
sites". Wirtz’s study is premised on consumer goods (in this case McDonalds) and the
justification that cultural preferences will affect purchase behaviours of the product. This
means that there might be a more direct correlation between culture and the product
being that, when the consumer directly consumes the product, as with food, the cultural
dimension of consumer preferences can be seen more clearly. In the Oil and Gas industry
where the ‘product’ is mainly a service or activity, the impact of culture on the activities is
primarily symbolic, because if Oil and Gas companies do not show sensitivity to local
issues in certain parts of the world, such as environmental issues, then they may be
setting themselves up for opposition or a boycott in those countries as their activities have

a direct impact on most of these local issues.

2.5 Language and Globalisation

Globalisation and the need to interact with different countries in most work environments
have meant that language has become an important part of globalisation. According to
Dhir and Goke-Pariola (2002 p. 243), “language is the essential human skill that allows us
not only to acquire, but also to transmit knowledge from one generation to the other”.
Without a shared language it is almost impossible to communicate effectively, especially
with people that we cannot see face-to-face, although being able to understand other
languages, that is, being multilingual is also a means of communication. According to
Northrup (2013), a thousand years ago, there were a larger number of languages in use.
However, the numbers have since decreased through ‘language death’ while there has
been an expansion of others (Crystal 2001, De Swaan 2001, Northrup 2013). As there are
now multiple languages operational in the global work environment, different researchers
have looked at the role of languages in the globalisation mix. In particular, the focus has
been on the role of English as a Lingua Franca, and this will be discussed later in this

section.

In a classification of world languages carried out by De Swaan (2001), he proposes the
notion of a world language system and accordingly categorises languages into
hypercentral, supercentral, peripheral and central all of which connect with each other.
According to his study, English is the ‘hypercentral’ language and the main language used

in business communication and also the language which acts as a general language of
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communication even among people who are speakers of other languages. English is
connected to the supercentral language group as it is used on a local and national level
even in countries where it is not the Lingua Franca. French, English, Spanish, German,
Japanese, Russian, Arabic, Chinese, Swabhili, Malay, Portuguese and Hindi are classed
as ‘supercentral’ languages because he believes these are the languages that are mostly
used on a regional or multi-country level. Many of these supercentral languages have also
attained this status as a result of the legacy of colonialism. The ‘supercentral’ languages
according to De Swaan (2001 p.177) are “languages of politics, administration, law,
business, technology and higher education”. The supercentral languages are then
connected to the ‘central’ languages which are official languages and are used in school
education at both primary and secondary school levels. These languages have “local,
regional or national significance” (Kelly-Holmes 2006 p.508) and include languages such
as French, Russian and Portuguese. They also appear in the print media and are used for
politics and in courts. Russian, as with several of the supercentral languages which have
connotations from the colonial past might have negative historical associations for some
of the former Soviet countries. Central languages are those which are largely confined to
the native speakers of one country. They are the languages in which the literature and
media of that country are written. Some of these might be quite significant because of the
size of the country. The ‘peripheral’ languages are those languages which are sub-
national, i.e. they are spoken by a minority of speakers within a country in which one of
the central languages is the main language — e.g. Scots Gaelic, Catalan, Welsh and
Basque. In some cases, these have political significance in that the language is bound up

with cultural recognition of the minority within a country.

When it comes to the globalisation of languages and how it has affected the language use
on the web, one can see that there is not a huge difference in terms of the languages that
are predominant on the websites. Crystal (2006 p.230), identified the main 15 languages
that were currently used on the web and the distribution are as seen below. English
continued to maintain its position as the most used language on the web having appeared
on 82.3% of web pages, followed not at all closely by German with 4%. Japanese has the
3" position on the table with 1.6% mainly because, although Japanese is a supercentral
language (not spoken outside Japan), it has 100 Million speakers, and a large number of
internet users. One can see that the languages which hitherto were thought to be

influential languages do not carry the same function on web pages on the internet.
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Ranking Language Number of pages Corrected percentage
1. English 2,722 82.3
2. German 147 4.0
3. Japanese 101 1.6
4, French 59 15
5. Spanish 38 1.1
6. Swedish 35 0.6
7. Italian 31 0.8
8. Portuguese 21 0.7
9. Dutch 20 0.4
10. Norwegian 19 0.3

Figure 1: Internet Language Use (Crystal 2006)

2.5.1 The Global Lingua Franca Status of English

A Lingua Franca comes from the Arabic word ‘lisan-al-farang’ and was an intermediary
language used by Arabic speakers and travellers from Western Europe (House 2003).
Globally, one language that research shows has been favoured by companies and
individuals when it comes to the choice of languages is English. English has been
identified as “the world’s most widely used language in the world now and has become the
first global Lingua Franca (Northrup 2013, Wierzbicka 2006). According to Fredriksson et
al (2006), the choice of English has been promoted by the extension of the British Empire,
the political influence of the USA, development of modern information and communication
technologies and the growth of international mergers and acquisitions. English has also
been established as a global Lingua Franca “partly due to its historical origins and the
linkages between colonialism, trade and commerce as well as the dominant economic
power of the United States in the twentieth century” (Tietze 2008 p.75). More recently, the
preference for English could also be due to the growth of the internet and the World Wide
Web which has enabled people to send ideas and images all around the world (Tietze
2008). English has also been promoted through the “use of English as the major language
on the Internet, facebook and in data storage” (Hurn and Tomalin 2013 p.64) whereby

reinforcing the importance of English on the World Wide Web.
De Swaan (2001) in his research identified English as the hypercentral language which

holds all other language groups together. For some, the domination of English is a political

issue, as for this writer Guilherme (2007 p.74) who states that English “is the language of
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imperialism, consumerism, marketing, Hollywood, multinationals, war and oppression as
well as of opportunity, science, social movements, peace processes, human rights and
intercultural exchanges”. English is “spoken with some minor variations by over 350
million people worldwide as their mother tongue or first language” and has been identified
as being the official language in nearly 50 countries (Hurn and Tomalin 2013 p.63-64).).
This excludes people who have learned English as a second language which according to
Crystal (2005) could be between 1.5 to 2 billion users. House (2003 p. 557) further adds
that “English is thus no longer ‘owned’ by its native speakers, and there is a strong
tendency towards more rapid ‘de-owning’ — not least because of the increasing frequency
with which non-native speakers use ELF in international contacts”. This language has
managed to gain a symbolic status in the world language system mainly as a result of the
language ‘fetish’ that companies and counties alike adopt. Language fetish refers to when
“the symbolic associations with a language utterance are more important than what the
utterance literally refers to” (Hornikx, Van Meurs and Starren 2007 p. 205). The implication
is that some languages, such as English, have ‘fetish’ value relating to feelings and
emotions such as being ‘cosmopolitan’, modern, ‘cool’ or ‘hip’, which is reflected in the

increasing intrusion of anglicisms into other languages.

The English language has “meaning, use and significance independent of the countries in
which it is spoken. Thus, we see its use as a symbol of a national identity, of globalism, of
youth, of progress and modernity; at one and the same time, it can bear the properties of
pan-Europeanness/Americanness/globalism” (Kelly-Holmes 2000 p. 76). In addition to
this, Cheshire and Moser (1994) identified in their research that in Switzerland for instance
where English is not one of the main official languages, English has gradually established
itself as a Lingua Franca. They go further in their research to identify three functions of the
English language in Switzerland which include having a place in official domains of life
such as appearing on the Swiss passport, being chosen as the language of business
communication by most Swiss companies because it is cheaper than paying for
translation and thirdly being used in communications by younger people in order to have
the feeling of being westernised. This illustrates ‘language fetish’ in Switzerland and
indicates that there is a ‘hierarchy of cool’ — for Swiss young people it is more cool to use
English than their own language. In non-Western countries, such as China, English’s

fetish value might also be associated with the West in general.

The number of Internet users in non-English speaking countries is growing exponentially
(Kim and Kuljis 2010) and it is estimated that “a quarter of the world’s population speaks

at least some English and this proportion is likely to increase” (Hurn and Tomalin 2013
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p.63). The widespread use of English and the acknowledgement of the importance of
English mean that even in countries where English is not the main language, one still finds
that English is widely taught to children in schools. According to Gorter, Zenotz and Cenoz
(2014 p.4), even in cases “where neither the minority nor the majority language is English,
speakers feel a need to have some command of English as an additional language for
international contacts, for travel or for using the internet”. This whether knowingly or not,
serves to promote the English language in these areas and promotes the English
language to the ‘future’ generation. Although certain researchers such as House (2003) in
her paper argue that the widespread use of English does not pose a threat to other
languages or to multilingualism, Guilherme (2007 p. 74) concludes that English is
“‘undoubtedly the language of the cosmopolitan/global professional elites, but it has also
been a tool for the citizens of the developing countries, mainly those colonised by the

English”.

2.6 Language Management in Multinational Companies

In the world today, humans can be divided into well over five thousand groups each of
which speak a different language (De Swaan 2001). These differences in languages can
both be viewed as either a negative factor or a positive thing within a company. According
to Dhir (2005 p.359) “language plays a critical role in the formation of the organizational
culture through its role in knowledge creation and application, flow of information, and
functioning of the organization”. Companies can either use these differences to their
benefit and maximise on the linguistic diversity they have in their company or see it as a
negative factor and a barrier to communication. Two attitudes to language diversity in
companies has been identified: the first sees one language as natural and multilingualism
as only a problem — the fear of the Tower of Babel — on that view the ‘solution’ to the
language ‘problem’ is to establish an ecumenical language — and in our day that is English
(Northrup 2013 p.7). The other is that language diversity is not a ‘problem’, or at least not
one that cannot be overcome (by, for instance, translation) and might actually be a source
of richness and diversity. It is quite true that every form of communication relies upon a
shared language (Feely and Harzing 2008) and “...a common language does not imply a
common culture...neither does it determine effective communication or understanding
(Maclean 2006 p. 1385). However, according to the Sapir-Whorf hypothesis, language
encompasses written, oral and non-verbal forms of communication, which all sum up to be
the most symbolic codes of a person’s culture (Tietze 2008). According to Dhir and Goke-

Pariola (2002 p. 243) “language is considered the principal means by which an
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organization acquires and communicates its culture to members within the society in
which it operates”. Dhir (2005 p.363) also adds that “language is the fundamental medium
through which culture, tradition, and custom are transmitted to the stakeholders, both

within and outside the organization”.

Some researchers like Welch, Welch and Piekkari (2005) argue that language
management cannot be fully achieved or totally managed in a multinational company.
Whether this assumption is correct and whether language should be managed at all still
stands to be tested. Other researchers in this area (Janssens, Lambert and Steyaert
2004, Hillier 2003) who have viewed differences in languages in companies as a problem
have introduced strategies that can be used as frameworks to manage linguistic
differences. These frameworks are discussed in the following sections of this thesis.
There is a down side to not being able to manage language effectively within a company
as linguistic differences have been known to make it harder for companies to transfer
corporate knowledge and values between employees (Welch, Welch and Piekkari 2005).
It also makes it harder for employees working in different locations to understand fellow
employees who are speakers of other languages. For companies who see these linguistic
differences as a problem, they have come up with the ecumenical solution of having one

or several corporate language (s).

Language management in Multinational companies has been studied by a few
researchers with the main focus typically being on interactions between English native-
speakers and non-native speakers (Harzing and Feely 2008, Marschan-Piekkarri, Welch
and Welch 1999). Harzing and Pudelko (2013) also carried out a review of language
competencies, policies and practices in MNC’s based in four language based country
clusters: Anglophone, Asian, Continental European and Nordic. Their research revealed
that “distinctly different patterns of language competencies, policies and practices exist
according to the various combinations of home, host and corporate languages” (p. 94).
According to Welch, Welch and Piekkari (2005), the ramifications of language differences
on multinational management processes are yet to be fully explored and this somewhat
justifies the need to carry out this research to get a better understanding of language
management practices in Oil and Gas companies. However, research has shown that
language or cultural differences in a multinational company may serve to facilitate or
impede the process of control and control structures (Welch, Welch and Piekkari 2005)
and having a single corporate language in companies can be viewed as a form of control.
Companies in using a single common language sometimes fear, in line with the Tower of

Babel myth, that the company may fall apart if employees are all allowed to speak
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different languages in their various locations (Northrup 2013). As explained earlier on in
this dissertation, some companies also bring in a corporate language such as English, not
only because of the function of the language, but also because the language symbolises
globalism (Kelly-Holmes 2001). Therefore, the introduction of a corporate language is with
the hope that it will help to keep the organisation together but this is not always the case.
According to Lauring (2007 p. 256), language is “...a negotiated source of power” and
relates to “...the creation and maintenance of social structures and power relations”. Not
understanding a person’s language can make communication impossible especially where
employees are not multilingual or do not readily have access to a translator or reliable
translating software. More so in the case where interaction with employees of different
linguistic background in a global company is inevitable, there is more at stake for the

individual and the company.

Lauring’s (2007) research also shows that most companies use language knowledge as a
means of control and as a knowledge management strategy. For instance if a company
chooses English as the main language of communication within the company, native
English speakers would have an advantage as they would most likely understand first-
hand what information is being passed on. Lauring (2007) further adds that language is
used as a method to include and exclude foreigners and control what information they
have access to and what they do not have access to. For example, if working in a country
where English is not the Lingua Franca but where the company has adopted English,
native English speakers within the company would be the first recipients of information
and then can pick and choose which information they want to pass on to other non-native
speakers within the company. This notion was supported by Welch, Welch and Piekkari
(2005 p.18) who indicated in their research that “whether by deliberate gatekeeping or not,
language can be a powerful force generating a sense of exclusion from key information
processes and ultimate decision making for those without the appropriate language

skills...”.

Language, despite being an important factor in the successful functioning of MNC’s in
foreign locations, tends to be overlooked and ignored in business management research
(Tietze 2008, Welch, Welch and Piekkari 2005, Marschan-Piekkari, Welch and Welch
1999). According to Welch, Welch and Piekkari (2005 p.11), language has been overlooked
“despite the broad impact that language has on many aspects of international management,
such as cross-cultural communication, international negotiations, knowledge transfer and
management, headquarters—subsidiary and subsidiary—subsidiary relations, and control,

coordination, and integration within multinational enterprises”. “...language should not be
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viewed as an outpost but as an integral element of the effective management of global
operations” (Welch, Welch and Marschan-Piekkari 2005 p.25). Despite the fact that
language differences could be a major barrier to accessing formal and informal
communication within an organisation (Feely and Harzing 2004), language affects the
ability of multinational organisations to function in the global market and has been
overlooked as a source of diversity in companies but rather is seen as a problem (Dhir
2005). The lack of recognition of language as an important factor when communicating
within a multinational company identifies the need for translators to be culturally aware
when it comes to translation and language use on websites. Some researchers have looked
at language and how it affects international management (Harzing and Feely 2008, Welch,
Welch and Piekkari 2005) and some have looked at language and its effect on knowledge
management and performance (Welch and Welch 2008, Lauring and Selmer 2011, Tietze
2008). Overall, these studies have identified the need for Companies to have a language
strategy, structure and management (Harzing and Feely 2008). Three major trends have
however emerged from the process of trying to identify ways to manage language or
languages within a company. The first is the choice of a single corporate language
(Maclean 2006), the second is bilingualism where two languages are chosen for
communication within the company and the third is multilingualism (Janssens et al 2004). A

more in depth discussion of these trends are discussed in the sections that follow.

2.6.1 Monolingualism and the Choice of English in Companies

This section analyses the monolingual and ecumenical approach that may be used by
companies for communicating. Language policies have become commonplace in
multinational companies and any company indeed who has to operate and work in the
international scene with diverse employees. Language polices in multinational companies
can be influenced by a range of factors from the national language of the company’s
headquarters, to the language policy in their target country. Language policy can also be
influenced by management’s decision on which language to choose as the main corporate
language. According to Dhir and Goke-Pariola (2002 p.242) “language policy issues have
been driven by an interest in how the languages or varieties of languages in a nation’s
speech repertoire function, and the attitudes of the populace to these languages, so as to
provide a “rational” basis for allocating functional roles to these languages”. Maclean
(2006 p. 1382) further adds that the desire to standardise language across the globe has
been mirrored by the adoption of a single corporate language and in most cases this has

been English.
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This clearly points to the strategic role that English plays when it comes to the choice of
corporate languages in most multinational companies. Companies believe that the choice
of a single common language “minimizes uncertainty and loss of information, and
integrates diverse members of a multinational organization into a single, cohesive and
effective corporate body” (Dhir 2005 p.361). However, the issue of which language to
choose as a corporate language is pertinent as language knowledge will be required by
one or both parties and the choice of a corporate language in this circumstance might
provoke negative reactions if one language is given priority over the other (Welch, Welch
and Piekkari 2005). According to Maclean (2006 p. 1382), “the trend towards the adoption
of English is rested on two assumptions. Firstly, a single corporate language is essential
for operational efficiency, and secondly, that global patterns of language use are
reinforcing the status of English as the predominant language” (Maclean 2006,
Fredriksson et al 2006). According to (Welch, Welch and Piekkari 2005 p. 21), “The
choice of the common corporate language can be as delicate a decision as the
appointment of the chairman and the CEO or the choice of the new location for corporate
headquarters” therefore the choice of monolingualism over bilingualism, which is the
ability to converse and communicate in two languages proficiently (Gorter, Zenotz and

Cenoz 2014 p.67), has to be considered carefully.

One of the major problems that come with choosing a single corporate language includes
deciding which language to choose as the main corporate language. Typically, the
company needs to come up with a language strategy meaning “...the decision which
language (s) can be used, the role of translators in creating multilingual texts, the method
used to validate the translation process...the type of texts that are expected to be
produced” (Janssens et al 2004) and so on. A company’s decision on which language to
use as the main language of communication can sometimes exacerbate the effects of
‘language politics’ which would probably already be in existence within the company.
Language politics or the political economy of language can be said to be the
consequences of language choice (De Swaan 2001). One of such reasons is the
advantage the choice of a particular language has over other languages in terms of the
number of locations where the language is spoken worldwide. Sandrini (2008 p.177) also,
identifies that “an international company would choose languages on the basis of their
involvement in a certain market, the market potential measured in GNP growth rates, the
number of active Internet users, costs, available staff for a particular language etc.”.
Choosing a single language of communication in a company has its pros and cons. The
argument for adopting a single language can be that it increases effective communication

between locations, facilitates reporting and communication between headquarters and its
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subsidiaries, alleviates communication problems (Marschan-Piekkari, Welch and Welch
1999), improves communication and control by headquarters (Bjorkman and Piekkari
2009, Stohl 2001) and saves translation costs (Stohl 2001). Other researchers, however,
believe that adopting a corporate language can “lead to power imbalances in the MNC”
(Harzing and Pudelko 2013 p. 88), meaning that those in the company HQ who potentially
have the language power will have better language skills than those in the subsidiary
locations. The assumption by some of these companies is that ‘effective communication’
cannot be achieved on the basis of multilingualism where everyone in different parts of the
world speaks different languages. They believe instead, just like the Tower of Babel myth,
that this can bring about confusion and misunderstanding between subsidiary locations

and between subsidiary locations and their headquarter locations.

English has been adopted as the Lingua Franca in most MNCs because of it being
favoured as the dominant language in international business (Andersen and Rasmussen
2004, Bjorkman et al 2005, Maclean 2006, De Swaan 2001, Welch et al 2001, Janssens
et al 2004, Marschan-Piekkari, Welch and Welch 1999). Most multinational companies
have adopted English as their common corporate language (Feely 2003, Fredriksson et al
2006, Marschan-Piekkari et al 1999). The choice of English could typically have two
functions within any organisation. The first reason could be that companies may choose to
adapt one single language because it symbolises globalism and gives the impression to
the outside world that they are a ‘global’ company (Kelly-Holmes 2006). The second
function could also be because of the communicative function of English considering that
if they speak English, which research has identified as being spoken by majority of the
population, then communication is made easier within the company. Another justification
for the choice of English as a single language of communication in most companies has
been because it saves translation costs, training and is not time consuming (Stohl 2001)
because it is understood by a large number of people. Maclean (2006) also adds that the
basis for the choice of English has been because having a single language of operation
increases efficiency. When it comes to the use of English on websites, many companies
believe that mainly computer literate - individuals use the World Wide Web therefore,
promoting their business in English alone is sufficient. While this may have been true in
the past, it is no longer the case. However, not everyone sees the use of English in most
sectors as a positive thing; some see the dominance of English as a persistent problem.
According to Park and Wee (2012 p.3), “English, in its dominant conception, is a language
of inequality, supporting and renewing relations of power — including the capitalist
relations of oppression on the global scale between the center and periphery...”. Another

researcher (Hurn 2009) shifted the focus away from foreign companies and concluded
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that British companies should acquire linguistic and cultural fluency in other foreign
languages. However, this theory may be said to be hardly practicable given the decline in

foreign language teaching and learning in the United Kingdom.

2.6.2 The Multilingual Strategy

Current research shows that some companies are trying to move away from the idea of
having English as the main language of communication and are becoming more
multilingual. According to Dor (2004 p. 98), “the very same global economic pressures
that are traditionally assumed to push the global expansion of English may actually be
working to strengthen a significant set of other languages-at the expense of English”.
Companies now see that there is a need to reach end users in the language they
understand and therefore the notion of English being promoted for economic reasons is
losing its stance. The gentle continuous shift from the monopoly of English is driving most
companies to multilingualism as explained earlier. The multilingual strategy “follows from
the assumption that adapting to the local culture and language-releasing local markets
from the task of translation and providing translation services as part of the product-is a
necessary component in the penetration of, and competition over, local markets” (Dor
2004 p. 102).

There have been recent researches on multilingualism and websites and one of the
studies considered to be relevant to this research is the one carried out by Hillier in 2003.
Hillier (2003) carried out research on the relationship that exists between language,
cultural context and usability and classified multilingual websites into three broad types.
According to Hillier (2003 p.4), there are “single home sites, multi home sites and
separate sites, where each belongs to the same organisation”. Hillier (2003 p.4) further
describes the single home site as one where only small parts of the website are translated
into other languages, “this type of website is made up of more than one language;
however, the translated sections often appear as links off the English language pages”. A
multi-home website on the other hand is where a website is “located under a single
domain name, with a ‘splash’ page presenting a choice of languages” (Hillier 2003 p.4). In

Hillier's research, multilingual websites are classified into three broad types as follows:
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1 Single home site

One which is made up of more than one language and where only small
parts of the website are translated into other languages. The translated

sections also appear as links on the English language website.

2 Multi home sites One where a website has a single domain name with a single page giving
the option to choose between other languages.
3 Separate sites One where different language versions of a site are presented separately,

usually having separate domain names (either a county level domain or a
sub-domain). The level of variation in the design ranges from being

similar to being quite different depending on the level of decentralisation

present in the organisation.

Figure 2: Hillier’s (2003) Classification of multilingual websites

The researcher finds that this is one of the few major research frameworks identified
based solely on language use and multilingualism. This is however also a limitation as this
dissertation studied the cultural factors that affect the localisation of websites and sees
this classification as not being in-depth enough in relation to the subject area of this
thesis. Hillier's study also does not look at the semiotic meanings of translation practises
within the companies studied which is the focus of Kelly-Holmes’ (2006) study on the

internet language practices of ten global consumer brands.

2.7 Theories of the Relationship between Language and Culture

Culture “influences the way we use languages, the meanings we associate with words (or
phrases) and even the prioritisation we place on the perceived purpose of language itself,
i.e., as a status symbol, communications tool, conduit of emotion, or artistic expression”
(Hillier 2003 p.5). According to Nida quoted by Schaffner and Kelly-Holmes (1995 p. 1)
“....Language is a part of culture...the most complex set of habits that any culture
exhibits... reflects the culture, provides access to the culture, and in many respects
constitutes a model of the culture”. Dhir and Goke-Pariola (2002 p. 243) add that “the
process of learning any one language is also a process of acquiring the culture that is
embodied by that language”. Different language theorists have come up with their various
definitions of what constitutes language and the relationship it can have with our social

relationships.

Some major language theories also see language as something which forms the way

people see the world such as the Sapir - Whorf Hypothesis. The Sapir — Whorf Hypothesis
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was the pioneer in terms of the relationship between language and culture and research
for this was carried out between1920-1950. According to the research carried out by
Edward Sapir and Benjamin Lee Whorf, they maintained that language was “the symbolic
guide to culture” and that “language serves as a filter through which the world is
constructed for purposes of communication” (Beeman 2012 p.533). Other believers in the
role of language in social constructivism also posit that language “provides a means to
categorize the world through its function as a symbolic sign system” (Tietze 2008 p.18).
There are also other theorists who believe in linguistic relativity without perhaps agreeing
totally with the Sapir-Whorf theory that language is determinant. The linguistic relativity
hypothesis states that “members of one linguistic culture think differently from people in
other cultures as each language divides the world up differently and therefore speakers of
each language perceive the world differently from each other (Tietze 2008 p. 23). Other
major theorists argue that the existence of different languages and world views does not
mean that communication and translation between language groups is going to be
impossible. Noam Chomsky in 1957 carried out a research on universal grammar
although this has now been modified. Altogether, Chomsky claimed that “Linguistics
should be concerned with what all languages have in common, what he called Universal
Grammar (UG). Yet, the goal of the UG enterprise is to abstract away from the diversity,
the details and the plurality of human languages” (Garcia and Wei 2013 p.6). Chomsky
was of the opinion that language variation ought to be viewed as a problem, an
“imperfection,” for learnability of languages simple because there are just too many of
them in existence (Mukherji 2010).

Some other researchers who are in support of linguistic relativity argue that culture
influences and affects the way we use languages, the meanings we associate with words
and even the prioritisation we place on the perceived purpose of language itself (Hillier
2003 p.5). The differences in culture and language are the reason why companies may
have to be culturally aware and adapt their communication styles to suit their various
locations. Culture awareness involves understanding that not all cultures need to be
communicated to in the same way and that communication needs to be adapted to suit
the target culture. Cultural awareness also involves understanding communication styles
and values, understanding language, translation needs and much more. Guirdham (2005
p. 43) describes culture as “...an imperfectly shared system of interrelated understanding,
shaped by its members’ shared history and experiences”. Culture is also described as
“...an intangible asset: ...part of our human software...a social and behavioural
phenomenon which is largely invisible and unconscious” (Gray 1995 p. 269-270). Its

manifestations include languages, habits, rituals, ceremonies, myths, stories, beliefs,
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values, attitudes and artefacts (Korac-Kakabadse et al 2001, Cheney et al 2004).
Literature on communication style or intercultural rapport management such as Bargiela-
Chiappini (2013) acknowledge the influence of sociolinguistics and ethnography of

communication — which shows that language and culture are inter-related.

2.8 Website Translation Theories and Approaches to Translation in MNCs

According to Shaffner and Holmes (1995 p. 9), translation is equivalent to “an
interpretation of a foreign form and meaning, usually worked out in the translation process
and rarely articulated independently of it”. Venuti (1995 p.18) also describes translation as
“the forcible replacement of the linguistic and cultural difference of the foreign text with a
text that will be intelligible to the target language reader”. Multinational companies have a
need to translate websites, documents and many more in order to meet the language
needs of their global stakeholders. Multinational companies have tried to meet this
translation need by employing several means. Some of these include hiring a translator,
hiring indigenous people to head up these subsidiaries, using machine translation,
assigning expatriates who have local knowledge of the country’s language to subsidiary
locations or by organising compulsory language classes for staff (Large and Moukdad
2000). Some companies use local staff who are fluent in the corporate language as
translators and communicators to manage communication between the subsidiary and
headquarters (Welch, Welch and Piekkari 2005 p.18). This strategy is known as having
‘language nodes’ or acting as ‘gate keepers’. These employees decide what information is
passed on to headquarters and what is in turn passed on to employees in the subsidiary.
Knowledge of the corporate language in a company can be a source of power for
employees who are fluent in these languages (Tietze 2008, Zander, Mockaitis and
Harzing 2011, Harzing and Pudelko 2013), it also gives those employees the power to act
as gatekeepers, controlling information and communication flow between headquarters
and its subsidiary (Welch, Welch and Piekkari 2005).

Most often than not, the employee who is competent in speaking the corporate language
as well as the language of the subsidiary location automatically becomes the internal
translator. However, the danger of this is that being a native speaker of a language does
not necessarily qualify one to be a translator and therefore the companies might not be
getting quality translations back from their choice translator, although they may be saving
money in the process. According to (Welch, Welch and Piekkari 2005), “communication

flow...is vulnerable to distortion either intentionally or unintentionally, during message
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translation by the receiver. Subsidiary staff may deliberately alter the message during
translation to suit local concerns rather than the directions of headquarters”. It is also
imperative that a translator understands the context within which they are translating as
well as the subject matter and the target audience for the translation to be effective.
Company translators also have to be aware of language variations, such as the
differences between Portuguese and Brazilian Portuguese, British, Australian, South
African and American English or Spanish and Latin-American Spanish (Maroto and De
Bortoli 2001). Although some variations might be used more than others, if a company
truly wants to localise then they have to provide localisations or language versions of their

websites for each of these variations.

Research has shown that in some companies, language and translation issues have been
regarded as a technical problem which can be solved with the use of computer-aided
translation devices and software or translators (Welch, Welch and Marschan-Piekkari
2001).The choice of either a fully trained translator or a translating software would
obviously have an impact on the quality of translation received by the company as
translation software is often unreliable and can produce documents that have been
translated out of context. This is in contrast with using a trained cultural translator who
typically would aim to achieve effective localisation, via not only their ability to translate
but also their understanding of how the words relate culturally to the product or service the
company offers (Gibb and Matthaiakis 2006). There are a few examples on what
happened when multinational companies did not take translation seriously or where
translators made serious translation errors which ended up costing the company a lot of
money. One example is HSBC, where in 2009; the company was forced to scrap its 5
year old “Assume Nothing” campaign after it was translated in many countries as “Do
Nothing” costing the company $10 million to change to a more suitable tagline (Ramadani
2014). Another example is when Kentucky Fried Chicken (KFC) opened up in China in the
late 1980s and mistakenly translated its slogan from “Finger-lickin’ good” to “Eat your
fingers off’ (Dana 1999). Although a handful of researchers, who have already been
discussed in this thesis, have looked into language issues on websites and succeeded in
providing a framework for the analysis of language use on websites such as De Swaan
(2001) and Hillier (2003) who provided a framework for the classification for websites
based on their language use, the conclusion from the review of literature is that none of
the existing studies, taken on its own, provide an adequate framework for the study of
localisation of Oil and Gas company websites. Rather, a combination and an adaptation of

various elements of the existing theories serve as a background for this study.
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When websites are translated, translators need to ‘localise’ the language in order to make
it suitable for the target audience. In relation to the translation of websites, translation
takes a different context as most times the aim is not just to translate but to make it locally
acceptable to the target users. According to Nantel and Glaser (2008 p. 114) “the process
of translating a website in order to make it accessible to users from other cultures may
also require a change of the overall design, as the usability of the site will depend on the
culturally based expectations of the users”. Translators involved in website localisation
have to understand how the language they are translating into is used by the target group
in order to provide translations that are culturally acceptable. When adapting language
use on websites, the site has to be provided in a language the users can read and
navigate in their own language when they access the localised site (O’Hagan and
Ashworth 2002). In as much as translation and localisation are mostly studied together, it
must be noted that they are two different subject areas. Localisation requires the
knowledge of the target culture in order to be efficient in translation while basic translation
only requires the knowledge of the language to be translated to and from without any
need to understand the background culture. In web localisation, both the textual and non-
textual elements of the website should be taken into consideration considering that
images and texts on these websites may need to be changed. The linguistic adaptation of
corporate websites can be done in several ways; while some websites are mono lingual,
others are bilingual and some multilingual and each is designed to suit the individual
needs of the company. However, with Oil and Gas companies expanding at a very quick
rate and spreading more and more into locations where the local language is not the
same as the corporate language, the possibility of standardisation between locations is
decreased and it is increasingly difficult for companies to manage the language diversity
they have to cope with (Welch, Welch and Piekkari 2005). Research carried out previously
in this area shows that people prefer to use websites that are in their country’s native
language or a language they understand and speak (Singh et al 2004). This brings about
the need to linguistically adapt websites and the need to make targeted websites -

bilingual or multilingual as the case may be.

Websites need to be translated as they mainly serve two main functions, the first function
being the informative function and the second function being the symbolic function. The
informative and communicative function for these companies would mean that content
would need to be translated into the main language of each country to make it as
‘transparent’ as possible while the symbolic function would mean that not a lot of attention
is paid to the translation of the website as the site only serves a symbolic purpose — which

is for the company to be seen as being global. These companies also have the additional
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need to linguistically adapt their websites to ensure that everyone in all their locations is
getting the same information and that the local population is aware of what the company’s
activities are in their individual countries. The solution to this lies in the use of native
speakers as translators as they will “produce culturally specific text because they will be
more able to understand the target culture than outside translators” (Janssens et al 2004
p. 421). According to Maroto and De Bortoli (2001 p.7) “The linguistic quality of a
translation is the most specialised and integral part of any localisation effort. It is essential
that the translators are native speakers and are living in their native countries for the
majority of the time” because only then will they understand the culture and have the
ability to provide translated pieces that are relevant to the specific culture the website is
made for. If companies literally translate content that is produced centrally from the
Headquarter location for distribution to employees in other companies, then the resultant
translations may not fully match the understanding of the target audience. Translation can
be said to be an inevitable need in a multinational company, in that they operate across so
many languages, communication styles and culture. However, according to Gibb and
Matthaiakis (2006 p. 670), the process of localisation requires more than just translation
skills; it also requires an understanding of the relation of words to the product or service
being offered which means that there may be a likelihood of most of these companies
opting to use in house translators rather than external translators. The exception to this of
course, would be in a situation where the translators used are well versed in the area that
the company specialises in. Having different communication styles requires translation
and the adaptation of communication materials into local communication styles for better

understanding between headquarters and their subsidiaries.

Another reason why companies localise is the need to manage the terminology used in all
locations where the company operates. For translation of technical terminology, most
often than not, bilingual glossaries are useful for helping the translator with technical
terms. This is particularly useful for web sites where technical terms are used frequently
and need to be consistent. There are however translation problems associated with
terminology management. According to Hillier (2003), there is sometimes a problem with
agreeing what terminology needs to be used especially when it pertains to technical
words. Maroto and De Bortoli (2001) further add that to translate, for instance, a technical
text requires, besides a firm understanding of industry-standard terminology, an eye for
detail, consistency in style and the ability to translate commands, terms, descriptions
clearly and with the end-user in mind. Terminology management “is the most efficient
solution for ensuring that the organization as a whole uses the same terms to describe the

same features and functions” (Muegge 2010 p.16). Most Multinational companies who are
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interested in localising or translating have the need to ensure that the communication that
is sent out or seen by their clients or employees on the internet is the same regardless of
location. Oil and Gas companies in particular have a lot of technical terminology which
need to be correct in order for them to promote and sell the right equipment or service to
their target customers. Companies who have a centralised approach to localisation or
communication are able to control their terminology through all its foreign locations and in
that way are able to avoid translation blunders while protecting their brands across several

worldwide locations.

According to Lee (2009 p.4) “The translation of commercial websites, therefore, aims to
identify, translate and carry across the multiple layers of meaning from one language
version to another in the hope of achieving the same or similar effect in the target culture”.
In relation to this, this thesis aims to understand how and the extent to which these
websites have been translated and it is expected that this study will give a good

understanding of the localisation practices of these companies.

2.8.1 Semiotic Translation

To understand the language and translation practices within these companies, it was
important to also understand and identify what the localisation practices of these
companies are in the area of translation, to give a better picture of any specific tendencies
relevant to the industry or each particular company. The analysis was carried out on all
the websites to gain a detailed overview of current language practices and also to have a
good insight into the demographics of these company websites. When companies attempt
to translate websites from one language to the other, sometimes they ensure that the
websites are culturally translated by using professional translators and sometimes they
may use an online translation tool such as Google Translate to translate the original site
into the language required and sometimes they also just translate the ‘essential’
information on the websites into the main language spoken in the country. Companies
also carry out what is known as a semiotic translation of websites which means not only
texts on these websites are translated, symbols and images are also considered in the
translation process. Carrying out semiotic analysis involves dealing “with how language
conveys meaning to signs and symbols in a specific social context” (Duriau, Reger and
Pfarrer 2007 p.14). A semiotic analysis was carried out on all of these Oil and Gas
websites to interpret the colours, symbols and images on these websites and what they

symbolize about the corporate identity of the companies.
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Koller (2007) carried out a research on HSBC websites using a semiotic analysis strategy
to identify global and local translation strategies. She identified in her research that
companies can either adopt intrasemiotic or intersemiotic approaches to translating their
websites. Intrasemiotic websites would be seen where the company sees the need to
translate content for communicative/informational reasons while retaining symbolism as it
sees it as a priority for corporate identity. Intrasemiotic analysis also identifies when verbal
parts of a website have been translated with the visuals remaining the same on both
websites. Intersemiotic translation would be used when these companies decided to go
further in their translation practices, having seen the gains in terms of local acceptability,
however, these companies may ‘lose’ in terms of corporate identity. Intersemiotic
translation identifies when the language, contents and visuals differ on all versions of a
company’s website. Chiaro (2004) also carried out research on intrasemiotic and
intersemiotic translation analysis of print and web advertising of Italian food products. This
research clearly explains intrasemiotic and intersemiotic analysis and although this
research was carried out on a completely different sector, it was useful for this research.
To gain a more detailed insight into current translation practices on these Oil and Gas
websites, an analysis was carried out to understand the intrasemiotic and intersemiotic
translation practices of these companies. The analysis was carried out in two parts: The
first part of the analysis was carried out to understand the intrasemiotic translation
tendencies on these websites while the second analysis was carried out to understand the

intersemiotic translation tendencies on these websites.

2.9 Chapter Summary

In summary, the internet has had a huge technological impact on the society today. As a
result of the increasing number of people using the internet, it has become a multilingual
and multicultural environment where most of the major languages have gained presence.
(Crystal 2001). The internet is the main host of the various websites and most companies
create a website for the different countries they operate in. Websites have been classified
into different groups by different researchers and these include standardised websites
where the contents and layouts of the websites are kept the same for different countries,
internalisation of websites where most of the information of the website is adjusted to suit
the target culture, localisation of websites where all of the information on the websites are
adapted to suit the target cultures and finally glocalisation of websites where the
companies use both a local and global strategy in the representation of images and

contents on their websites. The need to use the various strategies on websites has been
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brought about mainly by globalisation. Globalisation goes beyond purely the operational
elements of a company, that is, the number of countries where it has operations but also
takes into consideration the cultural dimensions which involve a need to adapt practices in
the countries where these companies operate. Globalisation can affect the way that a
company interacts with its subsidiary locations and can also impact the way that websites
are created and designed, depending on the company’s needs and the kind of image it
wants to present to the world. This need to adapt to the cultural needs in the different
countries is what has brought about the concept of glocalisation — where the company can

use both global and local strategies to target its users.

Due to globalisation and the need for companies to interact with their subsidiary locations
around the world, there has been a need for companies to choose a language of
communication. Some multinational companies have been torn between using a single
language of communication and allowing subsidiaries to have autonomy in the choice of
language they use. Some companies due to country language policies and internal
company policies have also chose to use bilingualism or multilingualism to suit the
business needs of the company. Many of these languages are differentiated from the
ones that are only used in verbal communications within the company to the one that is
only used for written communications. As a result of this multiplicity in language use in
most multinational companies, there has been a need to also adapt the languages used
on websites to suit that which is preferred by the company. Research has however
identified that English has constantly been identified as the Lingua Franca for most
companies regardless of the language spoken in the country where they are in operation.
The implications of this is that, whichever strategy a company chooses to adopt, there will
be a need to translate the websites in order to either suit the English speaking population
or the local language speakers. This of course depends on whether the company has

language options on their websites.
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CHAPTER 3. CULTURE FRAMEWORKS AND THEORIES

3.1 Introduction

This chapter is divided into two main sections with the first section discussing Hofstede’s
dimensions of culture and the second part discussing Edward Hall's categorisation of
culture into low and high context cultures. The first part of this chapter discusses the
cultural frameworks that have been used as a background for this research study. As this
research compares websites across various countries, there is a need to review
frameworks for comparing behaviour across cultures, particularly in the business field.
The second section of this chapter introduces the different cultures that may exist in
organisations. This sub section gives an introduction to the third section which discusses
Hofstede’s dimensions of culture in an in depth manner as Hofstede's study has been the
most frequently used cultural framework used for the comparison of different cultures. The
fourth section discusses the GLOBE research project which is a development of
Hofstede’s dimensions of culture and was set up in response to criticisms of the
inadequacy of Hofstede’s study. In the fifth section, there is a critical analysis of both
Hofstede’s theory and the GLOBE research project. The sixth section involves an in depth
discussion into Edward Hall's categorisation of culture into high context communication
and low context communication and explains what Edward Hall means by both high and
low context communication and explains its relationship with website communications.
Having an in depth of understanding of these studies is important as this thesis examines
communication styles and this framework has been the one most frequently used in
studies of communication style. The seventh section is a description of the meaning of
cultural markers and all the cultural theories and frameworks that exist in relation to
websites. Cultural markers are the elements that companies adapt on their websites to
suit their target cultures. This section highlights the role of cultural markers, what they are
and their relevance to cultural adaption is also discussed in detail in this section of the

research.

3.2 Theories of Culture in Organisations

Although several researchers have come up with different definitions of culture, there has
been no agreement on the definition of culture (Kim and Kuljis 2010). According to (Gray
1995 p.270), “...culture has many layers: from national culture, to organisational or

corporate culture, to occupational culture”. With national culture referring to the values of
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most inhabitants of a country, organisational culture referring to sub-cultures of values
shared by most members of an organization and occupational culture being the sub-
culture of values shared by people with a distinct occupation. This clearly explains and
identifies the different cultures that exist and gives a clear focus to the cultural aspect of
this research. De Angeli and Kyriakoullis (2006 p.250) describe culture as “the cumulative
deposit of knowledge, beliefs, values and attitudes, which rules people’s behaviour in a
society and distinguishes the members of one group from another”. Nakata (2009 p.4)
further adds that “in this age of globalisation, cultures are traversing national borders, co-
mingling, hybridizing, morphing and clashing through media, migration,
telecommunications, international trade, information technology, supranational
organizations, and unfortunately terrorism”. This identifies the mobile nature of culture
which has been brought about by the age of globalisation and diversity. The GLOBE
researchers define culture as “shared motives, values, beliefs, identities, and
interpretations or meanings of significant events that result from common experiences of
members of collectives and are transmitted across age generations” (House et al 2002
p.5). This research focuses on some main cultural theoretical frameworks used in the
business/organisational field and also looks at the national cultures that may be existent in

these companies.

According to Mamman (1995 p. 528), a multicultural workplace is “...a setting which is
heterogeneous in terms of race, ethnicity, beliefs, culture, gender, age, country of origin,
and physical ability”. This is typical of the effects of globalisation and in today’s workforce
and work environment; any company that claims to be global cannot be exempt from
these characteristics within their workforce although it can be argued that they may have a
different attitude to their workforce. It can therefore be postulated that some companies,
although they claim to be ‘global’, seem to have a different conception of ‘global’ which
embraces cultural diversity positively. The reality of companies having to work in diverse
cultures means that cultural difference has an impact on every company working in this
kind of environment. One view of this reality is that, if properly managed, cultural
differences and globalisation can have a positive impact in companies. Diversity can be
beneficial to companies and an opportunity to benefit from diverse knowledge and
workforce. The second view on diversity is that, if not managed properly, globalisation can

have a negative impact and can cause discord and conflicts among employees.

This subject has been previously discussed by Hoecklin (1995) and Stohl (2001) who
have both identified typologies which attempt to divide organisations in this way. However,

it is very important for companies to take into consideration the fact that a culture that
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enables effective work processes in one country may not be easily transferable to another
country, or may in fact suppress productivity (Moran et al 2007). Since there are varying
cultures in a multicultural team, team members have different cultural backgrounds and
ways of thinking. They then try to find a way to work effectively despite these differences
in work behaviour, language and attitude and approach to work. Some theorists however
now argue that it is inaccurate to talk of organisations as having a specific work culture, as
the work place, regardless of where we are, is multicultural; this includes ‘virtual’ working
relationships with people that other employees have never met (Moore 2005). Cultural

i

diversity has been defined as “...differences, such as in language, religion, dress and
moral codes that exist between people according to race and ethnicity” Kossek and Zonia
1993 quoted in (Leveson and Joiner 2009 p. 377). In this global age, companies and
workforces are diverse. The question now is how companies can manage the differences

and the attitudes of the company in regards to this diversity.

Quite a few cultural frameworks or dimensions were identified in the course of this
research, however, only three of them were chosen as the main cultural theoretical
frameworks to be discussed due to their relevance to this study. They include Geert
Hofstede’s 1998 theories on cultural dimensions, the GLOBE cultural theory which is a
development of Hofstede’s cultural dimension’s theory and Edward T. Hall's 1976 theories
on the existence of High and Low Context cultures. Briefly, the rationale for choosing
these main theories are as follows. Hofstede’s cultural framework was chosen as a
framework for this research because of the frequency with which it has been used in
business and organisational studies. The GLOBE research was also identified as it is the
most recent and comprehensive attempt at mapping culture and organizational behaviour
and addresses criticisms of Hofstede’s study as well as develops it. According to Venaik,
Zhu and Brewer (2013 p.362), Hofstede’s research and the GLOBE research both
“present a group of dimensions of national culture with corresponding scores, which not
only highlight cultural differences between societies, but also provide the means for the
application of those differences in culture related research”. This makes these studies
relevant to the research carried out in this thesis. On the other hand, Hall’'s (1976) High
and Low context culture categorisation was chosen as one of the frameworks for this
research as Hall’'s theory, places communication at the centre of its study which is useful

as this thesis is also focused on the communicative aspects of culture.

These theoretical frameworks were used alongside each other to help build up elements
of the researcher’s framework for analysis and also to help give a deeper understanding

of Oil and Gas websites. These theoretical frameworks were also used to develop a set of
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criteria that would be usable for cultural and semiotic analysis based on the three

theoretical frameworks discussed below.

3.3 Hofstede’s Dimensions of Culture

Hofstede (1997 p. 5, 1980 p.13) describes culture as “the collective programming of the
mind which distinguishes the members of one group or category of people from another”.
Hofstede’s definition “suggests that people from any one group will be formed by mostly
the same values and norms as their compatriots (Kim and Kuljis 2010 p.126). Geert
Hofstede, a Dutch Cultural Anthropologist, interviewed hundreds of IBM employees in 53
countries during 1967 to 1973 in order to gain a deeper understanding of the differences
in culture. In 1983, he went on to carry out further research and “collected supplementary
data on a further ten countries and three multi - country regions”. Hofstede also published
his main findings in Culture’s Consequences: International Differences in Work - Related
Values (1980), jointly published Cultures and Organizations: Software of the Mind with
Gert Jan Hofstede and Michael Minkov and also published Intercultural Cooperation and
Importance for Survival in 1991 (Hurn and Tomalin 2013). Hofstede’s model has been the
most extensively quoted cultural model in culture research (Kim and Kuljis 2010) and has
justifiably had the most influence on the understanding of the effects of culture on human
activity (Hurn and Tomalin 2013 p. 29). In this study, Hofstede measured cultural
dimensions by attempting to rank cultural values on a scale of 0 to 100 for 75 countries by
means of quantitative ranking on a limited number of criteria which are thought to map the
differences between cultures. Hofstede’s main focus was on work related values. His
statistical analysis techniques were used to find similarities and differences in cultures. In
his initial study, Hofstede came up with four cultural dimensions: Power Distance,
Individualism, Masculinity and Uncertainty Avoidance. However, after further research he
carried out based on the Far East, the conclusions of his study, identified a fifth dimension
called long-term orientation and a sixth cultural dimension called Indulgence versus
Restraint has also been added more recently (Hurn and Tomalin 2013). Hofstede’s
cultural dimensional approaches seek to reduce cultural variation to a limited number of
dimensions which are thought to encompass the main variants of cultural values. The five
dimensions of culture are explained in the following section and are partly used as a

theoretical framework for this research.
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3.3.1 Power Distance

According to Hofstede (1981), Power Distance (PD), is the degree of emotional
dependence between superior and subordinate. Wirtz (2006 p.280) also confirms that
“high Power Distance include many hierarchical levels, autocratic leadership, and the
expectation of inequality and power differences, and are affiliated with HC cultures”. In this
dimension, Hofstede explains the extent to which less powerful members of a cultural
group accept the dominance and power exerted by the more powerful members of the
group (Hofstede 1998). He identifies that this dimension affects levels of hierarchies in
organizations and status and basically explains the way that members of each culture
handle the differences in power. Wirtz (2006 p. 280), adds that “low Power-Distance
cultures are characterized by flat organization structures, consultative or participative
management style, and the expectation of egalitarianism, especially evident in LC cultures
such as the Scandinavian countries”. Cyr et al (2005 p.5) also add that low power
distance cultures such as Canada, the U.S. or Germany tend to maintain a philosophy of

equal rights for all, without acquiescence to those in power.

Power Distance can be said to affect global website designs and user interfaces by
restricting the access people have to information. This is because the dissemination of
information on country websites with a high level of Power Distance will tend to focus on
those in higher positions of authority. The focus of website designers will also be on
personnel expertise, people of authority and official logos to reemphasize who is in
control. Website designs will also give prominence to leaders and people who are in
authority in these organisations. Frequently, one would see a speech or an address from
the CEO or President of the company or regional area on the company website. Singh
(2002 p. 43) further adds that websites in high Power Distance cultures place more
emphasis on features relating to power and prestige. Some examples could be rank or

prestige of the company, testimonials, pictures of CEO’s and important people.

3.3.2 Individualism vs. Collectivism

This dimension explains the concept of integrating into groups rather than the source of
the primary value orientation being the self (Smith et al 2004). Hofstede in his study
identified that Individualism loosens group ties therefore creating an environment where
every person feels autonomous or responsible for their independent self. According to
Hurn and Tomalin (2013 p.30), in this culture, “people are supposed to look after

themselves and their immediate families and to choose their own affiliations”. Wirtz
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(2006) further adds that in Individualist cultures, motivation is based on personal
achievement, which is usually heavily portrayed on the web pages. Shneor (2012 p.357)
also adds that in highly individualistic societies, “one expects more self-centred
approaches where end customers value being treated as a unique target audience
separate from other groups”. In individualistic cultures such as the USA, UK and
Germany, more emphasis would be placed on individualism and themes reflecting
independence and materialism (Singh 2002 p. 43). The key differentiation is the contrast
in value orientations between independence (individualism) and interdependence
(collectivism). Hofstede in his classification identified that individualistic countries are from
the North American, Anglophone, Dutch and Nordic cultures (Hurn and Tomalin 2013
p.33). Websites for individualist cultures will therefore have a tendency to promote
individuals as unigue people within the company and not having any affiliation or

dependence on others.

According to Shneor (2012 p.357) “in collectivist cultures, there is a more generalised
acceptance of group and team work and a generally feeling of working as part of a group”
where there is an interdependent self and individuals are dependent on each other.
Collectivist cultures are mostly Asian cultures where considerable time is typically spent in
building trust and forming relationships which they see as a key to success (Hurn and
Tomalin 2013 p.33). When it comes to the design of websites for these cultures, Singh
(2002 p. 43) also suggests that “websites for collectivistic cultures (Japan, China, Korea),
should be more respecting of family values and emphasize community features”. This is
because they are an interdependent culture and therefore may see the need to portray

this on their websites.

3.3.3 Masculinity versus Femininity

Hofstede’s has traditionally associated this dimension with ‘masculinity’ and more
assertive tendencies that might be stereotypical. According to Smith et al (2004 p.67), this
dimension can be described simply as “toughness versus tenderness”. Masculinity
“reflects the extent to which a society values dominance, performance and successes,
while femininity is “associated with societies valuing harmonization, consideration towards
others, and quality of life” (Shneor 2012 p.357). According to Singh (2002 p.43), websites
in masculine cultures can “emphasize on ambition, sportiness, and assertiveness themes,
online games, explicit comparison of products with that of competitors, and hard sell

approach”. Singh and Matsuo (2004) also cite countries like Japan, Austria, and Mexico
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as examples of masculine cultures and the Nordic countries as examples of the feminine

culture.

Masculine websites, according to Hofstede’s dimensional study, are expected to have a
preference for and consideration that “big and fast is beautiful... and clear gender roles
are the norm” (Singh, Kumar and Baack 2005 p.75). Shneor (2012 p.357) further adds
that “masculine societies may view localized service as recognition of their own
importance, dominance and power, while feminine societies may accept more
standardized formats of service as reflecting harmonious and inclusive processes”.
Masculine cultures such as Japan, India and the Middle East value assertiveness,
ambition, material possessions and success (Singh 2002 p.43). The Masculine cultures
can be linked to the High Context cultures studied in this research and evidence of the
portrayal of these can be seen from the promotion of company office buildings and

company accomplishments on their websites.

According to Simon (2001 p. 23), “Individuals from masculine cultures - Austria, Italy,
Japan, Mexico, Switzerland, Brazil, and Venezuela (Hofstede 1991) - value material
success and assertiveness, suggesting they may seek to respond in a manner that
compliments their own ambitions”. When it comes to the design of websites, High
Masculinity cultures would typically focus on the traditional family and gender distinctions
between male and female, a controlled navigation framework on their websites, websites
would have more graphics, games and animations and the messages and images used
on the websites will be more assertive and demonstrate toughness and competition

among individuals.

Feminine websites, according to Hofstede’s dimensional study, are expected to “value,
beauty, nature and nurturance, and blurred gender roles” (Singh, Kumar and Baack 2005
p.75). According to Simon (2001 p. 23), “people from feminine cultures - Chile, Denmark,
Finland, Netherlands, Norway, and Sweden (Hofstede 1991) - stress relationships and
concern for others”. This list was highlighted by Simon (2001) as one of the defects of
Hofstede’s criterion as most of the countries listed now have formal gender equality
policies while in others the ‘feminine’ values stem from a wider aspect of the socio-
economic value system which tends to discourage individual, assertive kinds of
capitalism. According to Singh (2002 p.43), feminine cultures include Denmark, Norway
and Sweden and place more value on helping others, preserving the environment and the
quality of life. Feminine cultures are closely related to the low context cultures proposed

by Edward Hall. Singh (2002 p.43), goes on to conclude that websites in feminine cultures
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emphasize environmental awareness, humane touch, developing cooperative
relationships and unity with nature. In feminine cultures, one can expect that the gender
roles will generally be blurred, there will be mutual cooperation and support between
members, orientation will be towards home and family life and individuals will generally

have unifying values.

3.3.4 Uncertainty Avoidance

According to Hurn and Tomalin (2013 p.36), this dimension describes “the degree to
which people feel threatened by ambiguity, unstructured or unpredictable situations and
the extent to which society is able to tolerate uncertainty”. In this dimension, cultures tend
to have norms regarding punctuality, formality and tolerance for ambiguity. According to
Singh and Matsuo (2004 p.866), “countries like Greece, Japan, and Mexico rank high on
uncertainty avoidance, while countries like Canada, Australia, the UK, and the United
States have been found to have a greater tolerance for uncertainty”. Cultures with High
Uncertainty Avoidance tendencies seem to have more formal rules and fixed
organisational structures to avoid any ambiguities. According to Hurn and Tomalin (2013
p.36), societies with high uncertainty avoidance are “more risk averse and will adopt
beliefs and create institutions to avoid uncertainty” while societies with low uncertainty
avoidance are “more prepared to accept uncertain, unusual and innovative ideas and
behaviour, to take conscious risks and to take each day as it comes”. Usually, websites in
high Uncertainty Avoidance cultures will be simpler and easy to use, easy to navigate to
avoid users getting lost and will have more colour and sound. This is because there is a

high tendency to avoid any uncertainties or misinterpretation in the information provided.

3.3.5 Long versus Short Term Orientation

This was the additional dimension added on by Hofstede after additional research had
been carried out. In this dimension, the main focus is on time (Venaik, Zhu and Brewer
2013). Hofstede identified that a country with long term orientation is one which would
place “more importance on the future and a concern with setting long- term goals and
persistence or perseverance in achieving them. Relationships are structured according to
status, and progress is made by displaying thrift and care in saving and controlling
expenditure” (Hurn and Tomalin 2013 p.38). According toSalazar et al (2013 p.36) “long-
term orientation is defined by the value placed on future-oriented values such as
persistence and saving. In contrast, a short-term orientation refers to values that are

focused on respect for tradition and fulfilling social obligations that are oriented towards
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the past and present”. In the Short term orientation countries, individuals are “concerned
with steadiness, stability, social pressure to ‘keep up with one’s neighbour and self-
gratification” (Hurn and Tomalin 2013 p. 38). When it comes to the design of websites,
cultures with Long Term Orientations usually have content which is focused on practical
values and credibility of relationships with important people. Websites for Short Term
Orientation cultures would typically have more content focused on facts about the
company, the credibility of rules rather than relationships and the need for immediate

results.

3.4 The GLOBE Research Project

The GLOBE research project is “a cross cultural research program based on data
collected by 160 scholars from 60 countries” (House 1998 p.230). GLOBE is an acronym
which stands for “Global Leadership and Organizational Behaviour Effectiveness” and
was started by a global network of researchers from 61 countries who in 1994 decided to
examine ‘“inter-relationships between societal culture, organizational culture, and
organizational leadership” (House et al 2002 p.3 and p.4). Therefore, from 1994 to 2004,
the GLOBE researchers carried out a study of 17,300 middle managers in 951
organisations, in 61 countries from different sectors. This research is still ongoing and
according to House et al (2002 p. 4) is a “long-term programmatic series of cross-cultural
leadership studies”. The central theory of the GLOBE research is that “selected values
and beliefs that distinguish a given culture are predictive of the practices of organizations
of that culture, and are predictive of leader traits and behaviours that are acceptable to
members of that culture and effective in that culture” (Hartog et al. 1997 p.394). The items
used in the GLOBE project are also designed to reflect societal values and practices, not

individual values and practices (Terlutter, Diehl and Mueller 2006 p.434).

There have been a few criticisms and limitations identified of Hofstede’s study (Nakata
2009, House et al. 2002) and the need for an expanded framework, which the GLOBE
research provides. The GLOBE research project was chosen for this study as it is a more
recent framework for comparing cultures and builds on Hofstede’s theories on cultural
dimensions. It also provides a critique of Hofstede’s study and provides an expanded
framework. According to Nakata (2009 p.26), the GLOBE research project is “a cross-
level one that attempts to integrate individual, industry, and country effects to understand
the universal aspects of leadership”. Although the GLOBE research project looks at

leadership, it can arguably be used to look at other aspects of organisational behaviour.
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This research draws on Hofstede’s study, and goes further to advance all the existing
theories on culture in terms of conceptualisation of cultural frameworks (Terlutter, Diehl
and Mueller 2006).

The GLOBE researchers recognised that there was the need to expand on Hofstede’s
dimensions in order to find etic (cultural phenomena that have identical meaning for
nationals of diverse cultures) and emic (cultural phenomena that is supplemented by other
elements that are subject to differential interpretation across cultures) aspects of culture
(Abraham 1996 p. 23). They therefore decided to add more dimensions to Hofstede'’s
study on culture in an attempt to remedy some of the deficiencies of Hofstede. This
research project “employs both quantitative and qualitative methods to provide richly
descriptive, yet scientifically valid, accounts of cultural influences on leadership and
organizational processes” (House et al 2002 p.5). The quantitative aspects studied by
GLOBE include the “measurement of societal culture, organizational culture, and
leadership attributes and behaviors” while the qualitative aspects include “culture-specific
interpretations of local behaviors, norms, and practices” (House et al 2002 p.5). The nine
GLOBE theoretical frameworks are as discussed below. The first six dimensions
described below “had their origins in the dimensions of culture identified by Hofstede
(1980)” (House et al. 2002 p.5).

3.4.1 Uncertainty Avoidance

This is described as the “extent to which members of an organization or society strive to
avoid uncertainty by reliance on social norms, rituals, and bureaucratic practices to
alleviate the unpredictability of future events” (House et al 2002 p.5).

3.4.2 Power Distance

This is described as “the degree to which members of an organization or society expect

and agree that power should be unequally shared” (House et al 2002 p.5).
3.4.3 Collectivism |
This is a sub-division of Hofstede’s dimension of individualism/collectivism and describes

“the degree to which individuals are integrated into groups within a society” (Hartog et al

1997 p.394). The main difference between this dimension and Collectivism Il in
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comparison to Hofstede’s individualist and collectivist cultures is that the group/team spirit

is paramount in the GLOBE framework.

3.4.4 Collectivism Il — Family Collectivism

This is one of the products of the split of Hofstede’s individualism/collectivism dimension

and represents the “degree of integration of the family” (House et al 2002 p.5).

3.4.5 Gender Egalitarianism

This was developed by GLOBE as one of the two dimensions in lieu of masculinity in
order to assess how equal the society is in dealing with gender roles. It explains “the
extent to which an organization or a society minimizes gender role differences and gender
discrimination” (House et al 2002 p.5). According to Grove (2005), cultures that have high
gender egalitarianism will have more women in positions of authority, less occupational
gender segregation, similar levels of educational attainment for males and females, and
women would have a great decision-making role in community affairs. Societies with low
gender egalitarianism would have fewer women in positions of authority, more
occupational gender segregation; lower level of educational attainment compared to men,

and women will have little or no decision-making role in the community.

3.4.6 Assertiveness

This is “the degree to which individuals in organizations or societies are assertive,
confrontational, and aggressive in social relationships” (House et al 2002 p.5). This was

developed by GLOBE as one of the two dimensions to replace masculinity.

3.4.7 Future Orientation

This refers to “the degree to which individuals in organizations or societies engage in
future-oriented behaviours such as planning, investing in the future, and delaying
gratification” (House et al 2002 p.5). Although both Hofstede’s Long Term Orientation and
the GLOBE Future Orientation dimensions have one thing in common which is that they
include future aspects of time, Venaik, Zhu and Brewer (2013 p. 364) carried out a
comparison of the two dimensions and identified firstly that the first difference is that
Hofstede’s Long Term Orientation dimension focuses on societal values while the GLOBE

Future Orientation provides for both cultural practices and values. The second difference
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is that “although the upper end of all Hofstede and GLOBE time dimensions focus on
society’s long term or FO, Hofstede LTO captures the perseverance and thrift aspects of
FO, whereas GLOBE FO represents the planning aspect of FO, in practice and
aspirational forms” (Venaik, Zhu and Brewer 2013 p. 377).

3.4.8 Performance Orientation

This is “the extent to which an organization or society encourages and rewards group
members for performance improvement and excellence” (House et al 2002 p.5). It is also
described by GLOBE (1996) as quoted in Hartog et al. (1997p.394) as being “the degree
to which a society encourages and rewards group members for performance improvement

and excellence”.

3.4.9 Humane Orientation

This is “the degree to which individuals in organizations or societies encourage and
reward individuals for being fair, altruistic, friendly, generous, caring, and kind to others”
(House et al 2002 p.5).

Based on the nine cultural dimensions listed above, the GLOBE study further identified
ten societal clusters which include South Asia, Anglo, Arab, Germanic Europe, Latin
Europe, Eastern Europe, Confucian Asia, Latin America, Sub-Sahara Africa and Nordic

Europe (Brennan 2011).

3.5 A Critical Assessment of Hofstede’s Framework and the Globe

Research

This section discusses the differences between the GLOBE research and Hofstede’s
dimensions and how these differences apply to this research. Hofstede’'s research has
been used and also criticized by so many researchers for different reasons. According to
Ahmed, Mouratidis and Preston (2009 p.49), “although his country scores were originally
produced in the early 1970s, many replications of Hofstede’s study on different cultures
have proved that his data are still valid”. However, Hofstede’s cultural dimensions,
although widely used by many international marketing and management researchers have
had their own fair share of criticism. Hofstede’s classifications have received criticism

‘regarding the internal validity of the dimensions and the method of constructing the
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scales” (Tsikriktsis 2002 p.9). It has also been heavily criticized for being too dated and
quite a number of researchers have criticized his methodology and sampling (Myers and
Tan 2002, Terlutter, Diehl and Mueller 2006 p.425). Hofstede’s critics have also identified
that “the description of countries on a mere four or five dimensions is seen as insufficient,
with several important dimensions missing” (Terlutter, Diehl and Mueller 2006 p.425).
However, this criticism was somewhat made invalid by his addition of another six cultural
dimensions in his latest study. Compared to Hofstede’s study, the GLOBE research
presents the most current data on cultural dimensions and also covers a larger number of
cultures (62 cultures). This research also clearly distinguishes between societal values
and practices and recognizes that both levels of culture may sometimes even be in
conflict. This means that the GLOBE research was not only focused on what the
respondent’s values were, they were also interested in knowing what the respondents
thought their values should be. This slant on their research differentiates the GLOBE
research from Hofstede's theory as it gives a more dynamic picture of societal values

rather than the static picture represented in Hofstede’s research.

According to Terlutter, Diehl and Mueller (2006 p.433), Hofstede in his research is
accused of confusing values and behaviours (practices) in his cultural dimensions and the
GLOBE research accurately counters this by clearly distinguishing “between both levels of
cultures”, particularly, the values and practices in a society. The GLOBE research
however, does not go without its own set of limitations. Compared to the other cultural
frameworks, it has been described as having a relatively small sample size, with an
average of about 250 subjects per culture (Terlutter, Diehl and Mueller 2006 p.434).
Another limitation is that the respondents to the GLOBE research were middle managers
in the corporations studied compared to Hofstede’s respondents which “were matched
groups of employees in seven occupational categories, two managerial and five non-
managerial”. Therefore the GLOBE research may not necessarily be a good
representation of the cultures analysed (Terlutter, Diehl and Mueller 2006 p.434, Hofstede
2006 p. 884). According to Hofstede et al (2010 p. 42), in the GLOBE study “across
countries, some GLOBE dimensions were strongly correlated among each other; “as is”

and “as should be” dimensions often correlated negatively”.

Overall, the GLOBE research builds on and expands on Hofstede's criteria, they
recognise some of the shortcomings of Hofstede’s study which have also been cited by
other researchers in this field. Some of the refinements of Hofstede’s criteria by GLOBE
are useful for this research particularly the stress on gender equality as opposed to

Hofstede’s masculinity/femininity theory which comes in as an alternative view and
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perspective to the issue of gender and how they are represented on company websites
and in different cultures. According to Terlutter, Diehl and Mueller (2006 p.432),
“Hofstede’s masculinity dimension was seen to be confounded by numerous factors
judged irrelevant to the concept, and was also seen to be lacking in face validity” which is
why the GLOBE researchers introduced the additional two cultural dimensions of gender
egalitarianism and assertiveness. Another difference between the two studies is the
differentiation by the GLOBE research of Hofstede’s dimension of ‘collectivism’ into the
sources of collective orientation — the first is Societal Collectivism which “reflects the
degree to which organizational and societal institutional practices encourage and reward
collective distribution of resources and collective action” (House 2002 p.5) and the second
is the In-Group Collectivism which “reflects the degree to which individuals express pride,
loyalty and cohesiveness in their organizational or families” (House 2002 p.5). Also
different is the adoption by GLOBE of what may be a more accurate terminology for value
orientation in the workplace — for instance the terms ‘assertiveness’, ‘performance
orientation’ and ‘human orientation’. The GLOBE research has created a dimension for
gender egalitarianism rather than streamlining it to just a case of masculinity as is seen in
Hofstede’s research. This was important because this research singled out gender

equality in terms of the representation of gender on the websites.

Although no one approach has all the solutions to such a complex phenomenon as
globalisation and organisational behaviour, in relation to this thesis, the GLOBE research
touched on more relevant issues and concerns. One of the reasons why the GLOBE
research study has an advantage over Hofstede’s study is that it is more recent and has a
broader range of countries covered as explained in the previous sections. The GLOBE
research also provides a wider and differentiated range of dimensions which provided a
wider range of cultural issues that were looked into in the course of this research study.
Their research also looked at the emic and epic aspects of organisational behaviour which
is particularly relevant to this research as the thesis is focused on organisational practices
as regards to localisation. As Hofstede’s research is focused and based on national
cultures, the GLOBE research stresses the need to find the ‘fit’ between organisational
and national cultures. The need to find how organisational cultures relate to national
cultures and vice versa is the central theme of this research and is important as this
research focuses on the degree to which Oil and Gas companies will adapt their corporate

cultures to the different cultures of the countries they operate in.
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3.6 Edward Hall’s Classification of High and Low Context Cultures

Edward Hall's classification of culture into High and low context was used as a theoretical
basis for this research as it puts a communicative rather than a cognitive perspective on
the research. Basically, a cognitive approach looks at values as comprising mental
attitudes (what Hofstede calls ‘software of the mind’). However, when looking at
communication, there are limits to the cognitive approach as, arguably, it does not place
sufficient emphasis on culture as how people communicate with each other and the styles
of communication used. Edward Hall, by defining culture as ‘context’, places emphasis on

the communicative situation as the key to understanding culture.

Edward T. Hall is an Anthropologist who in 1976 developed a framework for intercultural
communication. In his study, he categorised each country’s cultural values into two main
groups: the High Context cultures and the Low Context cultures. According to Hall’'s
theory, cultures of the world can be divided into High and Low Context Cultures, in which
the cultural values and modes of communication are different (Barber and Badre 1998).
The main emphasis of this research was based on context which according to Edward
Hall is the amount of information or the environment surrounding a communication event,
which is required by the hearer/receiver to ‘de-code’ its full meaning. Context can include
non-verbal communication, dress, space, arrangement of furniture, hierarchy, time and
expectations of it. However, in this research, we identify that it can also be applied to
web—based communication. “Context” has primarily been used in verbal communications
to refer to “the fact that when communicating people take for granted how much the
listener knows about the subject under discussion” (Okazaki 2004 p.83). It can also refer
to things like choice of words, intonation, use of silence and pauses. Context covers the
amount of contextual information required to interpret written words correctly. As it relates
to this research, the implications of Hall’'s theory on communication styles are mainly the
difference in the way that each grouping communicates and the way that each grouping

receives communicative messages.

The main reason for using Hall’s theoretical classifications on culture was that the
researcher identified that the dimensional studies proposed by Hofstede do not
adequately address the question of context of communication. Hall’s theories therefore
provide a good background for the study of how cultural contexts affect communication
styles. Because Hall’s research is not a quantitative study, it also does not rank different

countries like Geert Hofstede’s study but instead, generally identifies Western/Northern
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European cultures as low-context cultures. The cultures in the Eastern Mediterranean,
Asia and Latin America are, on the other hand, identified as high-context cultures (Ahmed,
Mouratidis and Preston 2009 p.49). High context cultures prefer an indirect style of
communication. Therefore, in high context communication or messages, the information is
either in the physical context or internalised in the person, while very little is in the coded,
explicit, transmitted part of the message. Low context cultures on the other hand prefer
direct styles of communication (Hall 1976 p.91). These communication styles are
discussed in more depth in the following section. The following diagram shows how the
countries have been presented with high context countries at one end and low context

cultures at the other end:

High Context Cultures
Japan
China
Arab Countries
Russia
Greece
Spain
Italy
England
France
North America
Scandinavian Countries
German-speaking Countries

Low Context Cultures

Figure 3: Edward Hall’s High and Low Context Culture Classification
Hall, E. and M. Hall 1990 (understanding cultural differences) cited in Wirtz (2006 p.277).

3.6.1 Communication Style Preferences in High Context Cultures

High context communication is typically “characterised by the use of indirect and polite
messages that employ a lot of symbols” (Gonzalez-Trejo 2010 p. 484). In High Context
cultures “most of the information is either in the physical context or internalised in the
person, while very little is in the coded explicit, transmitted part of the message” (Okazaki
2004 p.83). Physical context as mentioned previously can include ‘where’ the

communication is taking place and whether it is a formal setting or not. Internalisation in
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this context relates to ‘who’ is speaking, for example, whether the communication is
coming from a manager or a lower ranking employee. According to Hall’'s classification,
High Context cultures include countries such as Japan, China, Russia and the Arab
countries. In High Context communication, the recipient of the message is expected to
possess sufficient contextual information to ‘de-code’ the message correctly by
themselves and therefore the speaker does not have to be explicit. A recipient without this
contextual information, however, would not have this information, and thus may not
understand the message. According to Gamsriegler (2005 p.4), “the reason for this is that
their primary goal is to preserve and strengthen relationships by saving face and ensuring
harmony”. This is because High Context cultures tend to be collectivist cultures, where the

maintenance of group harmony is important.

Website users from High Context cultures are also typically “used to indirect, informal and
non-verbal ways of communication creating emotions through pictures and entertainment”
(Barber and Badre 1998). People communicating in this kind of culture are more
concerned about not losing respect or “face” and more concerned about peaceful
coexistence. According to Bargiela-Chiappini et al. (2013 p.232), “when considering ‘face’,
the speaker’s need to be respected and liked, and the social recognition of the listener’'s
positive self-image, are salient in any type of communication, but particularly so in settings
where participants may encounter potential conflict”. Based on contextual information in
High Context communication, it is expected that “most information is known by the
receiver and is contained in the setting so that textual information is minimum” (Ferreira
2002 p.7). High context communication tends to “rely heavily on an elaborate system of
symbols, body language, intonations of speech and hidden, culturally based meanings”
(Hurn and Tomalin 2013 p.21). Therefore, while communicating, the receiver will need to
‘read between the lines’ in order to fully understand the message that is being conveyed.
This will be easier for people who share the context and are already socialised to expect
this both in face to face communications and probably with website communication but
might be harder for someone who belongs to another context to understand what the

sender is saying.
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3.6.2 Communication Style Preferences in Low Context Cultures

Low Context communication is “more direct and employs more facts and data, and tends
to make comparisons between brands, companies” (Gonzélez-Trejo 2010 p. 484). This
therefore means that low context cultures speakers would say what they are thinking
without adapting the message to the person to they are speaking to. According to Hurn
and Tomalin (2013 p.7), the result of their communication may be transparent and clear
but they may be perceived as being rude by individuals who are used to communicating in
the high context culture. In low-context communication “the mass of the information is
vested in the explicit code” and “tends to employ textual and analytical argumentation,
facts and data” (Okazaki 2004 p.83). Communication in this context is succinct and
sender oriented and the true intentions of the speaker are made known while
communicating therefore there is no need for the listener to try and decode what the
speaker is trying to say. The goal while communicating in this context is to ensure that the
speaker fully understands what is being communicated to them. As a result of this,
website users from low context cultures also prefer “an explicit, direct and verbal

communication style providing first of all product information” (Barber and Badre 1998).

According to Gamsriegler (2005 p.3), “low-context systems tend to be more complex as
the spoken word has to make up for what is missing in the context”. Ferreira (2002 p.8)
also adds that in low context communication, “everything is expressed in a textual
manner” which means that meaning resides more in the text than in, for instance, the
layout or structure of a document or a website. This probably explains why there is a
preference in this context for written communication. Low context communicators also “do
not assume that everyone has most of the information they require and communication
therefore needs to be more explicit” (Hurn and Tomalin p.22). Communication in this
context is therefore usually clear and more detailed than communication in the high
context cultures. Hall’s study “generally identifies Western/ Northern European cultures as
low-context cultures” (Okazaki 2004 p.83) with countries in this group including the

Scandinavian countries, the United States of America and countries in Europe.

3.7 Cultural Markers and Cultural Adaptation of Websites

Cultural markers are defined as a basic element which is present on websites and that are
more dominant in one particular cultural group and less dominant and/or absent in others

(Taieb 2011). Kim and Kuljis (2010 p. 126) also define cultural markers as signifying “a
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cultural association and denotes a conventionalised use of the feature in the website”.
Cultural markers “include color, spatial organization, shapes, icons and metaphors,
language, flags, sound and movement” (Barber and Badre 1998). Cultural markers are
also described as cultural attractors by Smith et al (2004) and the design elements of
websites that reflect he signs and meanings. These cultural attractors include “colours,
colour combinations, banner adverts, trust signs, use of metaphor, language cues,
currency formats, navigation controls and similar visual elements that together create a
‘look and feel’ to match the cultural expectations of the users for that particular domain”
(Smith et al 2004 p.70). Mushtaha and De Troyer (2012 p.3) also add that digital cultural
markers include “website elements such as colors, color combinations, website layout,
data organizing, trust signs, use of metaphor, navigation style, language cues or images”.

These digital markers are clearly evident on the websites studied for this thesis.

As far as providing an adequate framework for examining the cultural aspects of websites,
a body of research in this area has provided evidence to support the fact that consumers
prefer culturally adapted websites (Luna et al., 2002; Singh et al., 2004). Snelders, Morel
and Havermans (2011) also carried out research to understand users’ attitude towards
websites that are culturally adapted. Their study which was carried out on the web design
of small and medium sized ICT companies focused on German and Spanish users of the
company web pages. Their research identified that the website home pages that were
adapted to the user’s local cultures were considered trustworthy and reliable websites.
Luna et al. (2002) also identified that culturally adapted websites reduce the cognitive
efforts required from the visitors to process information on the web site, which in turn
leads to easier navigation and the development of favourable attitudes towards the
website. A vast majority of the research carried out in this area have however concluded
that most users prefer websites that have been customised to meet their cultural needs or
navigation preferences (Tsikriktsis 2002, Simon 2001). According to Cyr and Trevor-Smith
(2004 p. 3), “when web design is not culturally sensitive, there is the potential for
exclusion of countries and populations based on accessibility to information that is not
culturally appropriate”. Quite a number of researchers have identified localisation
strategies or frameworks for the adaptation of websites and most of these are discussed
below. Most, if not all these frameworks have been based on the cultural dimensions of
Edward Hall or Geert Hofstede as discussed above. In some cases it has been a

combination of both theoretical frameworks.

Singh and Matsuo (2004) carried out research to understand the cultural values that were

embedded in websites. They focused their study on US and Japanese websites from
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Forbes 500 list of domestic and international companies with the aim of studying the web
as a cultural document. The framework for their study was based on cultural values to
analyse the level of cultural adaptation on the websites studied. To carry out the analysis,
they used Hofstede’s (1980) four cultural values dimensions of individualism—collectivism,
uncertainty avoidance, power distance, and masculinity—femininity and Edward Hall’s
(1976) high and low context cultural dimensions as literature backing for the study. The
conclusion of their research was that they found evidence to confirm that country specific
websites reflect national cultures. Their proposed framework for measuring the extent of
cultural adaptation on the web could therefore serve as guide for developing websites that
are culturally congruent. This research framework is however limited in terms of this
research because the framework only focuses on the cultural aspects of localisation and
doesn’t take into consideration the semiotic elements of a website which also contribute to

how or the extent to which a website can be said to be localised.

Marcus and Gould (2000) applied each of Hofstede’s culture dimensions to the analysis of
localisation practices on university websites. The research was based on the analysis of
websites of companies in various sectors such as the national park, university websites as
well as several country websites. In this research, they conducted a study on cultural
dimensions and global web user interface design based on Hofstede’s culture framework.
Their research concluded that if cross cultural theory is to become an accepted element of
user-interface design, then current practices on website design would need to be changed
and new tools developed. Based on a structured cultural focus, Cyr, Head and Larios
(2010) looked at the relationship between colour appeal (which colours were preferred by
certain cultures) and culture with a focus on “colour appeal in three countries that are
culturally diverse and explore possible linkages between colour schemes used in the
context of culture, with our three dependent variables of colour appeal, trust, and
satisfaction” (p.7). The sample population for the study were ninety participants from three
countries, 30 each from Canada, Germany and Japan based on Hofstede’s (1981) culture
framework. The participants were requested to analyse three versions of the SonyStyle
company website to identify colour appeal recognition. Although limited to the study of
colours as a cultural attribute, this research was useful in this research for providing a
background to the understanding of the role that colour plays and its appeal to the
different cultures. Their findings revealed that users would have more confidence in using
a website with colour appeal, meaning that the colour scheme was aesthetically pleasing.
The main significance in this study is that the colours that users find appealing vary

according to culture.
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Ahmed et al (2008), in their research explored the local cultural values on Malaysian and
British websites selected from the education, banking and tourism sectors. The focus,
according to the authors was on “less debated cultures” particularly Malaysia and Britain.
In this research, they applied Hofstede’s individualism/collectivism, and power distance,
and Hall's high/low-context cultural dimensions, and analysed how these cultural values
were reflected in Malaysian and British websites. A content analysis of 6 websites was
carried out to explore how these local cultural values were reflected in both British and
Malaysian websites. They also tried to identify variations between these two cultures by
examining three comparable organisations’ websites from each culture. The research
concluded that there was a need to provide different versions of websites to address the
different cultures that exist. They also identified that high power distance and high context
cultures value recognition of individual cultures tend to be motivated by admiration and

status.

Wiirtz (2006) carried out a cross cultural analysis of websites from High and Low Context
cultures in order to identify the strategies used by each cultural dimension. This study
applied Hall's High Context and Low Context dimensions on various McDonald’s websites
across the works and also analysed cross cultural visual web design using Hall's theory.
Wirtz (2006 p. 281) identified that “the prominent use of symbolism in HC communication
anticipates that images, animations, and other non-textual media will be considered of
high importance on HC Web sites”. It was also identified in this study that websites
created for Low Context cultures are expected to be ‘“richer in text and with fewer
occurrences of animations, heavy images, and other effects, to ensure that LC Web sites
are kept as practical and direct sources of information”. Wirtz (2006 p.281) also points out
in this research study that priority should be given by creators or designers of the websites
to the aesthetic experience of websites in High Context cultures and not only to the
informative functions. Aesthetic experience means here that more attention should be
paid to how websites are designed and presented considering that in the High context
cultures, the users would be trying to decode the ‘hidden’ messages behind the images
and the way that they are presented. This is in contrast with the presentation on the low
context culture websites where more information would have to be put on the websites to

suit the needs of communication in the low context culture.

Other researchers have focused on cultural contents of websites (Nacar and Bunaz 2011,
Vyncke and Brengman 2010, Wirtz 2006). Samuel and Gonzalez-Trejo (2010) also
carried out a study to understand how companies culturally adapt their websites. Their

research was focused on 26 Mexican IT company websites and they tried to apply the
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research on cultural adaptation to website content. This research although it provides a
good insight into the cultural frameworks used in this research is limited because it
focuses only one industry and the Mexican culture. In addition to this research, Singh and
Pereira (2005) carried out a research on websites and consumers from five countries
(Italy, India, the Netherlands, Spain and Switzerland) with the belief that countries can be
defined by the cultures dominant in each country. Their study focused on the front-end
level meaning that the focus was on the visual elements that one could easily see on each
of the websites such as translation, language options and country specific website
options. Their criteria was based on factors such as: the websites being specifically
developed for a particular country, the ability to make individuals culturally comfortable
which means being able to use a culture that the individuals were familiar and comfortable
with, colours used, information provided on the websites and if the symbols used on the
websites were reflective of a particular country. In their study, they propose five categories
of websites and differentiated website designs from various countries and created a
framework using each of Hofstede’s and Hall's cultural dimensions. This study is limited in
the fact that it is focused on a small number of countries and also sees website
localisation as an ‘either/or phenomenon (either global or localised), whereas a ‘glocal’
approach hypothesizes that both may be present. Their study classified websites into five
categories using a website scale of 1 to 5 to reflect their level of globalization. They

classed websites into the following:

Standardized | These websites have the same web content for both domestic and
websites international users and do not change language for international
users. That means that only one website is created for the entire
global market.

Semi- This defines the scenario where only one website is created for the

Localized global market, however, the website provides contact information about

websites foreign subsidiaries but little is offered to address the needs of
international customers.

Localized These websites have localised information such as time, date, zip code

websites and number format, have multiple language options, some pages are

translated by software, information about company’s international
presence is not displayed on homepage, country-specific website is not
easily accessible.

Highly These have a country-specific website with translations where relevant
localized for different countries with such websites having a country-specific URL
websites example is .fr for France and .uk for the United Kingdom. Country-

specific website is notably visible on the company’s homepage and is
easy to navigate.

Culturally These websites are completely congruent with the culture of the target
Customized locale, which implies it is culturally adapted at perceptual, behavioural,
websites and symbolic levels.

Figure 4: Singh and Pereira (2005) Website Classification
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Al-Badi and Mayhew (2010) in their research explored the design of websites for different
cultures. This research was carried out by surveys and case studies among internet
users, web designers and web production companies. The aim of their research was to
create a framework for designing usable localised websites and they also tried to redesign
a website using the guidelines of their new framework by comparing the original and the
redesigned websites. They concluded that the drive towards website localisation was
more because of the financial benefits that a company would get from localising rather
than because a company was concerned with the benefits localising would have to the
local culture. In relation to this, Cyr and Trevor-Smith (2004) in their research explored
issues of user interface design and experience, including culturally preferred design
elements. Their research study was conducted through the analysis of websites in
Germany, Japan, and the U.S. (30 local government municipal sites in each country). The
areas considered for this research were the use of symbols and graphics, colour
preferences, site features (links, maps, search functions, page layout), language and
content. The conclusion of their research was that there is a need for the localisation of
web content. The research also provided significant evidence to support the idea that
design preferences differ across cultures and provides ideas on how to create culturally
appropriate websites. The main limitation of this research is that only three countries are
studied and therefore not a valid sample size. In relation to this research, Smith et al
(2004) presented a process model for developing usable cross-cultural websites. In this
research they carried out a cultural and semiotic analysis on the websites of all 300
constituent members of the FTSE Eurotop 300 Index to identify the usability of site to
global audience of potential investors. The conclusion of their research was an
identification of a five stage process model which includes planning the website
development process, specifying the context of use, specifying the user and
organisational requirements, producing design solution and finally, evaluating the designs
against user requirements. Although this research gave a good background into semiotics
and its use for the cultural analysis of websites, the process model was not relevant to this
research as it was specifically created using the 1SO 13407 which is a specific technical

certification.
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3.8 Chapter Summary

In summary, this chapter has discussed the various culture frameworks that are used in
business research with a focus on Hofstede’s culture dimensions framework as it is the
most widely used culture framework in business research. Hofstede proposed a cultural
framework constituting of five categories: Power Distance, Individualism/Collectivism,
Masculinity/Femininity, Uncertainty Avoidance and Long/Short Term Orientation. In each
of these dimensions, he measured culture based on country boundaries. Hofstede’s
framework of culture is compared against the GLOBE research work which is a more
recent study on culture. The GLOBE research is built on Hofstede’s frameworks but
developed with the addition of two more dimensions which include gender diversity and
family collectivism. The issue of gender equality is one which is very specific to the Oil and
Gas industry because this industry is known to be highly male dominated. In view of the
two research studies discussed above, relying on Hofstede’s study alone would be
inadequate, therefore in this thesis, the researcher has used the GLOBE research study in
addition to Hofstede.

Using a communicative approach to his research on culture, Edward Hall carried out a
research project in 1976 and developed a framework for intercultural communication. In
this framework, he categorised culture into Low context and High context communication.
Hall's research is different from Hofstede’s study because it deals with the communicative
aspects of culture and is useful for understanding the communicative aspects and
communication styles of the localisation practices in these companies. Culture is
represented on websites in various forms which brings about the subject of cultural
markers. Cultural markers are elements that relate to any specific culture or group of
cultures. On these websites, cultural markers include things like the colours used, the
images used on the websites, the language used on the websites as well as the general
contents of the websites. These cultural markers are the focus of the analysis in this

thesis to provide an in depth understanding of cultural representation on the websites.
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CHAPTER 4. METHODOLOGY

4.1 Introduction

The main rationale for the selection of Multinational Oil and Gas companies for this
research was because they are a rapidly growing sector and increasingly have to work
across several languages and countries both in terms of doing business and the
employees they hire. Also, due to the nature of their operations and the need to have
diverse employees from around the world, there seems to be a greater need to translate
and localise their language practices than other companies operating globally. Oil and
Gas companies, because of their global reach, would be likely to localise their website
communication practices. The examination in this study of the localisation practices on the

websites is designed to illustrate the extent and nature of this localisation in practice.

Sixteen companies were chosen for this in depth study of localisation practices to
demonstrate website features of Oil and Gas companies in terms of HQ locations, size of
the company and the areas of operations of each of these companies. The sample
companies chosen for this study included established ‘major’ Oil and Gas companies with
headquarters in Western Europe and North America and also included companies with
headquarters in Russia, Brazil and Italy which brings diversity to the research. They are
also different in size as well as the number of employees they each employ around the
world. This section explains the sampling strategies that were used to identify the
companies to be studied and what informed the choice of each company in this section. It
also provides an overview of all the research methods used for this research along with a
background of each of the companies studied for this research, an understanding of the
research processes and the rationale behind each chosen research method. The ethical
implications of this research and any limitations to the study are also identified and

discussed.

4.1.1 The Oil and Gas Industry as a Case Study

The Oil Industry originated in the United States of America and by the 1920s, five of the
seven companies that would dominate the industry were American (Boyle 2002). The
companies in this industry have successfully thrived in most parts of the world and are
continually growing. In the early days, according to Boyle (2002 p. 9), “the fortunes of

these companies were based on the demand for oil as a source of energy for the internal
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combustion engine and other engines”. As demand for oil steadily rose during the first
three quarters of the 20™ century, so did the number of companies that were involved with
producing oil-based and natural gas products (Bandinelli and Gamberi 2011). Oil and
Gas companies were chosen as a case study for this research because of the global
nature of its business means that they operate in every continent in the world sometimes
having operations in several countries in each continent. This inevitably means that they
operate across both ‘supercentral’ and ‘hypercentral’ languages in the world (De Swaan
2001). Also, because of global reach and operations, the choice of Oil and Gas
companies is a good case study to see how the practice of localisation matches up to
these global operations. These companies are also seen as a unique source of
information as the operational areas of Oil and Gas companies mean that they need to
make the locales aware of what their local activities are rather than the practice in the
retail industry where companies are primarily trying to sell products on their websites. The
world is also now in a new phase of globalisation where there is more focus by Oil and
Gas companies on countries like China, India and Russia particularly because since 2008,
there has been a recession in the ‘West’ while there has been continuous growth in the
‘BRICS’ (Badiru and Osisanya 2013). This new economic situation can make a lot of
linguistic and cultural demands on Oil and Gas companies who are not from that region
but who want to or are already operating in these countries. This research seeks answers

to the extent and nature of localisation practices on the websites of these companies.

Oil companies are mainly divided into two major sectors which are the Upstream Sector
and the Downstream Sector. The Upstream Oil Sector is the Exploration and Production
part of the business and is mainly involved with the production, searching for underwater
Oil and Gas fields and drilling exploratory wells (Ramos and Veiga and Wang 2014 p.7).
The upstream Oil and Gas sector includes companies that are involved in all “the
operations of seeking for potential underground or underwater oil and gas fields, drilling of
exploratory wells, recovery and production of crude oil and natural gas” and generally own
assets in the offshore sector (Bandinelli and Gamberi 2011 p.89). The upstream oil sector
is also known as “the exploration and production sector” and companies such as Shell
and ExxonMobil fall into this category of companies. The Downstream Oil sector is
involved with the refining of oil crude, marketing and distribution of oil and gas products
(Ramos, Veiga and Wang 2014 p.7). The downstream sector also constitutes of
companies that are involved with providing subcontractor services to the Exploration and
Production companies such as the operations of crude oil refining, selling and distribution
of gas and crude oil products. This sector is composed by a large number of different

companies, such as “oil refineries, petrochemical plants, petroleum product distribution
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firms, retail outlets and natural gas distribution” companies (Bandinelli and Gamberi 2011
p.89). The service providers are part of the downstream sector and are primarily “involved
in the process of extraction, transformation of energetic raw material, energy production
and chemical transformation” (Bandinelli and Gamberi 2011 p.89). The research was
carried out on companies chosen from both the upstream and downstream sectors with
the expectation that each sector would provide varied results, which will in turn provide

suitable information for a conclusion to this research.

In recent times, the Oil and Gas industry has expanded to include renewables and
decommissioning projects and many more due to the development of Oil and Gas
resources and the need for abandonment of previously used offshore facilities. When it
comes to the classification of companies in the Oil and Gas industry, there have been

several classifications such as the example below from Inkpen and Moffett (2011 p.11):

Independent These companies have all their revenue from either oil and gas production or

downstream activities.

Integrated Oil | This is used to describe large oil and gas companies and is made up of
Company (I0C) companies that compete in the upstream, midstream, downstream and

maybe petrochemicals sector.

International Oil | This kind of companies complete across borders and the terms is used to
Company (I0C) describe the largest oil and gas companies that operate globally. Examples
include BP, Chevron, ConocoPhillips, ExxonMobil, Shell and Total.

Junior These are smaller oil and gas companies and are critical for operations and

executions in the oil and gas industry.

National Oil | These are companies controlled by the national government of the country in
Company (NOC) | which it has most of its operations. Examples include Petrobras, Talisman

Sinopec.

Oil Major These are the large non-state-owned oil and gas companies which are either

publicly traded companies or privately owned.

Supermajor This is used to describe the largest oil majors, for example, BP, Chevron,
ConocoPhillips, ExxonMobil, Shell and Total.

Figure 5: Classification of Companies

There have been a number of environmental issues and disasters stemming from the
activities of the upstream and downstream oil and gas sectors. Environmental issues in
the exploration and production of Oil and Gas products include gas flaring which involves
the safe disposal of gaseous refinery wastes (Bahadori 2014). Oil and gas companies

have also been accused of not taking extra care to protect the environment and to avoid
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pollution such as the incident with the Deepwater Horizon in April 2010 where an
undetected influx of hydrocarbons caused a blowout which flowed to the rig floor and
caused explosions which killed 11 men and caused an oil spill (Vallero and Letcher 2012).
Other disasters in the upstream sector include those affecting offshore facilities such as
the BP Macondo well blowout in April 2010 (Badiru and Osisanya 2013 p.30), Oil spills
which affect coastal habitats and the eco systems such as the Deepwater Horizon spill in
the Gulf of Mexico mentioned above and the Exxon Valdez spill in 1989 (Vallero and
Letcher 2012). However, most countries with increased Oil and Gas activities have now
put in place measures such as environmental policies to reduce the environmental impact

or occurrence of these disasters and to safeguard lives (Papavinasam 2013).

4.1.2 Specific features of the Oil and Gas industry

This section explains the reason why the Oil and Gas industry was identified as a suitable
case study for this research. The Oil and Gas industry has its own very specific features
and qualities which made it a viable industry to focus on for this research study. This
industry is also global in terms of its reach and operations around the world. Below are

some of the major reasons why this industry was chosen for this study:

e The Oil and Gas industry seems to be unexplored in terms of localisation and
translation studies. The researcher could not identify any study that has been carried
out specifically focusing on websites or localisation practices of Oil and Gas

companies. This area was therefore identified as a gap that needed to be filled.

e The nature of activities in the Oil and Gas industry means that most, if not all the
companies operating in this sector are of a global nature with the headquarter locations
situated in different parts of the world such as Eastern Europe, America, Africa and so
on which brought diversity to the research. Using companies in this sector gives the
study a global coverage as it will help identify different website localisation strategies
used, cut across different languages, and will also provide an understanding of whether

these companies, by having a global reach, are ‘global’ in the cultural/linguistic sense.

e Oil and Gas industry websites are important for this research because of the fact that
the websites are not used primarily for buying and selling but rather for promotional,
commercial, informative and symbolic functions. Oil and Gas industry websites are
mostly used as a source of information to the company’s target audience, used for

promotions and advertising Oil and Gas products, a source for their employees to gain

82



more information about other locations where the company operates in and a source
where interested people can get annual reports and accounts information. It also acts
as a contact and information database for the media which is a different perspective on

the primary use of websites.

The Oil and Gas industry has its associated set of metonyms which are used on
company websites. These include the use of working gear, vessels and offshore
locations on their websites. The study of these metonyms and how they are
represented as iconic symbolic on the various websites was significant in this research
as it gave a good insight into how these Oil and Gas companies used iconic images to
represent the local. The Oil industry seems to have a particular kind of semiotics,

including symbols, iconic images and metonyms, which are a major part of its global

communication.

4.1.3 Previous Studies of website localisation research

Previous studies of localisation have been covered in great detail in the literature review

section of this thesis. The table below lists out the industries and the different research

areas where current research in this area has been focused on:

Industry covered

Researcher (s)

Retail/E-commerce

Chao, M,C., et al. (2012), Singh and Pereira (2005), Hillier (2003),
Wurtz (2005), Lo and Gong (2005), Singh, Furrer and Ostinelli (2004),
Fink and Laupase (2000), Maynard and Tian (2004), Okazaki (2004)

IT Al-Badi and Mayhew (2010), Cyr, Head and Larios (2010)
Advertising Gonzéalez-Trejo (2010)

Tourism/Education and | Ahmed, Mouratidis and Preston (2008)

Banking

Banking Tsikriktsis (2002)

Figure 6: List of Industries and Research on Website Adaptation
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4.2 General Review of Research Methodological Approaches

The main focus for this research was the websites of Oil and Gas companies. Carrying
out research online allowed the researcher to engage in research on a worldwide basis
and with a low cost (lllingworth 2001). According to Eysenbach and Till (2001), there are
three different types of internet based research methods which can be used for analysis.
The first type is Passive Analysis; this is the study of information patterns on websites or
on discussion groups without the personal involvement of the researcher. The second
type of internet based research that can be carried out is called Active Analysis. This is
when researchers participate in actual communications online in order to carry out
research. The third type is when a researcher makes it known to the online community
what he/she is researching, that he/she is a researcher and gathers information through
the means of online semi structured interviews, online focus groups or online surveys. For
this research, the researcher used the first type of internet based research method called
Passive Analysis method. This was because this method provided the researcher with the
opportunity to carry out an analysis on communication patterns without any personal
involvement of the researcher. Trying to understand the nature and extent of localisation
on these websites did not need any communication on any online communities as it was

not required to address the research questions.

Quantitative and Qualitative research methods, as discussed in the sections that follow,
are two traditional ways of carrying out research which both fall into the empirical research
category (Hu and Fan 2011). Depending on the area of research, a researcher can
choose to use only quantitative methods, qualitative methods or to use a combination of
both methods. These research methods are explained in the sections that follow. For this
thesis, the decision was to use a combination of both methods in order to provide in depth
results and answers to the research questions. This method is usually known as a mixed-
method design or approach (Lapan et al 2012 p.10, Harrison 2013) and has been given
many other names including “multiple methods, blended research, multimethod,

triangulated studies, and mixed research”.

Following the literature review carried out for this research, the table below was completed
which provides a general overview of quantitative and qualitative approaches to research
that are currently used in the study of website localisation and globalisation. This analysis
helps to provide a methodological background for the approaches that have been used for

this research.
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Types of Research Approach Used Researcher (s)

Carrying out website surveys and using | Al-Badi and Mayhew (2010), Singh and Pereira

individual companies as case studies. (2005)

Carrying out research based on Research Baack and Singh (2007), Marcus and
Frameworks such as Hofstede’s culture Gould (2000), Ahmed et al (2008)

framework

Carrying out studies of a wide number of | Nacar and Burnaz (2011), Cyr and Trevor-Smith
websites (2004)

Content Analysis Nacar and Burnaz (2011), Ahmed, Mouratidis and
Preston (2008), Singh and Baack (2004), Maynard
and Tian (2004), Okazaki and Rivas (2002), Cho
et al (1999), Halliburton and Ziegfeld (2009), Kim
and Kuljis (2010)

Figure 7: List of Research Methods used

4.2.1 Content Analysis

As can be seen from the table above, researchers in this field have used quite a variety of
research methods to analyse information relating to their research. The approach that
seemed to be most frequently used in website localisation studies is the use of a content
analysis but this has been dependent on the nature of the research questions of these
studies. Kim and Kuljis (2010 p.374) carried out research in order to introduce the content
analysis technique and how it can be applied to web based content. They carried out a
case study analysis on blogs in order to identify cultural differences between South Korea
and the British website users. They found that the content analysis method was the most
suitable method for this kind of research and that it “allows researchers to perform and
prepare data at their convenience and to avoid lengthy ethics approval procedures”. A
content analysis is used in the social sciences to analyse various forms of

communications, mostly those that are based on textual data (Vitouladiti 2014).

Content analysis has been classified by researchers in the social sciences as having the
tendency to be either quantitative or qualitative in nature (Adams, Khan and Raeside
2014) and its description is usually based on one of these two approaches. Qualitative
content analysis goes beyond merely counting words to examining language intensely for
the purpose of classifying large amounts of text into an efficient number of categories that
represent similar meanings (Weber, 1990) and is “useful in allowing the researcher to
present a picture of what the concepts are but it does not help in understanding why ideas

or interpretations arose in the first place” (Adams, Khan and Raeside 2014 p.159). Kim
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and Kuljis (2010 p.370) also add that qualitative content analysis is “similar to textual
analysis in that it is primarily interpretive in nature, and often does not utilise statistics for
data analysis”. Other researchers posit that content analysis “is an approach to convert
more qualitative items such as texts, videos or websites into numerical variables in order
to later conduct a quantitative analysis” (Halliburton and Ziegfeld 2009 p.914). On the
other hand, quantitative content analysis is “used to make valid and reliable inferences
from the data to their context” Krippendorff 1980 quoted by (Kim and Kuljis 2010 p.370).
The content analysis method was used for this study but from a quantitative perspective.
The main reason for using quantitative content analysis was because, to answer certain of
the research questions, such as how much of celebrity representation, local events or
promotions etc was present on a website, the quantitative content analysis was more
appropriate. The form of content analysis carried out was manual rather than computer
aided, because of the nature of the content of these websites. This is because it gave the
researcher the opportunity to carry out a more thorough analysis of the websites based on
an individual analysis of each of its contents rather than by using software. This was
because software would not be sufficient in providing information on the extent and nature
of website localisation but would only serve to point out occurrences of relevant key

words.

4.2.2 Justification of Quantitative Approaches

The quantitative research method is based on the methodological principles of positivism
and neo-positivism and is applied for quantitative measurement which requires statistical
analysis (Adams, Khan and Raeside 2014 p.159). Essentially, this research method is
used to study a research phenomenon which can be measured, surveyed or quantified.
This method is used to identify how much and how often there is an occurrence of
different events in a research area. According to Gelo et al (2008 p.268), “quantitative
research requires the reduction of phenomena to numerical values in order to carry out
statistical analysis”. Therefore, to fully carry out an analysis using the quantitative
approach, data collated needs to be counted and quantified in order to make meaningful
conclusions of the data. Data collated needs to be in a numerical form in order to be
properly quantified or using for any research using this method of approach. According to
Blaxter et al (2010 p.65), quantitative research method “tends to involve relatively large-
scale and representative sets of data, and is often, falsely in our view, presented or
perceived as being about the gathering of ‘facts”. This tends to add to or increase the cost
of carrying out quantitative research and has been seen by some researchers as a

disadvantage.
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A quantitative research strategy is generally based on “hypothetical deduction and
statistical analysis” (Mehmetoglu 2004 p182) and research methods can include things
like asking for people’s weight or height or for a company’s annual income. It was
established on analysis of the quantitative methods available that this method was
appropriate for some aspects of the research analysis because it provided a good
structure to gather background information about the companies, provided a good
overview of all the websites to be studied and made it easier to streamline the research
questions for the qualitative analysis. The limitation of using quantitative methods was that
they were not adequate in providing an understanding of the reasons behind different
localisation practices. It was therefore why the researcher decided that it was necessary

to combine the quantitative research method with a qualitative approach.

4.2.3 Justification of Qualitative Approaches

A qualitative research can be defined as “an approach that allows you to examine
people’s experiences in detail, by using a specific set of research methods such as in-
depth interviews, focus group discussions, observation, content analysis, visual methods,
and life histories or biographies” (Hennink et al 2011 p.9). Essentially, this method is used
in the research field to understand the “why?” “how?” and “what?” of the research area
studied. Creswell (2009 p.22) also describes qualitative research as “a means for
exploring and understanding the meaning individuals or groups ascribe to a social or
human problem”. (Blaxter et al 2010 p.65) further adds that qualitative research “tends to
focus on exploring, in as much detail as possible, smaller numbers of instances or
examples which are seen as being interesting or illuminating, and aims to achieve ‘depth’
rather than ‘breadth™. Almost all the research carried out on the localisation or cultural
adaptation of websites have used the content analysis method as a means of gathering
information (Singh et al 2005, Baack and Singh 2007), others have also used
guestionnaires as a means of gathering information (Singh et al 2004). However, the
researcher thought that this would be too general to provide the kind of answers that
would respond to the research question and therefore decided to follow a different

strategy which will be outlined later on this thesis.

There are several approaches that can be used to obtain information while carrying out a
qualitative study. In qualitative approaches to research, information gathered for the
research includes responses to surveys and is most often of a non-numerical manner as
opposed to the quantitative approach to research. According to Creswell (2009 p.22), this

involves “emerging questions and procedures, data typically collected in the participant’s
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setting, data analysis inductively building from particulars to general themes, and the
researcher making interpretations of the meaning of the data”. Gelo et al (2008 p.268),
further add that “qualitative research involves collection of data in a non-numerical form,
i.e. texts, pictures, videos, etc”. This is particularly relevant as this study was partly
focused on the textual aspects of websites such as symbols and signifiers on each of the
websites studied as well as the number of times certain images and symbols such as
flags and colours appeared on the websites. The main justification for using this approach
was that, by treating the websites as texts, systems of meaning consisting of images,
written, text and symbols, it enabled an understanding of localisation practices which

those studies based entirely on quantitative content analysis did not achieve.

The qualitative analysis was based on a semiotic and cultural analysis of the selected Oil
and Gas websites and was a primary source for obtaining culturally specific information
about the values of each company studied. Semiotics can be described as “the discipline
that connects meaning, meaning making, communication and culture through an
understanding of acts of signification” with computer-based signs including “textual cues,
images, icons, and sounds” (Smith et al 2004 p.70). Websites can be treated as either
‘content’ that consists of written words and types of content which can be measured or as
‘text — consisting of signifiers, icons, colours, symbols whose meaning has to be
‘decoded’ using semiotics. They can also be understood as a semiotic system by means
of which companies communicate notions of the global and local. The key methodological
justification of this is Koller's (2007) study which applied semiotic analysis to a global
industry — banking. Using this approach provided the opportunity to interpret meanings
from the websites from both a local and a global perspective with the expectation that the
meanings would vary depending on the culture the websites were made for. This semiotic
system is the key to getting beyond ‘content’ to meaning and is what this research
explores - as this is the key to the research problem. Using this research method allowed
the researcher to collect raw data straight from the websites, analyse them and focus on
the main themes which were relevant to this research as well as gain a thorough
understanding of the social contexts surrounding the creation of the websites. Using this
method was also effective in identifying layers of meaning that were not apparent at the
level of ‘content’ and that would not otherwise have been picked up using a quantitative
research approach (DeCoster and Lichtenstein 2007). The qualitative method therefore
was used in conjunction with the quantitative method to gain a thorough and informed
knowledge of Oil and Gas website localisation practices. Understanding the number of
times an element was used on the websites by carrying out a quantitative analysis would

not have been sufficient in providing detailed answers to the research question.
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4.2.4. The Mixed Methodology Approach to Research

The following reasons provided a backing for the choice of a mixed methodology

approach:

¢ The validity of this method has been tested by a wide number of researchers studying
websites (Pollach 2005).

e This method is more able to answer certain complex research questions. As this
research involved both semiotic and content analysis, this method provided the
opportunity to carry out a qualitative content analysis of the websites as well as an
empirical validation through a quantitative analysis of the language and demographic

details of the websites (Sreejesh and Mohapatra 2014).

e The results were complementary to each other (Lund 2012). In order to carry out a
guantitative content analysis, the researcher had to first gather the qualitative details of

the websites to enable an understanding of what was being studied.

e Using both methods provided valid inferences (Lund 2012). By comparing the findings

from both research methods, it was easy to come to a valid conclusion.

e It was an opportunity to maximise the benefits of both quantitative and qualitative
research methods and to eliminate the deficiencies of using any one of these methods

in isolation.

¢ Issues dealing with intercultural communication are a “mixture of many social science
disciplines” (Hu and Fan 2011 p. 555) and therefore it is recommended that more than
one research method be adopted in order to achieve a comparatively more complete

result.

4.3 Sampling and Selection of Oil and Gas Companies for Analysis

Sampling can be described as “the process or technique of selecting a suitable sample for
the purpose of determining parameters or characteristics of the whole population”
(Adams, Khan and Raeside 2014 p.7). There are quite a few sampling strategies available

for use in research and different sampling approaches exist for the qualitative and
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gquantitative research approaches discussed above. Sampling strategies can be divided
into two main groups or techniques: probability and non-probability sampling (Baxter et al
2010, Adams, Khan and Raeside 2014 p.73). Probability sampling includes random
sampling which involves every individual or object in the group of interest having equal
chances of being chosen for the research study (Baxter et al 2010 p.170). When it comes
to the choice of sampling strategies for a quantitative research approach, random
sampling is used when there is a defined population for analysis to determine the number
and likelihood of an occurrence (Harding 2013). More complex sampling approaches also
exist which include systematic and stratified sampling and more focused approaches such

as the cluster and stage sampling strategies (Baxter et al 2010 p.170).

With the non-probability sampling approach, this is usually “used when a researcher lacks
a sampling frame for the population in question, or where a probabilistic approach is
judged not to be necessary” (Baxter 2010 p.170). This sampling approach tends to be the
preferred option when it comes to sampling in qualitative research because of cost and
time factors (Adams, Khan and Raeside 2014). The sampling approaches include
Convenience Sampling which includes sampling the most convenient options, Voluntary
Sampling which includes self-selecting the samples, The Quota Sampling method
involves deciding at the point of designing the study, how many people or subsets to use
as participants. This involves convenience sampling within groups of population,
Purposive Sampling which involves hand picking supposedly typical cases, Dimensional
Sampling which involves multi-dimensional quota sampling and the Snowball Sampling
strategy which involves building up contacts with participants using existing social

networks.

As the data to be collected for this research was large, it was impossible to collate data
from all Oil and Gas companies that exist around the world or even in one country only. It
was therefore imperative to set out a sampling strategy in order to identify the companies
that would be appropriate for the research. On analysis of the sampling strategies that
exist, the researcher decided to use the Purposive Sampling Strategy as in the case of the
websites studied, it had the chances of providing a good selection of companies and
websites and allowed the researcher to weed out companies that did not have the
sufficient number of websites that could be used for the study, language options that could
provide answers to the research questions and in some cases, companies that were

simply not large enough to be considered for the research.

90



The companies chosen for the analysis were Oil and Gas companies some of which are
Exploration and Production (E & P) companies and some of which are companies who
provide services that are crucial to the operation of the Oil and Gas industry. Studying
both E&P and Service companies in the Oil and Gas industry gave the opportunity to look
at different types of multinational Oil and Gas companies and in that way determine what
their specific localisation needs would be. It also provided the opportunity to identify any
localisation strategies used, and to see if these strategies were in any way similar or
grossly different. Corporate websites have become an important channel for companies to
reach their publics (Maynard and Tian 2004 p.285), therefore, analysing the home page
was also an opportunity to assess the multinational nature of these companies based on
the countries where they operate. To understand this, it was useful to know the number of
global locations each Oil and Gas company has, the number of people it currently
employs and where its home country is based. This information was also needed in order
to understand what the natural language requirements (in terms of language of origin or
office location) would be and what would be the language of choice in communicating with
employees and clients based on their headquarter location. Another reason for the
selection of these particular companies was because some of them, such as Petrobras
and Lukoil for instance, are focused on certain parts of the world such as Eastern Europe
and Africa which gives a good picture of what is happening in the industry in general.
More importantly, although the main purpose of this was to produce a homogeneous
sample i.e. a sample which fulfilled all the criteria of global reach etc., an equally important
criterion was to produce a heterogeneous sample in terms of the nationality, origins of the
companies — this was to eliminate any bias towards ‘Western’ companies — particularly to
see if there were any differences in localisation strategies between the different types of

company.

The companies chosen for this study were selected from a list of over 100 Oil and Gas

companies published online on the RigZone website http://www.rigzone.com/search/. The

Rigzone website describes itself as “your Gateway to the Oil and Gas Industry” and
provides Oil and Gas “industry news and information, careers, company directory,
offshore rig data, equipment marketplace, and more”. The list of Oil and Gas companies is
maintained by Rigzone employees and individuals can register for free to be a member of
Rigzone where they can obtain free updates on activities in the Oil and Gas industry. The
website claims to provide its users with an “industry gateway full of dynamic, original

content and resources that cannot be found anywhere else” (www.rigzone.com). This

source was used because it is a reliable source of current information on Oil and Gas

issues and is also a source of accurate information on companies currently existing in that
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sector. Although companies can go to the Rigzone website themselves and go through
the process of adding their company websites, all the additions are vetted and verified
before they go live on the Rigzone website. Rigzone also has sole discretion on the sites
that are listed in the directory which means that random companies are not listed on this

site.

4.3.1 Sampling Criteria

The following sampling process was used for this study:

e The first obvious criterion was that all the companies had to be Oil and Gas companies.
This included either Exploration and Production Sector companies or Oil and Gas
service companies. Focusing this research on these two main company types in the Oil
and Gas industry meant that it was possible to have a comparison of practices in both
types of companies. Identifying these companies meant that there was variety and
heterogeneity in the research. It also ensured that the main categories of companies in
the Oil and Gas industry were represented in the sample to mirror the structure of the

industry.

e The Oil and Gas companies used for this study also have their headquarter locations in
different parts of the world giving the research a sense of diversity. Although the
majority of the companies studied have their headquarter locations in the United States
of America and the United Kingdom, there are other companies with headquarter
locations in other parts of Europe (Denmark, France, Italy, The Netherlands, Norway) a
few with headquarters in, Russia and Brazil which also diversifies the response that is
gotten from this study. The table in Figure 8 details the demographic information of the

Oil and Gas companies used for this research.

e The size of the company was the next criterion taken into consideration. The
companies were divided into categories on the basis of the size of the company,
particularly the number of employees and locations the company has around the world.
This was because it was the researcher’s intention to carry out this research on both
large to small and medium companies in order to have a varied view. To identify the
companies to be studied, the companies were listed out, as well as all the global
locations of each companies and the number of employees they have worldwide as

can be seen in Figure 8. The researcher then decided on sixteen (16) companies to
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study based on size and global locations out of the initial 20 companies identified for

this study.

The next criterion taken into consideration was that the selected Oil and Gas
companies needed to have a web presence. This was mainly because the research
analysis was to be carried out on the company websites. Although most, if not all Oil
and gas companies have websites, not all of them had sufficient content that could be
used for this study. Some of them did not also have country specific websites so using
them would have limited the information obtained for this study. The researcher
therefore verified that the companies had sufficient number of websites to be

considered for this study which was a minimum of five (5).

A language zone is defined in this research as the main language spoken by one or
more countries studied. The researcher verified the language zones that each of these
companies operate in by checking their websites to confirm their main area of
operations. This was because the target of the research was to cover as many

language zones as possible in order to get a good understanding of practices.

Following on from this, and for the same reason as the last point, it was imperative to
identify that there was variety in the language of the Head Quarter location as well as

language options available on these websites.
The researcher verified that each website provides language support by providing

language options to website users as without this it would be impossible to study the

language differences or similarities.
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Companies | Global Website link | Home No. of No. of No. of No. of Type of
country employees | employees | global global company
2012 2014 locations | locations
2012 2014
BP www.bp.com UK 100,000 83,900 26 80 E&P
Bureau www.bureauveritas.co| Belgium 52,000 61,600 140 140 Service
Veritas m
Chevron www.chevron.com USA 61,000 64,500 84 84 E&P
Conoco www.conocophillips.c | USA 16,000 16,000 30 30 E&P
Phillips om
Dong www.dongenergy.com| Denmark 6,400 6,500 5 5 E&P
Energy
ENI www.eni.com Italy 80,000 82,300 85 85 Service
ExxonMobil | www.exxonmobil.com| USA 83,600 83,600 - 53 E&P
Fugro www.fugro.com Netherlands| 14,000 14,000 60 60 Service
Lukoil www.lukoil.com Russia 150,000 150,000 40 40 E&P
OMV Group | www.omv.com Austria 29,800 27,000 30 30 E&P
Perenco WWW.perenco.com UK 5,000 5,000 16 15 E&P
Petrobras www.petrobras.com | Brazil 80,497 80,497 27 27 E&P
RPS Group | www.rpsgroup.com UK 5,000 5,000 123 123 E&P
Shell www.shell.com Holland 90,000 90,000 80 80 E&P
Talisman www.talisman- Canada 3,700 3,700 - 13 E&P
energy.com
Technip www.technip.com France 30,000 30,000 48 48 Service

Figure 8: List of Company Data

4.3.2 Activities, Strategies and Economics of the Sample Companies

The type of Oil and Gas Company (E & P or Service), the size of the company, language

zones and many more are what informed the decisions on which companies to study for

this research. It was therefore imperative to understand the activities, strategies and

economics of the sample companies selected for this study. Below is a brief introduction

of the companies used for this study and justification for the choice of these companies:

BP: British Petroleum is said to be “one of the world’s leading international oil and gas

companies, providing its customers with fuel for transportation, energy for heat and light,

retail services and petrochemicals products” (www.bp.com). BP started in 1908 and is one

of the longest standing exploration companies, currently employing over 100,000

employees and operating in over 20 countries. This company is headquartered in the
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United Kingdom and is listed on the New York and the London Stock Exchanges. BP’s
global reach means that it operates across most language zones and therefore needs to
consider localisation strategies. The company currently has 80 subsidiary and country
locations around the world and it was identified that BP has several websites in different

languages demonstrating its access to different language zones.

Bureau Veritas: This downstream Oil and Gas Company was founded in Antwerp in 1828
and is a “global leader in Testing, Inspection and Certification” (www.bureauveritas.com).
Bureau Veritas currently employs 52,000 employees in 140 countries worldwide and is
headquartered in France. The company is listed on the New York stock exchange and has
almost equal operations in Europe, Africa, Asia, Middle East and the American regions.
The number of people the company employs also means that this company transcends a

lot of language zones and currently has websites in several different languages.

Chevron: Chevron is currently “one of the world’s leading integrated companies”

(www.chevron.com) and is an Exploration and Production Company. According to the

company’s website, the company is “involved in every facet of the energy industry”
ranging from exploration, production and transportation crude oil and natural gas, refining,
marketing and distribution of transportation fuels and lubricants, manufacture and sell
petrochemical products; generate power and produce geothermal energy; provide
renewable energy and energy efficiency solutions; and develop the energy resources of
the future, including research into advanced biofuels. The company is currently listed on
the New York Stock Exchange market, employs 61,000 people in 84 countries worldwide
and is headquartered in the United States of America. Chevron has websites in different
languages probably because the company has to work across different language and
culture zones. It has also been chosen for this study primarily because of its size and the

fact that this company is one of the ‘majors’ in the Oil and Gas industry.

ConocoPhillips: This is an Exploration and Production company which is headquartered
in the United States of America. ConocoPhillips “explores for, produces, transports and
markets crude oil, natural gas, natural gas liquids, liquefied natural gas and bitumen”

(www.conocophillips.com). The company currently operates in 30 countries and has over

16,000 employees worldwide. ConocoPhillips’s common stock is listed on the New York
Stock Exchange. This company was chosen for this study first of all because it is one of
the Operator companies in the Oil and Gas industry. The company carries out activities

across the world and therefore invariably operates across different language zones.
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Dong Energy: Dong Energy, established in 2006, is one of the leading energy groups
involved with procuring, producing, distributing and trading in energy and related products

(www.dongenergy.com). The company is involved in oil and natural gas exploration and

production and currently employs 6,500 people. This company is currently headquartered
in Denmark and will shortly be listed on the Copenhagen stock exchange market. One
reason why this company was chosen for this study is because the main focus of its
activities is in Northern Europe which provides a different perspective to the research. The
number of personnel employed by the company and the number of websites, although

small, was sufficient to provide a good sample for this study.

ENI: Founded in 1953, ENI is a major integrated energy company which is involved with
the “finding, producing, transporting, transforming and marketing of Oil and Gas”
(www.eni.it). The company currently employs 82,300 employees in 85 countries and has
been around since 1952. ENI's headquarters is in Italy and the company is currently listed
on the New York Stock Exchange. The company operates across a broad group of
services including the exploration and production of oil and gas in addition to the provision
of services to the Oil and Gas industry. ENI is specific for this study because of its

capacity to be both an operator and a services company in the Oil and Gas industry.

ExxonMobil: ExxonMobil claims on its website to be “the world’s largest publicly traded
international Oil and Gas Company” and “the world’s largest refiner and marketer of

petroleum products” (www.exxonmobil.com). This company has been operational for the

last 125 years and is headquartered in the United States of America. ExxonMobil
originates from an English speaking country which helped understand language and
cultural patterns of companies who already communicate using the language which is
considered as the Lingua Franca. ExxonMobil is listed on the New York Stock Exchange
and employs over 83,000 people. This is one of the oldest companies in the industry and
provided good insight into how more established Oil and Gas companies manage their

localisation practices.

Fugro: Fugro is a leading Service Provider involved with the “collection and interpretation
of data relating to the earth’s surface and sub-surface and for associated services and
advice in support of infrastructure development on land, along the coast and on the
seabed” (www.fugro.com). Fugro was founded in 1962 and is currently listed on the
Amsterdam stock exchange of NYSE Euronext. Fugro is currently headquartered in The
Netherlands and describes itself as “a large company, consisting of many autonomous

Operating Companies” (www.fugro.com). Fugro prides itself in having grown “organically

96


http://www.dongenergy.com/
http://www.eni.it/
http://www.exxonmobil.com/

and through acquisitions” (www.fugro.com) and at the time of this research, employed

about 14,000 staff in over 60 countries while carrying out most of its operations in the
European/Nordic and African regions. Fugro has the highest level of autonomy for its

global locations amongst all the companies studied.

Lukoil: Lukoil is an international Oil and Gas company which claims on its corporate
website to be the company currently accountable for 2.2% of the global output of crude oil

(www.lukoil.com). Lukail is traded on the London Stock Exchange and currently claims to

be the largest privately owned Oil and Gas Company in the world by proved oil reserves.
The company currently employs 150,000 people in over 40 countries around the world.
Lukoil is headquartered in Moscow, Russia and is one of the few successful Oil and Gas
companies that is headquartered outside the European and American continents. Another
reason why this company was used for this study was because most of the company’s
activities are focused in the former Soviet countries and Eastern Europe which provides a

diverse perspective to the research.

OMV Group: The OMV group is an “integrated international oil and gas company” with

operations in over 30 countries around the world (www.omv.com). It currently employs

over 27,000 people and is headquartered in Vienna, Austria. The OMV Group is listed on
the stock exchange market and currently claims to be Austria’s largest listed industrial
company. The company focuses on three main business areas which are Exploration and
Production (E & P), Gas and Power (G &P) and Refining and Marketing (R & M) and
focuses its business activities on the Middle East and the Caspian Region. The focus on
these regions gives this research a Middle Eastern perspective and also broadens the
research to cover most of the main regions where Oil and Gas operations are currently
being carried out around the world. Also, being in the upstream sector, this company
provided an opportunity to understand the website communication strategies used by E &

P companies.

Perenco: Perenco is an independent Oil and Gas company founded in 1975

(www.perenco.com). It currently operates in fifteen countries worldwide and employs

4,000 people which makes it one of the smallest companies in terms of size used for this
research. This company, regardless of its size, provided an appropriate comparative case
study for comparison against the practices and strategies used by the larger exploration
and Production companies in the industry. Although originally from French origins, this
company is headquartered in the United Kingdom. The choice of a different area of

operation and the main language of the originating country of this company provided a
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different perspective to the study of language and culture on websites. The company
identifies its main area of focus to be Africa, Mediterranean — North Africa, Latin America,
United Kingdom and Vietnam. However, one can tell from a look at the corporate website
and major contracts won by this company that most of this company’s operations are in

the African region (www.perenco.com).

Petrobras: Petrobras is a state owned oil company which has a record of “developing
technology to explore and produce oil in deep and ultra-deep waters”

(www.petrobras.com). Petrobras is headquartered in Brazil, operational in twenty seven

countries and employs over 80,000 personnel. The company is currently listed on the New
York Stock Exchange with operations focused in the Brazilian and the South American
area. Studying this company provided a different perspective to the mainly Europe
focused companies available in the sector. As Petrobras is an E & P company, it provided
a good perspective of strategies used by large Oil and Gas companies. Also, as Petrobras
is focused on a country which is mainly Portuguese speaking, studying this company
provided a different view on language strategies used by Oil and Gas companies in the

Exploration and Production sector.

RPS Group: is an international Oil and Gas consultancy company which thrives on the

“exploration and production of energy and other resources” (www.rpsgroup.com). It is

currently listed on the London Stock Exchange and is headquartered in the United
Kingdom. It also currently employs approximately 5,000 personnel and operates in over
100 countries and in six continents. This company was chosen for this study as it is not
really known in the Oil and Gas industry and is relatively new in the sector. Another
reason why this company was chosen was because a look at the company’s website

identified that the main focus of the company is in the European continent.

Shell: Shell is a “global group of energy and petrochemical companies” with headquarters
in the Netherlands. (www.shell.com). Shell is listed on the London Stock Exchange and
currently employs around 90,000 employees and operates in more than 80 countries.
Shell is an operator in the Oil and Gas sector and operates in both the Upstream and
Downstream sectors. This company was chosen for this study as it is invariably
associated and synonymous with the Oil and Gas industry. The company is from Dutch
origins which gives this research a different language perspective. Although from the
European sector, Shell is an Exploration and Production Oil and Gas company which is

currently operational in most companies in the world.
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Talisman: Talisman is a global upstream Oil and Gas company which was established in

1992 and has its headquarters in Canada (www.talisman-energy.com). Although a fairly

new company to the Oil and Gas scene compared to the others used for this study, having
the company’s headquarters in Canada produced different results for this study
particularly in the area of language strategy and management. Canada is one of the
multilingual countries identified for this research and this study identified how this was
presented on their websites. Talisman, although a relatively new company, is listed on the
Toronto and New York Stock Exchanges and currently employs approximately 3,700

people around the world.

Technip: Technip is “a world leader in project management, engineering and construction

for the energy industry” (www.technip.com). Technip operates in 48 countries and has its

shares listed on the New York Stock Exchange Euronext Paris Exchange. Technip was
established and is headquartered in Paris, France as a service company in the Oil and
Gas industry. Studying this company provided a service company perspective to this
research. The company has been operational for over 50 years and currently employs
32,000 people. This company therefore provided a sense of diversity to the research,
provided a good cross section of company websites for the study and provided a good

linguistic perspective to the research.

4.4 Framework Building

To provide a research framework for this thesis, it was important to carry out a review of
existing analytical frameworks to understand how they tie into this research and also to
highlight any gaps in the existing frameworks. The main frameworks reviewed to
determine a fit to this research where Hofstede’s culture framework, Edward Hall's High
and Low Context culture categorisation and the findings from the GLOBE study. Based on
the review of these existing frameworks, the researcher identified that the criteria set out
in the various existing frameworks do not really deal with questions of semiotics such as
what symbols and images are being represented on websites, particularly Oil and Gas
websites. This supports previous research on company websites (Koller 2007) which
identified similar shortcomings of not finding suitable criteria from the existing cultural
dimensions. It was therefore important to come up with a framework which would provide
clarity to the main theoretical concepts being investigated and also fill the existing gap for

a framework specifically suited the Oil and Gas industry.
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As this research studies language and culture as two separate subjects, the researcher
decided to build two separate frameworks: the first for the semiotic and linguistic analysis
and the second for the culture and design analysis of the websites. The criteria for the
frameworks were derived primarily from the existing frameworks of Hofstede, Hall and the
GLOBE theory. This was further adapted and supplemented with the addition of criteria
based on secondary literature where these frameworks have been used for similar
research on websites, as well as specific criteria which are more relevant to the Oil and
Gas industry. Also taken into consideration is the fact that most Oil and Gas websites are
used for promotion and dissemination of information rather than for retail purposes which
is the area on which other research frameworks have been based on. The following

frameworks were therefore created to be used for this research.

4.4.1 Semiotic and Linguistic Framework

The semiotic and linguistic framework involved each website being evaluated by language
related criteria such as translation, the number of language options available, differences
in language used for communication and localisation practices. In order to effectively carry
out this analysis, the framework was divided into two main sections based on criteria
identified by the researcher which were relevant to the study and similar research carried
out by Koller (2007) and Chiaro (2004) on semiotic translation. The intersemiotic
framework was mainly based on adapted components created to respond to the research
guestions while the majority of the analysis in the intrasemiotic translation framework was

carried out based on De Swaan’s (2001) language classification as identified below:

1) Intersemiotic Framework
e Intersemiotic image analysis of corporate websites with language options.
e Language used on corporate website/country websites — French case study.
e Extent of translation and localisation of websites — French case study.
o Extent of adaptation of websites to suit local culture and language needs.

e Analysis and comparison of the Francophone websites with the corporate website.

2) Intrasemiotic Framework
e Language options on corporate websites — (Crystal 2011).
e Language use on country specific websites — (De Swaan 2001).
e Language options on country specific websites — (De Swaan 2001).

e Image analysis of country specific websites.
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4.4.2 The Cultural and Design Framework

According to Singh et al (2005 p. 132), to study “the web as a cultural document we need
a conceptual framework that is grounded in theory, integrates diverse cultural
perspectives, is empirically validated, and explains culture-level variation in the depiction
of values, beliefs and symbols of a society”. Singh and Matsuo (2004) in their research
also identified that language and culture were the main reasons for major cultural
differences in content and design features of websites. The design analysis section of this
research focused on the presentation and navigational features of the websites while the
cultural component focused on the information that was included in each website. That is,
the type or trend of information included on these websites. Each of the dimensions
studied in each component are discussed in more detail in the analysis section of this

Thesis.

Following a detailed literature review, it was identified that to understand the localisation
practices in the Oil and Gas industry, there was a need to create a framework specifically
positioned to respond to the research questions. Most of the components of the cultural
and design framework were based on a hybrid following a review of Hofstede’s culture
frameworks, the GLOBE theories and Hall’'s High and Low context culture classification.
Other components were based on secondary research works which had used these
theories as basis for analysis and also based on components that are more specific to the
Oil and Gas industry. The main objective was to understand the extent of cultural
adaptation on these websites and to possibly class these websites into broader categories
that are more relevant to the Oil and Gas industry. The framework used for analysis and

their sources are as detailed in Figure 9.
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GEERT HOFSTEDE

Singh (2002) in his research on
Power Distance highlighted that
websites would place more emphasis
on rank or prestige, testimonials and
pictures of CEOs). Based on this, the
following components were identified:

e Representation of  managerial
expertise Representation of
technical expertise

GLOBE

Based on GLOBE's framework on Gender Egalitarianism,
the following component was identified:

e Gender Representation

EDWARD HALL

Based on Wurtz’s (2006) -cultural
analysis of websites, the following
components were identified:

e Fully designed website and plain
websites

¢ Standardised website layouts

¢ Use of animations or multimedia

ADAPTED/ OIL & GAS SPECIFIC

Components were derived from secondary sources based
on Oil and Gas specific requirements:

e Use of celebrities/celebrity endorsements — (Koller
2007)

e Country specific website/domain name — (Singh and
Pereira 2005)

e Grouped or regional website strategy — (Oil & Gas
specific).

¢ Representation of local content information — (Oil & Gas
specific).

¢ Image building/CSR (Local promotions, Sponsorship of
local events, representation of achievements) — (Oil &
Gas specific).

e Culturally relevant images and symbols e.g flags and
colour — (Barber and Badre 1998).

e Image of local iconic locations — (Koller 2007).

¢ Representation of motor vehicles — (Oil & Gas specific).

e The use of Company Logos — (Shin and Huh 2009).

e Depiction of animals — (Oil & Gas specific).

e Use of local office buildings/petrol stations — (Oil & Gas
specific).

¢ Use of historical symbols and images — (Koller 2007).

e Environmental sensitivity— (Oil & Gas specific)

Figure 9: Derivation of Culture and Design framework from the literature

4.4.3 Procedures Used For Website Analysis

The main stages of the website analysis were as detailed below:

The main unit of analysis in this research was the first page or home page of each

company’s website. In some parts of the research, it was necessary to go further and

analyse hyperlinks which provided more information such as links which lead to local

content information and company reports. These hyperlinks gave access to the country

specific websites for each company which were also units of analysis in certain sections of
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the research. Each company’s home page was accessed using their dot.com web
address and saved for further reading and analysis. Links to other languages or country
websites were also identified from the company home page. Each available link was
followed to determine which language or languages was used and to check for links that

were available to help people either access other languages or return back to the home
page.

A detailed analysis of the home pages and country specific websites of the companies
was carried out in order to understand the trends and patterns that exist in the language
use of Oil and Gas websites on their internet web pages. The home page in this study
refers to the initial page a user sees once the user logs on to the home page or the
country specific websites. This process helped the researcher to identify and list out the
themes that were showing up on the websites studied. An analysis of all the country
specific websites was also carried out and all the websites were viewed page by page.
Particular attention was paid to the corporate home page which was the main focus of the

research. Analyses were also carried out of the country specific and regional websites.

All the websites studied were classified and grouped according to language regions in
order to highlight any variations or similarities in language used. A linguistic analysis was
then carried out on the headquarters (dot.com) websites, together with country-specific
and regional (sub-national) websites (in the case of countries with more than one
language). This analysis was carried out in order to identify the languages which the
websites were created in. The dot.com page in this research refers to the main page
corporate headquarter site and the site from which users can have access to other

country sites.

An analysis was carried out on the websites to identify the semiotic translation strategies
used on these websites and the reoccurring themes and methods of translation with the
main focus being on Francophone websites. For this analysis, French speaking countries
or regions represented amongst the company websites studied were identified mainly
through links on the company’s main corporate page. A further analysis was carried out to
identify the number of French language websites in each region. A comparison of the
website content in the local website and that of the main corporate website was carried
out. Cultural aspects such as images and local news stories that are relevant to the
French culture were identified as well as visual elements that are culturally significant

such as colours.
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4.5 Limitations to the Study

Although most of the limitations to this study have already been discussed in the
gualitative and quantitative methods section, it must be noted that one major limitation
which the researcher identified is the fact that websites are subject to a variety of
changes. As companies keep updating their websites, some quite frequently, it was
sometimes hard to keep a track of the images and contents that were being studied at any
particular time. The change on the Shell corporate website and that on the Fugro website
as are discussed further on in this research demonstrates the fluidity of websites and their
non-static nature. However, as the researcher had taken screen shots of all the websites
as can be seen in the appendix section, this study provides an accurate picture of the

localisation practices at the time this study was carried out.

4.6 Ethical Considerations

Ethical issues and considerations are one of the most likely issues that will confront any
researcher as soon as they begin to consider collecting data for their project and arise
predominantly when using qualitative methods of data collection (Baxter et al 2010). For
researchers, the main concerns for both quantitative and qualitative research are usually
the issues of consent, anonymity, confidentiality, risk and role conflict (Wiles 2013). In the
case of this research, the issues associated with research were limited as the advantage
of studying websites is that it eliminates the need to invade people’s privacy, there was no
need for consent as all the materials needed were publicly available to everyone. Using

this approach made the research somewhat independent of any individual or company.

4.7 Chapter Summary

This chapter detailed the research methodologies that were used in this research. A
mixed research method was used where both qualitative and quantitative research
methods were used to complement each other and to get good answers to the research
guestions. In this chapter, each of the research methods is explained in detail as well as
the justification for each research method. The advantages and limitations of these
methods are also discussed and the justifications for the choice of these methods are
explained. The qualitative research was carried out focusing on an in-depth study of the
contents of both the main corporate websites and the country specific websites. The

guantitative research on the other hand was carried out focusing more on the details on
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the websites such as the number of language options available on the websites, the
languages available and the colours used on the websites as well as the availability of
country specific websites. This section has discussed the sampling method in detail and
the justification for the choice of the sample companies has also been provided. In this
section, the researcher has provided a good background into each of these companies,
identified their target markets, the size of the companies, as well as their headquarter
locations.
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CHAPTER 5. SEMIOTIC AND LINGUISTIC ANALYSIS

5.1 Introduction

One major subject areas for analysis in this dissertation is the extent of language
localisation on the Oil and Gas websites studied. Language according to Dhir and Goke-
Pariola (2002 p. 243), “is the essential human skill that allows us not only to acquire, but
also to transmit knowledge from one generation to the other”. In relation to language
localisation, Gibb and Matthaiakis (2006 p. 670) add that “language is a clear cultural
indicator for any nation, and one which must be reflected in any criteria used to evaluate
localisation”. It is important to study language and semiotics because the combination of
these two provides a deeper layer of understanding of the reasoning behind the choice of
language and images on the websites studied. It is argued that language generally is
known to have two functions: the symbolic and the communicative functions. The first
function is the symbolic function which may mean that having a website in the local
language symbolises that the company cares for its local customers. The second function
is communicative in nature and indicates that “language not only communicates
information, but also facilitates the creation of value through the exchange of ideas within
the context of this culture” (Dhir and Goke-Pariola 2002 p. 243). According to a study
carried out by Kelly-Holmes, she argues that English has a fetish value of a much higher
level than other languages, as it symbolises coolness, youth culture, and fashion. In the
case of companies, it can be argued that English has a ‘cosmopolitan’ nature as it can be
used based on a communicative function, that is, it is used as a means of communication
or as a symbolic value where language achieves value independently of its
communicative value (Kelly-Holmes 2000). For this reason, language was seen as an
important issue to be discussed in order to get a more in depth understanding of the role,

whether symbolic, communicative or both, that it plays within these companies.

According to Luo and Shenkar (2006), Multinational companies due to their global reach
and operations are multilingual by nature and therefore have the constant need to operate
in and across several languages zones. However, for some of these companies, the
solution to the multiplicity of languages that exist within the company might be to adopt the
ecumenical language which is English. This is somewhat inevitable if these companies
see the language ‘problem’ as the Tower of Babel — as they will want to get out of it —
however this might not be the best solution — multilingualism might be. The choice of

English, based on its symbolic nature could be ambiguous as the ‘fetish’ value of English
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could be something positive, signifying that the company has global consciousness. On
the other hand, it could be negative, signifying that the corporation does not care about
the local population and the language that relates to them. In this chapter, the aim was to
gain an understanding of the effects of translation on website designs focusing on
intrasemiotic and intersemiotic translation practises. The second section constitutes a
case study and a more in depth analysis of the differences that exist when websites are
translated. This case study has the purpose of providing some indication of the translation
practices by using one language, the French language, as an example. Another aim was
to understand the role that English plays in these companies by analysing the extent of
the use of English on their websites and to add to this area of knowledge by identifying the
translation practices of Oil and Gas companies. The analysis in the following section is

based on the semiotics and linguistic framework identified and outlined in Section 4.4.1.

5.2 Intrasemiotic Translation Analysis of Websites

In intrasemiotic translations, the companies are expected to have monolingual sites in
English, uniformly branded but providing information about specific promotions, products
and performance of the local company (Chiaro 2004, Koller 2007). In cases where the
websites are not in English, the verbal parts of the websites, including the strapline are
expected to be translated and the same visuals should feature in both versions (Chiaro
2004). This means that the same image is most likely going to be used on more than one
language version of the websites. To identify these instances, the researcher had to first
of all identify websites with different language versions or options before comparing them
against each other to identify instances of intrasemiotic translation. The first analysis
carried out in this chapter was therefore to identify the websites with language options.
Once identified, these websites would then be analysed to understand and identify
instances where an image has been used on more than one language version of a
website in each of these companies. Thirdly, in the instances where the same images
were used, the research would go further to identify if the verbal parts had also been

translated.
5.2.1 Language Options on Corporate Home Page
The first observation was that language options available on the corporate home page of

each company varied greatly in nature. This sometimes was because of the language

spoken in the country headquarters of the company, sometimes because of the region
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where the company has most of its operations and sometimes maybe because of the
languages which the company thinks would most appeal to the majority of the users of its
website. Despite the fact that the majority of the companies chosen for the study originate
from countries such as the United Kingdom, the USA, France, Russia, Italy and the
Netherlands, an analysis carried out on the main company home pages (the dot.com
pages) revealed that all the companies use English as the main language of
communication on their websites. Companies like the OMV Group and Lukoil which
originate from Austria and Russia respectively use English as the main language of
business communication even though they originate from non-English speaking countries.
According to Maclean (2006 p. 1382), “the adoption of English by traditionally non-English
speaking corporations has become a clearly recognised milestone along their evolution
from ethno — to geocentric organisations”. In this view, English is being seen not primarily
for its communicative function but its symbolic value as a means for companies to identify
themselves as having a global significance across the world. Lukoil in using this might be
trying to present itself as more focused on the rest of the world than its home country, by
using a language that is acceptable by a greater population of the world — English.
However, this use of English on a symbolic level in order to be seen as being global also
has its own disadvantage as it might sometimes create the impression that a company

does not care about its local population.

Although research carried out by Crystal (2011) explains that current trends show that
other languages are now becoming important, the results of the analysis carried out on
these companies, confirms that this is not the case in the Oil and Gas industry. Evidence
from the Oil and Gas websites studied indicates that English still plays a ‘hypercentral’
role and still serves as the main language of business communication in most companies.
The main competition for English according to research carried out by Crystal (2011)
indicates that although English continues to lead in terms of having the highest number of
internet users, it is likely to soon be replaced by Chinese which has a continuously
increasing internet presence in the past years. The number of internet users in languages
other than English have also increased in the past couple of years (Crystal 2011). This
however has not stopped the growth of English as one of the major players in the
language sector particularly because of the symbolic function it plays in the
communication strategies of most of these companies. Another possible interpretation of
the findings in this chapter could be that the ‘global reach’ symbolism of the English
language might outweigh the communicative as these companies operate on a global

level.
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Only the corporate home pages of the companies studied were chosen for analysis in this
section to get a more in-depth understanding of the language options available to users.
The home page is the face sheet or title page of any website (Yamamoto 1997 p.395) and
the first thing anyone sees when they log into their website link or key in the company’s
URL and therefore portrays the values of the company. If the companies want to
communicate to the users that they are global in terms of global reach and power, then
this would be a reason for putting the company’s home page in English, therefore using
English as a symbolism. As can be seen from the breakdown, the language of the country
of origin of each of these companies is not necessarily the language used on their
corporate home pages. The evidence points to the fact that the choice of language is
based on the symbolic function of the English language to these companies. This brings
up the question of what informs the choice of the main language used on the websites.
From the breakdown in Figure 10, it can be seen that nine (9) of the companies studied
have their headquarter locations in English speaking countries and by de facto have
English as the main language of communication on their home pages. The other
companies which are from different countries mostly in Europe and which were expected
to provide a wider range of languages to be studied such as Russian, Portuguese,

French, Norwegian and Dutch still used English on their corporate websites.

Company Name | Dot.com link Language of | Dot.com language/ options
COO HQ

BP www.bp.com English English

Bureau Veritas www.bureauveritas.com French English

Chevron www.chevron.com English English

ConocoPhillips www.conocophillips.com English English

Dong Energy www.dongenergy.com Danish English with Danish

ENI WWW.eni.com Italian English with Italian

ExxonMobil www.exxonmobil.com English English

Fugro www.fugro.com Dutch English with Dutch

Lukoil www.lukoil.com Russian English

OMV Group WWwW.omv.com German English with German

Perenco WwWWw.perenco.com English English

Petrobras www.petrobras.com Portuguese English with Spanish & Portuguese

RPS Group WWW.rpsgroup.com English English

Shell www.shell.com Dutch English

Talisman www.talisman-energy.com English English

Technip www.technip.com French English with French

Figure 10: Language details of Corporate Home Page
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One can see from Figure 10 that not all the companies have provided language options to
enable website users to change to a different language. Having language options makes it
easy for users to find information in a language they understand and has the potential to
increase user satisfaction on websites. Companies such as Shell that are considered to
be the major players of the Oil and Gas industry do not have the option for website users
of their corporate home page to change to any other language(s). The popularity and
success of these companies stem from their global power and reach which seemingly,
they try to emphasise by having an overwhelming English presence on their website.
However, with the changing language environment, these companies cannot downplay
the need to have websites in the local languages of the areas where they carry out
operations. Only six of the companies studied had the option to change to another
language on their dot.com pages. In almost all cases this was probably because of the
need to have a version of the corporate website in the same language as the language
spoken in the headquarter location. Two categories were however identified; the first
category was the ‘smaller’ companies, which although they now operate in areas outside
their ‘home’ countries, seem to want to maintain a local connection, as indicated by the
availability of a language option on the corporate home page. Examples are Fugro with
the Dutch option and OMV Group with the German option. The second category was the
‘larger’ companies who mostly had multiple language options on their corporate websites
and in that way, portray a global image of the company. A few corporate websites stand
out from the analysis carried out above mainly because of their choice of language and
language options and these are discussed further on in this thesis. A full list of corporate

websites studied and their language options can be found in Appendix 17.

Petrobras

Petrobras is the first company which stands out in this section of the analysis because on

the company’s corporate website www.petrobras.com, apart from having an option to
change to Portuguese which is the main language spoken by its headquarter location, it
also offers the option to change to Spanish. The choice of Spanish as an option on their
corporate website can be explained because the main operations of this company are in
the Spanish speaking region and in South America where the two main languages are
Spanish and Portuguese. By giving users the option to switch to either Portuguese or
Spanish on its corporate home page, this company has made their website more user -
friendly to the users in the region in which it operates. As can be seen on the Petrobras
website and the diagram below, the company has operations in countries such as
Argentina and Bolivia where they have the majority of their operations. This company also

has major operations in Venezuela and Colombia which are all mainly Spanish speaking.
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Figure 11: Petrobras Websites

Fugro
Another example used to demonstrate the availability of language options on the

corporate home page is the Fugro corporate website www.fugro.com. On the company’s

corporate home page as pictured below, the web page has been created in English
regardless of the fact that Fugro is originally from Dutch origins and is still headquartered
in The Netherlands. This is because in most global and local Dutch companies, English is
used as the main language of communication by both Dutch and English speakers, with
their stakeholders and even within the company. According to a research carried out by
Nickerson (1998) on a British company with a subsidiary in the Netherlands, it was
identified that English was used in all major communications both written and oral with the
implication being that Dutch language speakers had to have some level of comprehension
of the English language in order to communicate effectively within the company and the
headquarter location. This is supported by an editorial research carried out by Elsevier
(2005) where it was identified during an analysis of email communication within an
Amsterdam division of a multinational company, that both British and Dutch writers used
both English and Dutch, sometimes a hybrid of both languages in company
communications. This emphasises the role that English plays in business communication

of companies operating in the Netherlands and speakers of the Dutch language.

On the top right hand corner of the web page in Figure 12, there is a small icon which
says ‘Nederlands’. A click on this link takes one to the Dutch version of the same page
which is quite similar in style and layout. These are the only two languages referenced on
the company’s global home page. For Fugro, there is a clear justification for the use of the
Dutch language as an option on the company’s corporate website. According to research

carried out by Crystal (2006), only 1.7% of total internet users in the world are native
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Dutch speakers — this is mainly because the population is small. Dutch is only spoken in
the Netherlands and by Dutch-speaking Flanders in Belgium and therefore has a limited
number of target speakers in relation to the number of people the company aims to target
which is assumedly a worldwide audience. As Dutch is only spoken in the Netherlands,
Flanders and some of the former colonies, it is a ‘peripheral’ language according to De
Swaan’s (2001) classification and therefore justifiable for it not to be used on the main
corporate website. As explained earlier on in this section, English has also been adopted
by most major Dutch companies (Nickerson 1998) and countries as the main language of
communication globally and therefore is a preferred language of communication which is
spoken by a majority of people in the world today. This gives a good indication of the
language use of this country and why companies may choose to use English instead on
their websites. For Fugro, the choice of English as the main language on their corporate
home page not only indicates where they have a huge percentage of their business (in the
English speaking sectors) but it also goes to reiterate the idea of the choice of English as
a symbolic language which has been adopted to demonstrate global consciousness as
well as a language which has been adopted by most of these companies in order to

enhance their global reach.

@

§ 5 Career Opportunities CrossSection Onfine
ls et the mrulti-discipiinay and SECTION 15508 20 of Fugros newsietiar is

www.fugro.com
Fugro Corporate Home Page

Figure 12: Fugro Corporate Home Page

Bureau Veritas

According to www.bureauveritas.com, this company was founded in Antwerp Belgium, a

Flemish part of the country which mostly uses Dutch as the main language of
communication. In Belgium “the most common language listed as the second language
used is French, the official language in the Walloon region. Similarly a high proportion of

the Belgians list Dutch as the second language used, the official language of Flanders’
(Williams 2011 p.377). Although the official main languages in Belgium are French, Dutch
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and German (Buyl and Housen 2014), the company has chosen however not to use any
of these languages as the main language on its main corporate home page which
presents a similar scenario as what was identified on the Fugro main home page. This
company, just like in the case of Fugro and their website for Holland, has opted for the
use of English as the main language of communication on its main corporate website.
English therefore plays a hypercentral role within this company and is used to interact with
its clients and employees via its website. Bureau Veritas have only left English as their
language of choice and have options to different languages on different country websites.
These findings indicate issues in language politics and question the role of French as a

major player in the general play of language related issues.
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Bureau Veritas Corporate Home Page
www.bureauveritas.com
Figure 13: Bureau Veritas Corporate Home Page

French although considered a major language is only spoken in a few countries in the
western world and therefore may not be sufficient to meet the company’s need of
interacting with a worldwide audience. In Europe, French is spoken in France and acts as
one of the official languages in Belgium and Switzerland. In Canada, French is the official
language of Quebec. There is however also a decline in the global significance of the
French language in most companies and the strategies that have been put in place to
counter this by the French government (Shelly 1999). According to Cheshire and Mores
(1994 p. 453), in Switzerland for instance where French acts as one of the main official
languages, the official languages are gradually being replaced by the English language
when it comes to business and commercial use, and English is now being used as a
second language rather than a foreign language. They further add that Swiss companies
choose to use English for business communications because it is cheaper than paying for

translation. This probably explains the use of English on this company’s corporate site.
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Technip
Technip is originally from French origins but chose not to use French as the main

language on its corporate website. This could be because of the declining global
significance of the French language and reiterates the symbolic function of languages,
particularly the English language. Although French is a ‘central’ language, according to De
Swaan’s (2001) language classification, it is no longer considered as being symbolical
globally which points to a weakness of De Swaan’s classification as it does not take
adequate account of the symbolic history of language as in the case of the French
language. Despite strategies such as having country wide policies and language
preservation committees put in place by the French government to promote this language,
it is of greater symbolic significance that the French language is not used on the corporate
home page of a French company. English therefore plays a hypercentral role within this
company and is used to interact with its clients and employees via its website with French
acting as an optional language. As explained in the case of Bureau Veritas, French is only
spoken in a few countries in the western world and therefore may not be sufficient to meet
the company’s need of interacting with a worldwide audience. On websites, it may not

have the same symbolic status of instant recognition that is associated with English.

On the Technip website, the company has also highlighted that the majority of their
revenue comes from the Americas, Europe, Russia and Central Asia, making these their
target markets. Out of the 26 country websites that the company has, 24 are in English
which could maybe be expected considering that the main bulk of their business is in the
English speaking parts of the world. The only website in French is the French version of
the main corporate website and one (1) other website which is in Dutch. Below is a
breakdown of Technip’s 2011 and 2012 revenues by region as presented on the Technip

website www.technip.com.

= Europe / Russia /
ussia & Central Asia 3 Central Asia

m Africa

= Middle East

= Asia-Pacific

= Americas
Breakdown of 2011 Revenues by Region from Breakdown of 2012 Revenues by Region
www.technip.com 16/12/12 from www.technip.com 31/12/13

Figure 14: Technip Revenues by Region for 2011 & 2012

114


http://www.technip.com/
http://www.technip.com/
http://www.technip.com/

ENI

Italian is the “official language of the Republic of ltaly (57.6 million inhabitants), the
Republic of San Marino (13,000) and the Vatican City (about 900) and is one of the official
languages of the Swiss Confederation, where it is spoken in the Ticino Canton by some
195,000 people” (Tosi 2004 p.247). Despite Italian being the home language of the
company, to be seen as being global and considering the role that English plays as a
symbol of globalisation, the company has used English on its corporate website
www.eni.com with an Italian language option. As can be seen in Figure 15, excerpts from
the ENI company report indicate that a significant percentage of their sales are in Italy in
comparison to the rest of the world in total which would justify the use of Italian. Below is

an example of the ENI company corporate home page.

Internationality

Gabon, one of our exploration success stories

Q213 Q313 Q413 Q113 Q214

Italy
|

www.eni.com ENI Home Page ENI Gas sales
Accessed in 2014 2014 Second Quarter Results

Figure 15: ENI Corporate Home Page

Lukoil

Lukoil, a Russian company, has opted for the use of English as the main language of
communication on their corporate home page. As this company is relatively new on the
global front except in countries in the former Soviet bloc where it has been around a long
time and where Russian plays a ‘supercentral’ function, there are no other major
languages in the region which are widely spoken across the world. One can therefore
argue their need to use a language which is readily understood by their target users.
Lukoil is one of Russia’s largest producers of oil and is headquartered in Moscow with
Russian as the main language of communication. Although the company is currently
operational in over 40 countries in the world, the main focus for this company’s business
according to their website is in Eastern Europe and in the Former Soviet countries.

According to the Lukoil website www.lukoil.com, “90.6% of ‘the’ Company’s proved

reserves and 89.8% of marketable hydrocarbon production are in Russia”. However, the
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language politics in the areas where Lukoil is operational — the former Soviet countries, is
quite contentious with countries such as Ukraine split between Ukrainian and Russian
speakers and the Baltic States — which have substantial Russian-speaking minorities.
Given these sensitive political issues, the company potentially cannot rely on using

Russian as the main language on its websites.

For a more convenient means of communication; it looks like Lukoil decided to use
English as the main language on its website despite the many languages spoken in the
region. Another reason for this could be because their heavy presence in the Russian
region means that they are already well known in that area. Also, as a few other major
Russian companies have in recent years ‘gone global’, it could also be because this
company is looking to become more of a global company rather than just an Eastern
European based company. According to the Lukoil's website, the company’s recent
activities have been production drilling at one of the world’s biggest oil fields, West Qurna-
2, in Irag. This recent focus on activities outside its known area of operations is likely a

reason for the company adopting the ‘global Lingua Franca’ — English on their corporate

website.
[TjLuKOIL AWAYS HOVING FORWARD GLOBAL BUSINESS OF LUKOIL
GLOBAL BUSINESS OF LUK
o ‘= WEST QURNA . "
K
Flash Presentation
Presentation of US GAAP Consolidated Fi | State ts for 3Q 2012 ”"j"' ‘: —
= Extraordinary General Shareholders Meeting of OAQ “LUKOIL' ‘.‘ s -
I70 ke

www.lukoil.com www.lukoil.com
Lukoil Corporate website

Figure 16: Lukoil Corporate Home Page

The choice of English as the main language on the company’s corporate home page not
only indicates where they have a huge percentage of their business (in the English
speaking sectors) but it also goes to reiterate the notion of English as a language adopted
by most companies for global communication. The people who mainly use the internet for
their daily and frequent business activities are mostly educated people and regardless of
location are able to understand and speak English to a certain acceptable degree. This
group of people can be regarded as the ‘global cosmopolitan elite’ — for whom English is
the language of ‘cosmopolitanism’. This concept of elite cosmopolitanism was proposed

by Guilherme (2007 p. 73) as one of the “two types of cosmopolitanism”. The analysis has
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also identified that different companies use different languages on their websites, with the
choice of language based on several factors ranging from the need of the company to
reach its target population, the size of the company, the company’s target market and

even the main language or languages used by the company’s employees.

5.2.2 Language Use on Country Specific Websites

Country specific websites can be created in one or more languages depending on the
main language or languages of each location. According to Lee (2009 p.2), “websites that
avail themselves of different language options soon become accessible to everyone with
access to the internet, regardless of their fluency in English, the Lingua Franca of World
Wide Web”. Crystal (2011) further argues that while English is dominant, other languages
are now becoming more significant. Therefore, by increasing the numbers of language
options available on the company websites, these companies also increase the potential
number of users beyond those who just understand English and thus potentially increase
their market share. Having language options virtually opens up possibilities to other
language users on a company’s web page and makes it more user-friendly. Having
identified the number of websites in each country that use the country’s main language in
the previous section, this section of the analysis focused on identifying the number of
country specific websites and the number of language options available to bilingual or
multilingual users of the website and those who have maybe found themselves on a

different country specific website by mistake.

Following on from the findings in the previous section, it was necessary to carry out further
analysis on these websites to understand the role of English, this was carried out in three
sections. The first analysis was carried out on the company websites to determine how
many country specific websites were available to users around the world. The second
analysis was carried out on the country specific websites to determine and identify the
language options available. The third analysis was carried out to identify which language
or language versions of the websites are more widely used. The language options
available to users were used as a proxy for measuring the extent to which these
companies have localised their websites on the country and national level. In total,
language details of 371 country specific websites and 16 main corporate websites were
studied for this thesis. A total of 35 different languages were represented on these
websites, with English being the most featured language on both country specific websites
and main corporate websites. As expected, Greek, Indonesian, Estonian, Latvia, Croatian

and Serbian had only one website each in each of these languages. One other noticeable
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feature however is the way bilingual and multilingual countries are represented on the
websites with different language versions of the websites most of which are sometimes

identical.

This section is a detailed overview of the languages used on the different country specific
websites and a detailed breakdown can be found in Appendix 18. According to De
Swaan’s (2001) theory, a language could be said to be supercentral if the language is
used on a regional or multi-country level, these languages are French, Spanish, English,
German, Japanese, Russian, Arabic, Chinese, Swahili, Malay, Portuguese and Hindi.
English has also established its place as both a hypercentral and a supercentral
language. As a hypercentral language, English plays the position of being the main
language used in business communication and the general language of communication
even among speakers in other language groups. As a supercentral language, English
plays a dominant role even in countries where English is not the first language of
communication. The analysis in this thesis identified that English had a supercentral
function in most country specific and regional websites and is currently used on 204
websites out of the 371 websites studied in this section. This number is unmatched by any

other language used on the country websites.

No. of | Languages

websites

>50 English (204)

30-49 None

20-29 Spanish (20)

10-19 German (13), Dutch (11), Portuguese (10), Russian (12)

1-9 French (8), Italian (6), Chinese (5), Lithuanian (4), Danish (6), Finnish (3),

Greek (1), Hungarian (4), Japanese (5), Korean (4), Polish (4), Turkish (5),
Romanian (5), Norwegian (5), Czech (3), Swedish (4), Slovenian (4), Slovak
(3), Thai (4), Croatian (1), Estonian (1), Latvian (1), Indonesian (1), Viethamese
(3), Taiwanese (2), Serbian (1), Bulgarian (4), Ukrainian (2), Icelandic (2)

Figure 17: Details of Language use on Country Specific Websites

It is obvious from the findings above that some languages, apart from English, are
beginning to play a more supercentral role in Oil and Gas companies. Apart from English,
Spanish is another supercentral language which is used on a total of 20 websites. French
is currently used on only 8 websites and also plays a supercentral role in companies such
as Bureau Veritas where it is used on a regional level. Other supercentral languages used
on the websites studied included German with 13 country specific websites, Portuguese

with 10 country specific websites and Russian with 12 country specific websites. Another
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feature that was identified in this research is that some languages which are classed as
supercentral such as Hindi, Swahili and Malay do not even make a representation on any
of the websites studied and one can argue that this is because they do not have sufficient
economic power compared to the English speakers for instance. Speakers of these
languages, who in some cases may not have access to the internet, have to either make
do with English or depend on their knowledge of a second language if any.

Below is a diagram showing the breakdown of languages on the Shell websites as an

example:

Shell
| |
Dutch English Chinese German Thai
(Belgium) (Canada, Hong (China) (Switzerland) (Thailand)

Kong and Macau,
Oman, Puerto
Rico, Qatar,
Tunisia)

Figure 18: Shell Language Breakdown

It was identified that in some bilingual countries, companies used two languages on one
website. Shell for instance used both French and English on its websites for some African
countries such as Gabon (pictured in Figure 19 below), Madagascar, Mali and Morocco.

According to the Shell website www.shell.com, the company only sells its products and

does not carry out any exploration activities in these countries which may be a possible
justification for the lack of information on these websites compared to the other Shell
websites. The use of both English and French on these websites could be because, the
target population in these countries — the elite - would likely be bilingual following the
history of colonisation in these countries. Websites such as these that were mainly in two
languages were not included in the analysis of language used on the websites as they

would have caused a duplication.
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Shell Gabon Website
Figure 19: Shell Gabon Website

Another example is the Bureau Veritas website for Thailand which has both English and
Thai on the website. English is used on the most part of the website except the ‘Latest
News’ section which is in Thai. This looks like the company is targeting the local users or
expects that the local users would be more interested in information regarding what the
company is doing locally. It is ironical however, that the title to that section —‘local news’ is
in English. It is also worthy of note that historically in Thailand, English has always had a
prominent role and is still “recognized as the most widely used international language for

both academic and occupational purposes” in the country (Sukamolson 1998 p.89). This

however, might explain the use of these two languages on the website.

A YOURINDUSTRY OURSERVICES OURCLIENTS NEWS CAREERS WORLDWIDELOCATIONS ABOUTUS

About Us

CEES
T4

Bureau Veritas Thailand
http://www.bureauveritas.co.th/
Figure 20: Bureau Veritas Websites for Thailand
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Based on the findings above, one can see that having a website in the language of the
country the website was meant for, indicates a limited localisation strategy has been put in
place in order to meet some of the company’s localisation needs. The findings also

identified that De Swaan’s ‘supercentral’ language classification is significant for some of
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the companies, in that they indicate a degree of localisation, in the sense that they can
use the convenience of a central language to communicate with a wide number of people
through those languages, should they operate in those language zones. However, it must
be noted that this does not signify that the companies have a desire to localise their
websites as it can be argued that they are using a convenient historical fact, which is that
there are a large number of speakers in those zones who speak these languages to reach
the local people.

5.2.4 Language Options on Country Specific Websites

Following on from the analysis of the corporate websites in the previous section to identify
the country specific websites and languages used, it was identified that some of the
country specific websites had language options which enabled users to switch to a more
convenient language. It was therefore important to have a good overview of the language
(s) used and how they relate to the main languages used in the target countries that the
websites were created for. It was also important to identify the different languages that
had been taken into consideration when choosing language options for the country
specific websites. According to Gibb and Matthaiakis (2006 p.669), when localising,
website “content should be translated to either match the target country or be available in

alternative languages for the user to select”.
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Company
Name

No.

Language Groups

BP

10

Azerbaijan (Azerbaijani Option), Belgium (French, Dutch Option), Georgia
(Georgian Option), Mainland China (Chinese Option), Hong Kong China (Chinese
Option), Hungary (English Option), Russia (Russian Option), Switzerland (French
Option), South Korea (English Option), Norway (English Option)

Bureau Veritas

=

Switzerland (French option)

Chevron

Angola (Portuguese with English Option), Bulgaria (Bulgarian with English option),
Indonesia (Indonesian with English option), Lithuania (Lithuanian with English
option), Romania (Romanian with English option), Ukraine (Russian with English
option)

ConocoPhillips

China (English with Chinese option), Norway (English with Norwegian option),
Poland (English with Polish option)

Dong Energy

Norway (Danish with English option)

ENI

Austria (English with German option), Belgium (English with French and Dutch
options), Czech Republic (English with Czech option), France (English with
French option), Germany (English with German option), Hungary (English with
Hungarian option), the Netherlands (English with Dutch option), Romania (English
with Romanian option), Slovak Republic (English with Slovak option), Italy
(English with Italian option), Slovenia (English with Slovenian option), Switzerland
(English with ltalian, French and Dutch options)

ExxonMobil

Canada (English with French Option), Benelux (French with Dutch option),
Netherlands (Dutch with French option)

Fugro

Austria (German with English option), Brazil (Portuguese with English option),
Japan (Japanese with English Option), China (Chinese with English option),
Germany (German with English option), Hong Kong (English with Chinese
option), Saudi Arabia (English with Arabic option), Vietham (English with
Viethamese option)

Lukoil

Romania (Romanian with Russian and English option), Belgium (French and
Dutch options), Lithuania (English with Lithuanian and Russian options), Bulgaria
(Bulgarian with English option), Belarus (Russian with English option), Italy (Italian
with English option)

OMV Group

Romania (Romanian with English version), Serbia (Russian with English option),
Bulgaria (Bulgarian with English option), Turkey (Turkish with English option),
Norway (Norwegian with English option)

Perenco

Brazil (English with Portuguese option), Democratic Republic of Congo (English
with French option), Gabon (English with French option), Guatemala (English with
Spanish option), Peru (English with Spanish option)

Petrobras

Argentina (English with Spanish and Portuguese options), Brazil (English with
Portuguese option)

RPS Group

Shell

10

Belgium (Dutch with French option), Canada (English with French option), China
(Chinese with English option), Hong Kong and Macau (English with Chinese
option), Oman (English with Arabic option), Puerto Rico (English with Spanish
option), Qatar (English with Arabic option), Switzerland (German with French
option), Thailand (Thai with English version), Tunisia (English with French and
Arabic options)

Talisman

Technip

Brazil (English with Portuguese option), China (Chinese with English option),
Spain (English with Spanish option)

Figure 21: Details of Country Specific websites with language options
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The country specific websites were therefore analysed to identify instances where
websites had been created with language options. Figure 21 details the total number of
country specific websites each company has along with the number of language groups
that are available. One can see that most of the optional language links are mostly to the
language of the country of origin of the company. This is in cases where the country
specific website has not been created in the language of the country it was made for. It
can be seen that Talisman and RPS Group had no country websites with language
options therefore not allowing the users freedom to switch between languages they are
more comfortable with. ENI had the most significant number with 12 out of their 16 country
websites having language options for users. In total, 83 websites with language options
were identified in the analysis and this number includes websites with more than one

language version of the site.

The analysis identified instances especially with multilingual countries, where the major
languages used in the country had been represented on the websites. It was also
important to identify the language provisions (if any) that had been made available to all
these users on these country specific websites. In Canada for instance, companies
operating in Quebec are required by law to have websites in the French language and
therefore, companies operating in this region would have to do this mainly because it is a
requirement of the language policy in these countries (Martin 2011). As all the companies
that were analysed who had offices in Canada did not operate out of an office in Québec,
there was no specific requirement on them to have their websites in both English and
French. However, majority of these companies had websites in both languages. Another
example of a multilingual country is Switzerland where there are up to three main
languages which are “French, German, and Italian, with Romansch added as a national
language” (Johnson 2013 p.132). In Switzerland, German is spoken in Schwyzerdeutsch
(Swiss German) dialect by about 70% of the population, French is spoken by about 20%
of the population, Italian is spoken by about 10% of the population and Romansch-spoken
by 1% of the population (Dhir and Goke-Pariola 2002). However, it should be noted in the
case of Switzerland that the Swiss German dialect, which is a variation of German, but
spoken in a particular dialect form which differs significantly from ‘standard German’ is
only present in spoken form which explains why the language is not represented on the
websites for Switzerland. Also, according to the language policy of Switzerland,
Romansch is smaller in status and does not have the same recognition as German or
French and will therefore most likely not have a presence on the corporate websites (Grin
and Korth 2005). Other examples of multilingual countries include Belgium where the

country operates in more than one official language.
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It was identified that the Lukoil website for Belgium took into consideration the fact that the
company has a multilingual language system. On the country home page, there is the
option of either using the French version of the site or the Dutch version. Although both
websites have exactly the same design and possibly the same content, it is encouraging
to see that both language groups have been considered. A screen shot of the website can
be seen in the figure below. Another observation from the Lukoil website was that the
Romanian website had the option of changing to either the Russian or English version of
the website. The choice of Russian here seems to be mainly because of the language

spoken in the company’s headquarters location.

Bienvenue
Faire

LUKOIL

Lukoil Belgium Website
http://www.lukoil.be

Figure 22: Lukoil Belgium Website

The BP Belgium website also follows in this same pattern and although the main website
is in English. The front page has the option to either visit the French version of the website
or the Dutch version of the website giving the users the option to use the website in one of
the two main languages used in the country. This company has probably decided to use
English on their website because, despite being an English company, there is a conflict
between the status of the French language and the Dutch language in Belgium mainly due
to the desire of some in the Flemish speaking part to separate from the French speakers.

¥ =

BP in Belgium R ‘

\rican - N\

> N ‘
ermiddelen (Dutch)
iNants (French)

> b

m””
m.m

BP Website for Belgium
http://www.bp.com/home.do?categoryld=6749
Figure 23: BP Website for Belgium
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The Bureau Veritas website for Switzerland also acknowledges the multilingualism of the
country and has language versions of the websites in both French and German although
there is no representation of Italian on the website which is expected considering the
minority role that Italian plays in the language policy of this country. Also ExxonMobil
websites for Canada which identifies with the fact that the country has multiple official
languages and reflects this on their website by having language versions of their website
in both English and French as seen below. By doing so, the company is simply taking into
consideration the language needs of the country, that is, choosing a language based on
the symbolic needs of the country rather than because it is required by law or country
policy to have websites in both languages as they do not operate out of Québec. It was
therefore important to identify how these companies take the different language zones
present in these countries and reflect them on their websites. The Chevron website for
Canada, ConocoPhillips website for Canada and the BP website for Canada are in
English only with no French option, however they are still included in the figures as both
French and English are considered official languages in Canada although there is no
specific requirement for both languages to be evident on the websites except the

companies are operating out of Québec.

Mobil' ... .. .. Mobil e

= e S st . _— f
\

Benefit from the world’s most experienced synthetic lubrica “. Welcome to our Canada Mobil™ R B
...Vous devriez faire

la méme chose M@bil m

| site

R i

&

ExxonMobil website for Canada in English ExxonMobil website for Canada in French

http://www.mobil.ca/Canada-English-L CW/default.aspx http://www.mobil.ca/Canada-French-L CW/default.aspx

Figure 24: ExxonMobil Website for Canada

It was identified on some of the language options of websites that the information present
were most times not as detailed as the main corporate website. An example is in Figure
25 of the French language version of the Bureau Veritas Website for Switzerland where
the aim of creating this website is somewhat defeated as the French language option
does not contain sufficient information for its target users. Another example is the Fugro
Saudi Arabia website where the Arabic version of the website does not have sufficient
pictorial content compared to the main site in English. However, it can be argued that

these differences in style might be attributed to the cultural preferences of this country.
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Mit unserer Erweiterten Suche
enldecken Si die Vielfalt der Bureau Verizas Services

Bureau Veritas Website for Switzerland French Language Option

Fugro Website for Saudi Arabia Arabic Option

Figure 25: Bureau Veritas Website for Switzerland and Fugro Website for Saudi Arabia

The breakdown of languages used on these websites indicates that English still plays a

major role both on country websites and websites with languages options. Of the 83

language option websites studied, English was used as the optional language on 26 web

pages; followed quite closely by French which was used on 15 optional pages. Some

languages were also identified which had only been used as optional languages and not

on the main country website for any of these companies. One of these languages is

Arabic which was used as an optional language on the Shell country website for Oman,

Tunisia and Qatar and also used as an optional language on the Fugro website for Saudi

Arabia. A breakdown of languages used on these optional pages can be seen below:

No. of | Languages

websites

>20 English (26)

10-19 French (15)

1-9 German (1), Arabic (4), Spanish (5), Italian (2), Chinese (5), Dutch (7), Portuguese (4),
Lithuanian (1), Hungarian (1), Slovenian (1), Russian (3), Norwegian (1), Viethamese (1),
Polish (1), Czech (1), Romanian (1), Slovak (1), Georgian (1), Azerbaijani (1)

Figure 26: Language Breakdown on Optional Websites
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5.2.5 Image Analysis of Country Specific Websites

As identified in the previous sections, all the companies studied had language options in
varying numbers. Therefore, as a follow up to the findings in the previous section, all the
country websites were further reviewed to identify instances where the company has used
the same images on several language versions of their websites regardless of regional or
cultural semblance. This analysis included both the main corporate websites as well as
the country specific websites for each company with the intention that the results of this
analysis would identify instances of intrasemiotic translation of images on the Oil and Gas

websites studied. The results of the findings are as follows:

Bureau Veritas

On analysis of the Bureau Veritas websites, it was also identified that the company has
instances where it has used the same image on more than one country website. As can
be seen from the table below, the image used is one of a man fully kitted in protective
gear. As the face of the individual has not been shown, this can be classed as a signifier
as there is nothing specific about it. This image therefore actually fits into any culture as
one cannot say for certain by looking at the picture exactly where the person is from.
However, people can identify with the ‘standard’ range of metonymic signifiers for the oil
industry such as the protective gear, helmets and pipelines and work ethics that are
apparently on display and this can be identifiable by people all over the world as it sends
one unique message. This image was used on a number of websites with no relative

culture or language which could justify the choice of image.

BUREAU VERITAS SWEDEN

Bygger pa tre viktiga nyckeltillgangar
> Ettledande team av chefer och experter
» Teknisk och teknologisk innovation
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> gostota geografskega omrezja
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suneay vesras |

bia osradnja tematka mednarodne
jonfa odviala v knem wemeny v
e okofs Bréa e Kanjs Ve o tem.

o

FERL

REDNA PONUDBA
NASIH SEMINARJEV
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i er verksamhet (CSR) eerfunderar i
pider?

Bureau Veritas website for Sweden
http://www.bureauveritas.se/wps/wcm/connect/bv

Bureau Veritas website for Slovenia
http://www.bureauveritas.si/wps/wcm/connect/bv_si/Local

sell

ocal

Figure 27: Bureau Veritas Websites for Slovenia and Sweden
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OMV Group
The analysis of the OMV Group websites highlighted that the company had used the

same image for the country specific websites for Austria, Czech Republic, Slovenia and
Serbia. Again this looks like the same images have been targeted at a particular region
and the strap lines are the same. The German slogan when translated into English says
‘Fill up now. More performance!’ and on the website for the Czech Republic, there is a
direct translation of what is on the German website. It is noted however that, when
examined in more detail, the images used and the contents of the websites are specific to
the country the websites are made for as they reference local promotional events and
local news. The image in itself is somewhat a global metonymic signifier for the oil and
gas industry as it is not distinct or culture specific in any way but an image of a muscular
fuel pump that looks somewhat like a human hand holding a fuel pump. The image could
work on any country website so one cannot say that it is culture specific. Also worth noting
is that, in semiotic terms, this might fit with the desire of the companies to portray

themselves as ‘human’ as the oil pump is portrayed in human form.

OMVin Osterreich B (1"\4 OMVv Gesku B (1"\4
| i | ks Mehr bewegen. Mebr Zokunit OMV/ i _— suétv poryne. OMV
Tankstellen | VIVA | Kraftstoffe | OMV BIXXOL Motorol | Autowasche | Heizol | Aktuelle Aktionen ferpaus'.am:e VIVA | Pohonné hmoty = OMV BIXXOL motoroil | Myti a péce o vozidlo | eSluiby | Akce
TANKEN SIE JETZT UZIJTE SI MAXIMALNI
MEHR LEISTUNG! VVKON!
~ -y
¥ Performance Fuels
N 4 " # o ; =
" et P | f o
OMV Group website for Austria OMV Group website for Czech Republic
http://www.omv.at/ http://www.omv.cz/

Figure 28: OMV Group Websites for Austria and the Czech Republic

Petrobras

Petrobras on their websites also have a few instances where they have used the same
image on quite a number of their websites. With Petrobras, they have used the same
image as that on the corporate home page on the country specific websites for the United
States of America and Brazil. As can be seen from the variety of country websites sharing
this image, one can see that there are no similarities in culture between the countries
using the same image. However, what these countries have in common is the fact that a
global metonymic signifier is understood by all users of the websites regardless of their

cultures. What is particularly significant here is that this company has used the same
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signifier on the USA and Brazilian websites despite the fact that it is a Brazilian company
and one would expect a unique website for Brazil. The oil well depicted in the image is in
the Gulf of Mexico so the researcher decided to seek out more contextual information
surrounding the choice. Although Petrobras currently carry out the majority of its
operations in Brazil, according to its website for Mexico, the company has operated in the
natural gas exploration and production in the Cuervito and Fronterizo offshore blocks of
Mexico since 2003. The clue to the choice of this image is found in the text close to it
where it says ‘Get to know the deepest oil well Petrobras has ever drilled’. The image is
prominent and therefore important to the company. This may be because deep
underwater drilling in the Gulf of Mexico has been very controversial since the Deepwater
Horizon disaster in 2010. On the left hand side of the website where it says “WATCH
HERE AND FIND OUT”, the researcher went further to watch the video in order to gain
more understanding of the website and identified that the language used on the video is

English which reinforces the significance of English in this company.

Global Petrobras » +Petrob

PETROBRAS Magsrne | shemep | embudzman | contact

Ly PETROBRAS (()anos rotowss 18 [

HOW FAR CAN PETROBRAS GO IN PURSUIT
OF CHALLENGES?

GET TO KNOW THE DEEPEST OIL
WELL PETROBRAS HAS EVER
DRILLED, LOCATED IN THE
GULF OF MEXICO.

A TOTSENGRIEGU | < HOW FAR GAN PETROBRAS GO IN PURSUIT
: = OF CHALLENGES?

GET TO KNOW THE DEEPESTOIL  [F &
WELL PETROBRAS HAS EVER
DRILLED, LOCATED IN THE

GULF OF MEXICO.

WATCH HERE AND FIND OUT

Petrobras Corporate Home Page Petrobras website for Brazil
http://www.petrobras.com/ http://www.petrobras.com.br/en/

Figure 29: Petrobras Corporate website and Brazil website

Shell
On the Shell website for Canada, the company has used the same image for both the

French and English versions of the website. Neither the straplines nor the contents of both
websites have been modified to suit their audience and one is simply a direct translation
of the other. Although the same images have been used, this does not demonstrate
intrasemiotic translation. The company has however tried to connect with the Canadian
public and probably deal with opposition by considering issues that would be relevant to

both the English speaking and French speaking Canadians. Examples of these are by
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putting a picture of a woman as the ‘face behind the operations’ and referring to the oil

sands on their website which is an environmentally sensitive subject in Canada.

An example of the variations that can occur when a website is translated is as seen below
in the presentation of a website with its two different language versions. In the example
used below, the websites with the two language versions use identical designs regardless
of language. The researcher would like to classify this type of language versions of the

website as a “uniform website”. This means that although the contents of the websites

might sometimes differ, the structure and design of the two websites are identical.
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Figure 30: Shell websites for Canada

The second set of website variation identified are those for the Czech Republic, Hungary
and Slovakia where the same image has been used. A trend has been identified there as
all these countries are from the Eastern European region suggesting the possibility that
the contents of the websites and images have been specifically designed for target users
in this region. Here these companies have used some examples of central languages with
small number of speakers and represented these languages on their websites. There is a
standard layout on all these websites, the images are the same and the websites contain

translations of standard texts.
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Figure 31: Shell Websites for the Czech Republic and Hungary

Technip
The next set of websites studied was the websites for Technip and the findings were as

discussed below. The first set of image showing two employees has been used by
Technip on their website for Angola, France, India, Nigeria and the United States. The
image used on these websites is a standard image of a man and woman in hard hats
which is one of the metonymic signifiers of the Oil and Gas industry — a metonym of
exploration. The fact that the same images and strap lines have been used on a wide
variety of countries which have nothing to connect them culturally or linguistically, shows
that these signifiers belong to the ‘global metonym’ range of signifiers. It is however noted
that although the main image is standard, one of the subsidiary images does show black
people which are presumably local Angolan employees and the only image that could

align this website to the Angolan culture and people.
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toke it further toke it further,
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Technip website for Angola Technip website for France
http://www.technip.com/en/entities/angola http://www.technip.com/en/entities/france

Figure 32: Technip Websites for Angola and France
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In summary, one can see that the overall strategy used by these companies is the use of
standard or global metonymic signifiers on one or more of their websites to promote the
work the carry out and to promote the company’s image as a ‘human’ company. The
images used on more than one website have not been relevant to any specific culture and
therefore somewhat justifiable to be used on more than one website. It was also identified
that the set of websites where the same images were used were not necessarily for
countries of the same culture or language as the image or images used on these websites

could relate with any culture.

The initial analysis carried out to identify the availability of language options on the
corporate home page identified that the companies varied in their choice of language
based on influences such as the areas where they have the most number of operations,
the language spoken by their headquarter location and possibly the desire to present the
company to outsiders as being global. It was identified that all the companies used
English as the main language on their corporate home page although six of these
companies had language options to change to the language spoken at their headquarter
location. Petrobras, although it has English on the corporate page, has the option to
change to two additional languages. This highlighted the role that English plays in these
companies and the fact that it is still considered as the main language of communication

in most multinational companies.

The language used on country specific websites were varied, however it was also
identified that English still played a supercentral role in these companies as it was used on
204 of the 371 websites studied. Although English still plays a major role in the choice of
language options of these countries, it was identified that more languages had a
representation such as Estonian, Latvian, Icelandic and many more as can be seen in
Figure 17. These languages are classed as ‘central’ languages by De Swaan and the use
of these languages on the company websites indicates that the company websites have
been localised to a certain degree. The country specific websites, just like the corporate
home pages also had language options available on the sites. Only two of the companies
studied — Talisman and RPS Group - did not have any options on the country specific

website for users to change to a language they were probably more familiar with.
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5.3 Intersemiotic Translation Analysis

In ‘intersemiotic” translation, the language, including the contents, as well as visuals differ
on each website. The analysis in this section was limited to the corporate websites of the
companies studied in order to efficiently manage the number of websites studied. It was
expected that for a company website where intersemiotic translation has been carried out,
each language version of the corporate websites would have its own specific contents and
images. This is in contrast to intrasemiotic translation where the same images are most
likely to be used. Torresi (2008 p.68) carried out a research on the issue of intersemiotic
translation and how it is applied to print advertisements. In her research, she identified
that intersemiotic translation is “a particularly effective instrument when the very image,
not only of a given product but of a whole brand and the values it aspires to embody, must
be adapted to different target cultures”. This concept or definition also applies to the

intersemiotic translation of these Oil and Gas websites.

An argument in favour of company’s using intersemiotic translation is that according to
Hall’s high and low context culture classification, in low context communication most of the
website messages would be direct, in what is said. In high context communication,
contextual factors (such as layout, images, appearance in the case of written
communication) would play a more important role. So, if the target culture is high context,
we would expect intersemiotic translation, if the company has understood the differences.
Therefore, one would expect that in intersemiotic translation, the companies would have
to have a significant part of the information that would normally be expressed verbally in
low context cultures, expressed non- verbally as is the case in high context cultures
(Torresi 2008 p. 67). To be classed as having had intersemiotic translation, the researcher
had to identify that the companies had attempted to adapt content to a different

communication style.

5.3.1 Image Analysis of Corporate Websites with Language Options

An analysis was carried out on the company websites with language options for each
company to identify the differences in the use of images and also to identify instances of
intersemiotic analysis as described in the previous section. As the researcher is only
bilingual in English and French, it was not possible to carry out a detailed analysis of the
written contents of these websites so the main focus was on the images used and the

strap lines. At the point where the preliminary analysis was carried out for this study, out
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of the sixteen companies studied for this research, only six of them had language options
on their websites. This had however changed by the time this section was being written in
June 2014. When the preliminary analysis was being carried out in the first quarter of
2012, the main Fugro corporate website was in English language with an option to change
to the Dutch language version of the website. This is no longer the case as the company
no longer has a Dutch language version of their corporate website and only has the
English language version. This could be the result of several factors, one of which is the
recognition of the global significance of English and the role it plays in companies
particularly in the Oil and Gas industry. The old and current versions of their corporate
websites can be seen in Figure 33 below. This therefore reduces the number of
companies to be analysed in this section to five and they include Dong Energy, ENI, OMG
Group, Petrobras and Technip. The findings from the analysis can be seen in the sections

that follow.

http://www.fugro.com/ http://www.fugro.com
Fugro Corporate Website Fugro Corporate Website
English Version, Accessed 2012-2013 English Version, Accessed June 2014

Figure 33: Fugro Corporate Website

Dong Energy
The Dong Energy corporate website is in English with an option to change to the Dutch

language. Below are examples of both language websites for Dong Energy:

DONG
DONG eneray
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Bunessictmes  Respstaty  weemise s Neds  Cowes  Aboutes Sebctcomry = = 2

= ENERGI I
MOVING FORANDRING
ENERGY
FORWARD
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o

http://www.dongenergy.com/ http://www.dongenergy.com/DA/
Dong Energy Corporate Website Dong Energy Corporate Website
English Version Danish Version

Figure 34: Language Versions of Dong Corporate Website
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One can see from the images in Figure 34 that the company has used the same image for
both language versions of their corporate website. The full suite of images used on both
websites is also the same. A review of the information contained further down of the
website indicates that there has been a literal translation of the English version of the
website to the Danish version. This was confirmed by undertaking a sample translation of
phrases using Google Translate. Even the smaller images used further down on the
websites have not been changed. The analysis therefore identified that, in this example,
there has been no intersemiotic translation done at all on the websites and the Danish

language version is simply an identical version of the main corporate page content wise.

ENI
The ENI corporate website which was in English and its Italian language version were

analysed to identify any instances of intersemiotic translation.

http://www.eni.com/
ENI Corporate Website
English Version

http://www.eni.com/it
ENI Corporate Website
Italian Version

Figure 35: Language Versions of ENI Corporate Website

It can be seen from the images of both language versions in Figure 35 that the main
image used on both websites are the same which is the image of personnel in work gear.
This has not changed on both language versions of the websites. However, if you scroll or
look further down on the page, it is evident that some of the icons and contents have been
swapped around or changed to suit the Italian users of the website. The strap lines on
both websites are the same and have not been changed which indicates some level of

intersemiotic translation.

OMV Group

The OMV Group corporate website was analysed in order to identify instances of
intersemiotic analysis. The main corporate page for this company is in English language
with a German version of its corporate website which would be most suitable for local
users of the website. By the time this section of the analysis was carried out, the company

had changed the image on its website which was used for analysis in other sections of
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this research. The analysis in this section was therefore carried out based on the image

on the website as at June 2014. The analysis was carried out on both the English and

German versions of the corporate website and the findings are as below:

ouv
OMV Group Mg mare. Waving e s, OMV

ende Welt der OMYV.
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http://www.omv.com/portal/01/com
OMYV Group Corporate Website
English Version

http://www.omv.com/portal/01/com
OMV Group Corporate Website
German Version

Figure 36: Language Versions of OMV Group Corporate Website

The analysis of the websites as can be seen from the table above identified that the
images used on both versions of the language were exactly the same. The image on the
website is static and the strap lines have not changed in both versions of the website.
There does not seem to be any intersemiotic translation on these websites and it simply
looks like the company has carried out a literal translation of the text on the main
corporate website in order to provide its local users with the equivalent of the information

that other English users would have access to on the websites.

Petrobras
The main corporate website for the company is in English but the company has Spanish
and Portuguese language options and versions of its websites for other users. All three

websites are analysed in this section to identify any instances of intersemiotic translation.

K THE oL
WELL PETROBRAS HAS EVER
DRILLED, LOCATED IN THE
GULF OF MEXICO.
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HA PERFORADO,
GOLFO DE MEXICH

www.petrobras.com
Petrobras Corporate Website
English Language Version

http://www.petrobras.com/es/

http://www.petrobras.com/pt/

Petrobras Corporate Website
Spanish Language Version

Petrobras Corporate Website
Portuguese Language Version

Figure 37: Language Versions of Petrobras Corporate Website

As previously seen on the other websites analysed, the images, structure and content of
the websites remained the same despite the company having three different language

versions of the corporate website. The images have not been changed or reformatted in
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any way and the strap lines remain the same through all three language versions of the
websites. There is no evidence of intersemiotic translation on these websites at all and
both the Spanish and Portuguese language versions of the website seem to be a direct

translation of the text on the main corporate website which is in English.

Technip
An analysis was carried out on the corporate website to identify instances of intersemiotic

translation. The Technip main corporate website is in the English language, however,

there is the option of changing to the French language version.
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Technip Corporate Website Technip Corporate Website
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Figure 38: Language Versions of Technip Corporate Website

The Technip corporate websites were re-analysed in June 2014 and as can be seen in
Figure 38 and it was identified that both websites still had the same images on both the
English and French Language versions of the corporate website. The language versions
each have the same suite of five images on the corporate website, the same strap line
and definitely no change in the contents of the website. Therefore, there was no

identification of intersemiotic translation registered on these websites.

The analysis in this section identified that by carrying out intersemiotic translations on their
corporate websites, these companies are somewhat demonstrating that they are paying
attention to the cultural needs of their users and therefore could be said to have achieved
a limited level of localisation on their websites. These companies might also be sacrificing
something on the symbolic level by having the same symbolism, which is their corporate
identity, portrayed on all their websites. The analysis carried out on the country specific
websites with language versions identified instances where there has been an
intersemiotic translation and it was identified that quite a few country specific websites

shared the same image regardless of culture and language. The second analysis carried
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out to identify intersemiotic translation was carried out on the corporate home pages to
identify instances where there had been intersemiotic translation on the language versions
of the corporate websites. It was also identified in that analysis that almost all of the
websites studied had no demonstration of intersemiotic translation. The websites seemed
to be a literal translation of the main or English language version of the website with
sometimes no changes at all recorded in the contents of the website.

5.4 Comparison of Language on Corporate Website and Country Specific

Page

The main analysis in this section was to identify the differences, if any, that exist between
each company’s corporate website and their country specific websites. These differences
included areas such as design, language, presentation and many more. According to
Hillier (2003 p.2), when multilingual websites have to be created for a range of audiences,
it would involve “more than translating the text from one language to another”, it requires
an in depth knowledge of the target culture which the website is aimed at. This is a limited
case study on the French and English language versions of the websites only which might
enable some wider conclusions to be made on language use in Oil and Gas companies.
The analysis in this section was limited to the companies that had websites in both French
and English and to countries that had French as their main language of communication.

An analysis was carried out on all the corporate home pages and their country specific
websites for Francophone countries. In total, twenty-six company websites were analysed
to give the researcher an understanding of what measures had been taken, if any, to
translate the country specific web pages to suit the target culture or country. The aim was
to determine if the country specific websites are just a direct translation of the corporate
home page as had been identified in analyses carried out in previous sections. It was also
expected that the presence of local material which was not just a direct translation of
material from the HQ website was an indication that the company allowed some degree of
autonomy in determining the content of local websites to its local subsidiaries. Additional
information collected from these websites included any instances of website information
that would appeal more or that was specific to members of a specific Francophone group

and similarities and differences between the English and French versions of the websites.

138



The researcher focused on the following criteria for analysis:

e Similarities in layout.

¢ Similarities in language.

¢ Direct translation or not.

¢ Identify if website content is adapted to the French culture or to any culture at all.

¢ Identify if navigational features remain untranslated.

¢ Identification of any specific textual or visual elements that are designed to specifically
appeal to French-speaking audiences.

o How the Web content reflects the cultural values of different Francophone markets.

5.4.1 French Language Overview

French is the third largest of what is known as the Romance languages in terms of first or
native language speakers and is “an official (or co- official) language in 53 states (of which
there are 22 in Africa), most of which form, what is called in French la Francophonie, the
community of French- speaking people” (Igboanusi and Putz 2008 p.235). The French
language is also one of the official and working languages of the United Nations alongside
English, Spanish, Dutch and many others (Van Els 2001). In Europe, the French language
is spoken in France, Belgium, Switzerland and Luxembourg. France accounts for nearly
half of the world’s total of native French speakers (Battye, Hintze and Rowlett 2003 p.2).
According to Marley (2004 p. 30), “in France, linguistic unity has long been seen as
synonymous with wider national unity, with the result that the other languages of France
have been under- mined to the point of near extinction, and are now seen by many as
irrelevant anachronisms, despite flourishing movements to promote several of them”. This
has changed considerably and in France now, it looks like the French language is losing
its symbolic function and is going through a changing phase as more and more people
tend to communicate in English. According to Shelly (1999 p. 310), “there is a sense that
French is menaced both from within and from without by English, which is gradually
corrupting the vocabulary and syntax of the language while at the same time usurping its
international role in political, economic and cultural affairs”. This indicates the pressure on

the French language as English becomes increasingly dominant in France.
Following the decades after World War Il and the economic and technical advancements

that took place, the French language policy was seen as an initiative to defend the

country’s national identity shaken by the country’s loss of its overseas colonies, reduced
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role in the geopolitics of the post war world and the fragility of the economy (Shelly 1999).
The French government, in order to promote the use of the French language, set up
legislations in 1972, 1975 (the Loi Bas-Lauriol), 1986, and 1994 (the Loi Toubon) focused
on enriching and purifying the language, defending the rights of French speakers by
requiring the use of the language in the public domain (Shelly 1999). The government also
set up several committees and agencies in the bid to keep the French language ‘alive’ and
this includes the initiation of about 200 non-governmental agencies and associations
which are devoted to the protection and promotion of the mother tongue (Shelly 1999). In
relation to the use of the French language in companies in France, the government
instituted a law known as the Loi Toubon which mandates companies to use French — that
is, prevents them from using any other language, and most especially English, in a
number of contexts including “official government publications, advertisements, public
broadcasting, workplaces, commercial contracts and all sorts of government-financed
bodies” (Sauliére 2014 p.224). This indirectly means that companies in France would be

mandated to produce their documents including websites in French.

Switzerland has been hailed as a successful example where several languages have
equal official language status, after “the Swiss constitution of 1848 declared German,
French, and Italian as the ‘national’ and presumably co-equal languages of the
Confederation” (Pap 1990 p. 114). In 2000, German, French and Italian were declared
official languages with Romantsch as an additional official language which can be used
only for the purpose of communicating between the government and Romantsch speaking
citizens (Grin and Korth 2005). Although German is the predominant language of
communication in this country, a study by Murray et al 2000 (quoted in Grin and Korth
2005) identified that the preferred language of communication by most Swiss nationals

was English, closely followed by French before German.

Belgium also has a significant number of French speakers with the three main official
languages being Dutch, French and German (Buyl and Housen 2014). In the country “the
Dutch-language area corresponds to almost 60 per cent of the Belgian population
(approximately 6 million speakers) and the French-language area corresponds to 40 per
cent (approximately 4 million speakers) whereas the German-language area only counts
some 75,000 speakers” (Jacobs and Tobback 2013 p.408). The Dutch language area is
commonly called the Flanders, the Belgian variety of Dutch is often referred to as Flemish
and the French language area is commonly known as Wallonia (Jacobs and Tobback
2013). In each community, the language of instruction in schools is the language of that

particular region; therefore, based on education, the Germans would have the lowest

140



number of speakers in the country (Buyl and Housen 2014). This puts the French

language in a good position within the country’s language policy.

Luxembourg is “a founding member of the European Union (EU) and one of the most
multilingual countries of the union” (Kingsley 2013 p. 533). The country is located between
Belgium, France and Germany and is often referred to as ‘triglossic’ because of the three
languages which have official status - French, German and Luxembourgish (Horner and
Weber 2008, Kingsley 2013). According to (Battye, Hintze and Rowlett 2003 p.1), the
French language “also enjoys a privileged position by virtue of its status as official
language, that is, a language used in government, administration and education, at
national, regional or local level’. However, recently, there has been a lot of political
tension between the Dutch speakers and the French speakers (Jacobs and Tobback
2013). Also, in Luxembourg, spoken functions are carried out in Luxembourgish while
written functions are carried out mainly in French and German which partly explains why

French was chosen as the EU working language (Horner and Weber 2008).

In 2011, over 11 million people in Canada reported the French language as their mother
tongue. According to Gorter, Zenotz and Cenoz (2014 p.86), “Canada has traditionally
been home to many different ethnolinguistic groups that predate the arrival of European
explorers and settlers by many thousands of years”. As a result of this, there are quite a
number of languages used by the residents in Canada. However, due to this colonial
history, the English and French languages have been positioned as being superior to the
other indigenous languages (Haque and Patrick 2014). In Canada, French and English
are the official languages adopted in the country and both languages have equal status in
most federal establishments although English is more recognisable on the national level
and French in some regions in Canada (Holmqvist 2011). However, French has been
declared as the official language of Quebec (Martin 2011), the area which has the largest
number of French speakers in Canada. In the Province of Québec, French-speakers and
English-speakers have seen themselves endlessly competing for services in their own
language (Gorter, Zenotz and Cenoz 2014). This is also despite the fact that the language
protection laws only require businesses with an address in Quebec to display their web
content in French (Statistics Canada 2012) and the protection of the French language by
legislation since the late 1960s through the provincial Charter of the French Language
enacted in 1977 (Gorter, Zenotz and Cenoz 2014). According to Gentil and Séror (2014
p.19), “the Official Languages Act (OLA, 1985), along with the Constitution Act, 1982,
provides an overarching legal framework for language policies in Canada”. This language

policy is concerned with language use in federal institutions and between federal citizens.
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In Africa, French is also widely spoken in quite a few countries and has been identified by
some researchers as one of the products of colonisation (Anchimbe 2014, Daoud 2010).
Other researchers see the choice of the French language as the first or second official
language in any African country as “not only promoted by the government as a symbol of
power and prestige, but also meant as a token of anti-Anglophone attitudes and
ideologies” (lgboanusi and Ptz 2008 p.240). In North Africa, French is the official
language in Congo, Morocco, Algeria and Tunisia. In Tunisia, the French language is
predominant and is also used as a second language despite the fact that an estimated
99% speak Tunisian Arabic (Al-Khatib 2008). However, in this country, “French is so
rooted in the socioeconomic fabric of Tunisia that it is considered necessary for having the
simplest office job or running a neighbourhood grocery store” (Daoud 2010 p.9). In
Morocco, following independence “opted for a policy of Arabization, by which they meant
replacing French, the language of the colonizer, with Arabic, the language of tradition and

i3l

‘authenticity’” (Marley 2004 p.29). This was in order to demonstrate an independence from
the Western influences following independence however; this has changed in recent
times. In actual fact, various researchers have identified that the French language has an
‘elite’ status in Africa and is widely “used by intellectuals or educated elites for academic
or cultural purposes (Battye, Hintze and Rowlett 2003 p.1- 2) as well as being necessary
for “social and professional success” (Marley 2004 p.29). French has automatically
become the country’s official language due to the lack of a concrete language policy and
dominates vital sectors such as administration, education, business and the media (Ennaji

2005).

In Congo, French remains an official language since independence and is used for
Government business and education (Woods 1994). In Zaire, the elite status of French is
also identifiable in that the language is seen as “mythical, mystical, even mystifying
function: since it is a sign of being knowledgeable, it is a magic key to social prestige and
power’ (Rubagumya 1990 quoted by Igboanusi and Putz 2008 p.237). It is also
considered as an official language in African Francophone countries such as Madagascar,
Gabon and Ivory Coast where it plays an official role. In Cameroun, English and French
are the recognised official languages (Anchimbe 2014). In Asia, there are small
communities of French speakers in India and in the Middle East (Battye, Hintze and
Rowlett 2003 p.6).

This large percentage of people speaking the language indicates that the language is still
a major language, and thus an analysis of Francophone websites would provide a good

indication of corporations’ attitude to world languages other than English and give a
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clearer picture of the worldwide translation practices in these companies. Taking into
consideration that the French language is spoken in every continent of the world and the
added fact of it being the second language of the researcher, it was identified that this
would be the best language to focus on for an in depth semiotic analysis of the websites.
Having established the variety of French language speakers across the world in the
previous section, the following section focused on all the websites that are in French
regardless of location around the world.

5.4.2 French Websites Content Analysis

The first step in the analysis of the Francophone websites consisted of identifying the
country links on each company’s corporate website to determine which Francophone
countries were represented in the different Francophone regions identified for analysis.
This included countries in Francophone Europe, Canada (French speaking), Africa and
French speaking countries in the American, Caribbean and Polynesian Islands. Once the
target websites had been identified for analysis, each French language country website
was further examined for country specific website content and compared against the
company’s corporate home page to identify any similarities and differences. Local country
website content that was available in both English and French was also compared to
determine the quality of information displayed in each language and the similarities and
differences inherent in each language version. Not all the companies studied had
Francophone websites and were therefore inevitably excluded from this section of the
analysis. These include websites for Dong Energy, RPS Group, OMV Group and

Petrobras.

FRENCH SPEAKING MARKET NO. OF WEBSITES IN AREA

Francophone  Europe (France, Belgium, Luxemburg, 16
Switzerland)

French Canada (Quebec)

Francophone Africa (Gabon, Madagascar, Mali, Morocco)

French Caribbean Islands

O|I0|©(F

French Polynesian Islands

Total 26

Figure 39: Oil and Gas websites displaying French language web content

In the Oil and Gas industry generally, Europe has a larger market than other Francophone
regions which is explainable by the market interests these companies have in this region.
In Francophone Europe, the analysis identified only 16 websites in the Francophone
region which were in French and only 9 websites with specific content in French for their

target website users in Francophone Africa. Companies like Petrobras in the African

143



Francophone region, had websites for Benin and Gabon but these were in English with no
French versions of the website and therefore the websites could not be used for the
analysis. None of the companies studied had websites for the French Caribbean and the
French Polynesian islands. This is likely because of the size of the target market in these
areas and the fact that these areas are not necessarily a target market for these
companies. In the Canadian region, the analysis also identified that only one of the Oil
and Gas companies studied had created a French website for their Canadian website

users in recognition of Canada’s official bilingualism.

ENI Websites Analysis:

ENI had three websites in the Francophone Europe region which were the websites for
France, Belgium and Switzerland. In French Canada, the ENI website for Canada was in
English with no option to switch to a French version and therefore could not be analysed.

ENI had no French website for Africa, the Caribbean Island and the Polynesian Islands.

eni

ENI Global Website
http://www.eni.com/

Figure 40: ENI Global Website

As seen in Figure 40, the first noticeable difference between the two websites is that the
structure and layout of the websites are different. The main corporate page does not have
any slides or animations but a fixed main image on its home page. This is in contrast with
the country specific web page for Belgium which has five slides, some of which are
pictured below with various images on the slide show. The website for Belgium is
definitely not a direct translation of the main corporate page, as explained previously;
there is a lot more textual content and images on the website for Belgium. Most of the
navigational links at the top of the main image on the page have been translated on this
website to French with the exception of the tab for “Products & Services” which has been

left in English.
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Figure 41: ENI Belgium Websites

On the ENI websites for France, when one clicks on the link to go to the ENI France

country page, they are initially taken to the English version of the website with the option

of changing to the French language version of the site. As can be seen in Figure 42, the

website for France has been created in the same format and layout as the website for

Belgium with five picture slides on the main page. Likewise, it does not have a lot of

ressemblance to the main country page apart from the fact that the company logo is on

the same spot on both websites. The contents on this website seem to be mostly a copy

of what is on the website for Belgium and it looks like the contents on the Francophone

websites have been standardised across the board. As was seen on the country website

for Belgium, most of the navigational links at the top of the main image on the page have
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been translated on this website to French with the exception of the tab for “Products &

Services” which has been left in English.

ENI France Website
http://www.eni.com/fr

ENI France Website
http://www.eni.com/fr

ENI France Website
http://www.eni.com/fr

Focdasn Assistance
L'offre tout compris |
3 ans de gaz 3 prix bloqué

=y =

eni | funce

ENI France Website
http://www.eni.com/fr

ENI France Website
http://www.eni.com/fr

Figure 42: ENI France Website

On the ENI website for Switzerland, the website has been completely translated into

French despite there being two other language versions of the website. The layout, image

and contents are almost the same as the other two websites previously analysed. The

language on the website is French and it is not a direct translation of the main corporate

website. As was seen on the other Francophone websites, most of the navigational links

at the top of the main image on the page have been translated on this website into French

with the exception of the tab for “Products & Services” which has been left in English.
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Figure 43: ENI Switzerland Website

One can see firstly that with this company, there seems to be a standardisation of images
and content across their Francophone websites. However, even though they have used
the same images and in some instances the same content on their websites, this
company has made certain references of adaptation to the countries the websites were
made for, such as the name of the country it was made for on their website, in order to
make it country specific. This indicates a limited adaptation of the websites towards
glocalisation where the company maintains a global image by keeping all or most of the
country websites in the same layout and format with the contents adjusted to reflect the
country the website was created for. That is, the company has maintained some limited

degree of localisation and standardisation across a language zone while retaining its
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corporate symbolism. Another point that stands out in this analysis is the fact that on all
three websites, all the navigational tabs have been translated apart from the tab for
“Products & Services” which has been left in English. This might relate to the fact that, in
the business world, increasingly some business terms or anglicisms have been imported
into foreign languages — a trend which has been debated by researchers such as Grigg
(1997). Hurn (2009 p.302), further adds that, “the French have tried, albeit without great
success, to suppress the use of anglicised words which have come into wide usage in
France, by replacing them with more Gallic equivalents, (e.g. computer, ordinateur, chip,
puce, etc.), particularly in the computing and internet world”. The findings in this secction
indicates that this has not necessary worked. Therefore, one can say that by keepng the
tab for products and services in English, this company is assuming that most people are
fluent in English and will find it easier to understand what their products and services are if
this tab is kept in English. Also, according to a research carried out by (Martin 2011
p.267), it was identified that by combining English used as a global language with
‘Frenglish’ product names, slogans and culturally relevant imagery, Web advertising
forges consumers’ identities both locally and globally”. Another point to add here is that
the use of Anglicisms or English in product titles and business terminology might be partly
because of convenience and partly because of the fetish value of the English language.

This helps the researcher conclude that this company is using a glocal website strategy.

BP Websites Analysis:

Amongst the Francophone country websites available for discussion, BP had a significant
number of websites which were used for analysis although it had none in the French
Canadian region, Francophone Africa, the French Caribbean Island and the French
Polynesian Islands. In the Francophone Europe category, BP had Francophone websites

for France, Switzerland and Belgium and these are discussed below.

bp

BP Corporate Website
www.bp.com
Figure 44: BP Main Corporate Website
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As can be seen when comparing the Francophone websites against the main corporate
website, the first thing one can see is that the websites differ in terms of design and
structure. The main corporate website is mainly filled with images while the Francophone
websites have a mix of images and texts on the websites. The language used differs as
the main corporate language is in the English language while the websites used for
analysis in this section are all in French. The websites, as can be seen, are also not a
direct translation of what is on the corporate website and also differs in content from the
different other Francophone websites. That is, no two of the Francophone websites have
the same image or text on their main country websites. Although the images on the
Francophone websites have not necessarily been adapted to suit the French culture, the
text on these websites have been made specifically for the country. Overall, the analysis
identified that this is in the same category of ‘limited localisation’ as the ones already

discussed above.
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Figure 45: BP Francophone Websites

On the country website for Switzerland, not all the navigational features have been
translated to French. The section for “Investor Relations” has been left in English even
though every other navigational tab has been translated. This is however not the same
with the other Francophone websites as all the navigational tabs have been translated to
French. The colour scheme also remains the same as the other websites and as the main
corporate page. This reiterates the issue of Anglicism which was earlier identified in the
ENI website analysis. The so-called “Toubon Law”, named after the former French
Minister of Culture, whereby since 1994 foreign expressions should be translated into
French on commercial products and in advertising, is still extant (Hurn 2009 p.303) and

one can see that most of the marketing information has been left in English.
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The analysis in this section identified that these websites overall, displayed a limited level
of localsation. It was observed that there was a uniformity on the country websites in
terms of layout although this uniformity does not relate with what is evident on the
company’s main corporate page. It was also identified during the analysis that although
most sections of the website had been translated, not all the navigational features had
been translated into French. There was clearly a mix of both French and English on some
of the websites allowing English the opportunity to maintain a supercentral position in

these countries.

ExxonMobil Websites:

This company had only one Francophone website which could be used for analysis. In
French Canada, ExxonMobil had no website that was qualified to be used for analysis and
this was the same for Francophone Africa, the French Caribbean Islands and the French
Polynesian Islands. In Francophone Europe, only one website was suitable for analysis

and this was the country specific website for France as pictured below.

ExtonMobil
Taking on the word's g

The 2013 Outiook

for Energy: A View to 2040 M

De nombreux champions.
Une seule huile.

Visit our data center ©

e Mobilil
- =

Mobil Global Website Mobil France Website
http://www.exxonmobil.com/ http://www.mobil.fr
Figure 46: ExxonMobil Global Website and France Website

Both websites pictured in Figure 46 are in English and French respectively and do not
share the same layout which suggests that two separate templates have been used for
the creation of these websites. Although the colour schemes remain the same for these
two websites, one can clearly see that the French website is dominated by the use of
celebrities who although are not French are being sponsored by the company on their
Formula 1 car racing sport campaign. While the main corporate page seems to have more
textual content, the country website for France not only has textual content which is in
French, it also has an image slide show. The content on the website for France is specific
to the location although some of the images used have been repeated across other

country websites.
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Fugro Websites:

Fugro had only one Francophone website which could be used for analysis. In French
Canada, the French Caribbean Island, the French Polynesian Islands and Francophone
Africa, Fugro had no website that could be used for analysis. In the Francophone Europe
region, there was only one website in French which was suitable for analysis and this was
the country specific website for France. The Fugro website for Belgium is in English with
no option to change to the French language and therefore could not be used for the

analysis in this section. This was the same for the website for Canada where there was no

option to change to a French language version of the website.

Fugro Global Website Fugro France Website
http://www.fugro.com http://www.fugro.fr/

Figure 47: Fugro Global Website and Fugro France Website

The Fugro Corporate website is in English with the option to change to Dutch which is the
language of the company’s headquarter location. The website for France is in French but
with no option to switch to the language of the global headquarters which is somewhat
understandable as the main target on this website should be the French speaking
audience. The immediate observation while looking at these websites is that the website
for France seems to have been created on the same template as the corporate website as
they both have very similar layouts. Although featuring different images, the two websites
have images of equipment on both websites therefore demonstrating the company’s
expertise in the sector. The colour schemes also are the same, as are the positioning of

the logos on both web pages.

The information on the website is a combination of specific information about the Fugro
office in France and also describes what the company does as a whole. This is however
not a literal translation of the corporate website. One can also see that the tabs at the top
right part of the two websites are also different. The main corporate home page has tabs

for the office locations (which lets people know the places where the company operates),
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the contact details for the company, and a link to the corporate language of the company
as mentioned above. This gives users of the websites the opportunity to use either of the
two languages, which the company apparently sees as important. On the country specific
website for France, the websites have two links at the tab at the top of the web page. Both
links take the user back to the corporate home page. It is clear on comparison of the two
websites that it is not a direct translation from one page to the other as the two websites
are not in the same format and do not contain the same stories. The navigational links on
the website are also all in French with no English on the main corporate website. In
summary, from the analysis of the Fugro websites, one can see that the English language
seems to play a hypercentral role and the companies have not taken into account the fact
that other Francophone countries would identify more with websites in their local language

apart from on the Fugro website for France.

Shell Websites:

The Shell global homepage

Shell Global Website Shell Global Website

http://www.shell.com http://www.shell.com

Rsnare | Moo - | B Share | More >

\/ The Shell global homepage

Shell Global Website Shell Global Website
http://www.shell.com http://www.shell.com

Figure 48: Shell Global Website accessed 31/12/13
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The Shell websites are important for this analysis, as a good number of Francophone
country websites across the world are represented. According to the Shell France website
www.shell.fr, Shell France started with the creation of the Royal Dutch Petroleum
Company in the Netherlands. In France, the Group RD/S and Deutsch de la Meurthe
combined in 1922 to create the Société des Pétroles Jupiter and in 1948 the Jupiter
Petroleum Society became what we know now as Shell France. This makes France one
of the founding countries for this company and a country where the company still has a
reasonable level of operations. However, the company has gone on since then to expand

to other Francophone countries in both Africa and Canada as discussed below.

In French Canada, Shell had the country website for Canada that could be used for
analysis and in Francophone Europe, the country websites for France, Belgium,
Switzerland and Luxembourg. In the Francophone Africa, the French Caribbean Island

and the French Polynesian Islands regions, there were no websites suitable for analysis.

Shell France Shell France
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Shell France Website
http://www.shell fr/

Figure 49: Shell France Website accessed 31/12/13
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In the first set of websites in Figure 49, one can see that the Shell corporate website and
the Shell website for France are both patterned in the same way and have the same
layout. The images come as a set of 4 image slide shows on both websites and the
images on the country website for France are not the same as those used on the
company’s main corporate home page. The language on the website is French with all the
contents and navigational features translated into French. The country website for France
is not a direct translation of the main corporate page and contents have been modified to

suit the country it was made for.

@ Shell Belgique @ Shell Belgique @ Shell Belgique

Shell Belgium Website
http://www.shell.be/

Figure 50: Shell Belgium Website accessed 31/12/13

The Belgium country website for Shell pictured in Figure 50 is the same as the Dutch
version. In fact, when a user clicks on the link or types the link to the Belgium country
specific website www.shell.be, the user is initially directed to the Dutch version of the page
with the option to change to the French option of the page. This is somewhat
understandable as Belgium has a slightly higher number of Dutch/Flemish speakers
compared to the French speakers (Vogl and Hining 2010). However, the company seems
to have represented the main languages spoken in the country. The French version of the
website is in French with images on the website which are specific to Belgium and not the
same as the images on the main corporate web page. The structure and layout of the web
page is quite similar to the websites for France and the corporate websites only that with
the websites for Belgium, there are only two boxes of texts/images under the main image
on each page. Apart from that everything else seems to be the same in terms of layout

and logo position.
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Shell Canada Website
http://www.shell.ca/

Figure 51: Shell Canada Websites accessed 31/12/13

Although there are a few images on the Shell website for Canada as pictured above, an
analysis was carried out on each image to identify any differences or similarities that may
exist between this website and the corporate website. The first thing that is noticeable with
the website for Canada is that when a user visits the country specific website for Canada,
they are immediately taken to the English version of the website. There is however the
option to change to the French version of the page. On the positive side, it shows that the
company acknowledges the multilingualism of the country. However, that one is
immediately taken to the English version of the page indicates that English is the

company’s preferred language of communication with users in that region. The second
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most noticeable difference is that the website for Canada has more images than the
company’s corporate home page. As it stands, the main corporate page has four images
on its slide show while the website for Canada has a total of seven images which is
almost double that which is on the corporate page. The website for Canada also has more
detail in its contents than the corporate website and is not a translated version of the
corporate website although some things like the location of the company logo on the

website remain the same.
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Shell Luxembourg Website Shell Switzerland Website Shell Switzerland Website
http://www.shell.lu/ http://www.shell.ch/ http://www.shell.ch/

Shell Switzerland Website Shell Switzerland Website Shell Switzerland Website
http://www.shell.ch/ http://www.shell.ch/ http://www.shell.ch/

Figure 52: Shell Luxembourg and Switzerland websites accessed 31/12/13

The Shell Luxembourg website, as shown in Figure 52, is in French. French is the official
language of Luxembourg despite the country having two other main languages.
Compared to the corporate website, it has no animations on it and the website seems
quite basic. The structural layout is the same as the corporate website and the company
logo is also situated in the same position as in the main corporate website. All the texts on
the website are in French and although the text on the website does not necessarily tie
into the country’s culture or have anything specific to the country, it is not a translation of

the corporate home page. The Shell Switzerland websites also pictured in Figure 52 are
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quite significant as they are the only Francophone website with the exact same layout as
the corporate website. The website has the same number of slides as the corporate
website and the logo also remains on the same position as the main corporate website.
The website is in French and is not a direct translation of what is on the main corporate

website.

In the African Francophone region, although Shell has a website for Gabon, the website is
in English and therefore does not qualify in this section of the analysis. There are however
websites for Madagascar, Morocco and Mali as pictured in Figure 53 below which are
both in French and English, that is, sections of the website are in English, while other
sections are in French. Apart from the logo of the company being in the same position as
the corporate home page, there are hardly any other similarities. These set of websites as
pictured below have no images on them at all compared to the company’s corporate home
page. The websites are filled with text which as described above has been split with only
four paragraphs of the whole website in French while everything else has remained in
English. This looks more like a page which gives a brief overview of the company’s
activities in that country rather than an actual website. This indicates that because the
target audience in these countries are not considered to be economically important, then
the main purpose of websites in these countries is solely for communication purposes.
The analysis in this section therefore highlighted that there seems to be a hierarchy even
amongst the ‘limited localisation’ category based upon the Ilimited analysis of
Francophone websites in this section. Some of the websites show a degree of difference
in content and layout from the corporate homepage, others less so. For those countries
‘lower’ in the hierarchy, lower in the sense that they have less significant economic power
for the company, there is localisation, but the content of such websites is basic,
resembling a ‘reduced’ version of the full corporate website. Overall, with the comparison
of the Shell corporate website with other Francophone websites, one can observe that
there is some attention paid to local languages on country specific pages. English has

also not been used as a fall back or hypercentral language on this company’s websites.

157



Madagascar

PAGETODS

asopoe
. 360

Shell Madagascar Website
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Shell Morocco Website
http://www.shell.com/global/about
shell/contact-us/contact/contact-
morocco.html

Figure 53: Shell Madagascar, Mali and Morocco websites

Technip Websites:

A different analysis was carried out on Technip as it is a French company and the main

corporate website has both French and English versions. The first comparison was

therefore carried out between the English version of the corporate home page and the

French version of the corporate home page. The second comparison was then carried out

between the English version of the corporate website and the Francophone country

websites.

Technip

= A=

Technip Global Website
http://www.technip.com/en

Figure 54: English Version of Technip Corporate Home Page
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The first point worthy of note is the fact that when one goes to the link for the Technip

corporate home page www.technip.com, it takes one to the English version of the

corporate home page regardless of the fact that this company is a French company. It
then gives the option to change to the French version of the website. This initially
indicates that English has a symbolic function on these websites and the company as a
whole in the quest to be seen as being ‘global’. The hypercentral role of English in this
company, despite the company being French, and thus having a major supercentral
language as its ‘home language’ reflects a recent trend in the languages being adopted by
French multinational companies. It is also a reversal of language politics to see that the
French speakers have recognised the symbolic dominance of English over the French
language and also brings to light the political issues that might arise as a result of this
acknowledgement. Secondly, animations are used on both websites with the options of
five different images or slides as pictured above. One can see that apart from the last
image in each set as per Figures 53 and 54, all other images used in the animations are

the same, with the French version being translated to French to suit the audience.

Technip

| e i""‘ ﬂ_ 5

Technip Global Website Technip Global Website Technip Global Website
French Version French Version French Version

http://www.technip.com/fr http://www.technip.com/fr http://www.technip.com/fr

Technip

Technip Global Website Technip Global Website
French Version French Version
http://www.technip.com/fr http://www.technip.com/fr

Figure 55: French Version of Technip Corporate Home Page
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The second analysis on the Technip websites was carried out between the French version
of the corporate home page and the local website for other Francophone speaking
countries. The initial analysis revealed that the Technip Canada website was in English
with no alternative or option to view a French version of the website therefore this local
website could not be used for the analysis. This was also the same for the Technip
website for France which was in English with no option to view a French version of the
website. These findings were quite surprising considering that this company has its
headquarters in France. One can however argue that the French version of the corporate
website covers France, however, the French version of the corporate website is not
localised in any way apart from language to suit the French users. There was therefore no
Francophone website to be used for analysis amongst the Technip websites apart from
the corporate home page. This trend in the choice of language for the Technip websites
can be explainable from their market shares and revenues which is discussed in the next

section on the role of English in these companies.

The only website Technip have for the Francophone region is the website for France. The
first obvious difference between these Technip websites is that the templates used are
different. The global website has more content and design than the local website for
France and the layouts of the two pages are evidently very different. The Global website
has three sets of slides on the home page as pictured above while the website for France
has one static image on its first page. The global website for Technip and the local
website for Technip France are both in English. This company has left the language on
the local page for France and the main corporate page in English as it is a French

company and is headquartered in France.

Bureau Veritas Websites:

Amongst the Francophone country websites available for discussion, Bureau Veritas had
a few Francophone websites that could be used for analysis. In the Francophone Europe
region, the company had country websites for France, Belgium and Switzerland. In French
Canada, Bureau Veritas had no country website for Canada that could be used for
analysis. In the Francophone Africa region, the company had websites for Algeria and
Benin Republic which were used for analysis. The findings on these websites are as

discussed below:
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Figure 56: Bureau Veritas Global Website and France Website

As can be seen on the global corporate website for Bureau Veritas and the local website
for France, the templates and the layouts for both websites look the same with the logo
presented on the same side. English is used on the corporate home page while French is
used on the website for France. In terms of translation of the web pages, both websites do
not necessarily have the same content and the website for France is definitely not a direct
translation of the corporate website in French. The images used on the country website

for France are general images and do not necessarily tie into the French culture.
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Figure 57: Bureau Veritas Switzerland Website — German and French Version

On the local websites for Switzerland, the websites come in two versions: the German
version and the French version as can be seen in Figure 57. The German version is

where anyone who types in the link www.bureauveritas.ch will be immediately taken to
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before having the option to change to the French version of the website. Although the
German version is not discussed in this analysis, the layout of the German version of the
website is quite similar to the corporate website in terms of design and structure of the
website. There are hardly any similarities between the French version of the website and
the German version. When comparing the French version of the website and the
corporate home page, the major observation is that the structure of both sites are
completely different from each other. One can also see that the French version has no
images at all and lacks any sense of attraction to website users. This places this website
in a lower position in a hierarchy within ‘limited localisation’, as although the company has
carried out a limited localisation by translating content on their websites, there are no
culture specific images or anything else that can be attributed to the use of a localisation
strategy. The French version of the website although in French does not have anything on
it that is relevant to the culture of the target people of Switzerland. Instead the caption on
the text reads “Le groupe Bureau Veritas dans le monde”, this means “The Bureau Veritas
group in the world” and true to its heading, this section discusses and gives an overview
of the company and its activities worldwide. There is also a few paragraphs at the bottom
of the page titled “Bureau Veritas en Suisse” which means “Bureau Veritas in Switzerland”
and gives a brief overview of when the company started, what it does and the address of
the company in Switzerland. Other than that, there is nothing specifically on the country
page that discusses the company’s activities in Switzerland. The only main thing that
differentiates it and gives any inkling that it is a website for Switzerland apart from the

language are the contact details for the Switzerland office.

BUREAU VERITAS GROUP schsee Q
P i
6/ &

CONSZRUCT]

Ensurlkg safety andpetiotmance

whre people li{gWork'eid shop 3 (£ Ml

| 8 3 \Gy/ A UWBRANCHE ONZEDIENSTEN KLANTEN NEUWS CARRIERE |LOCATIES OVERONS
Leam more ) s
Belgique [
A ABOUTUS  BUSINESSES  FINANCE  NEWS  CAREERS  LOCATIONS
! : Aot [l messs |

Bureau Veritas is a world leader in

Testing, Inspection and Certification services L
FINANCE

NEWS

pany frthe estabishes Asian fooprnt with state-of-

------

peing
Bureau Vertas share spiti four E
The romina sk of Burea Vet shres i 1o be duaded by e cn e 21 2013

FoLLOW Us ON I 3

Bureau Veritas Global Website Bureau Veritas Belgium Website
http://www.bureauveritas.com/ http://www.bureauveritas.be/

Figure 58: Bureau Veritas Global Website and Belgium Website
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The Bureau Veritas website for Belgium seems to have drawn on the multilingualism of
the country. First of all, when one clicks on the link to the Bureau Veritas Belgium page

www.bureauveritas.be, the user is immediately redirected to what looks like the

Netherlands website and which actually states at the top of the page that it is the web
page for the Netherlands. This company has also used a combination of Dutch, English
and French on their website for Belgium. The strapline and all the options at the top of the
page are in Dutch, the text under the strapline and for the options under the strapline are
in French. The options that one can click to inorder to go to other sections of the website
are in English. They have therefore managed to use three languages on this one website
therefore creating some kind of linguistic hybrid on their web page. The layout of the
website for Belgium in comparison to the corporate website is completely different with the
only resemblance being the fact that the company logo is on the same point as it is on the
corporate website. The only text that is in French has no particular reference to the
company'’s activities in Belgium but instead discusses the company as a whole. The only
cultural reference to the Belgian culture or community apart from the Belgium address of
the company on the page is the country’s flag. Apart from that nothing else identifies it to

the country.

The African Francophone region for Bureau Veritas is serviced by their website for France
which acts as a regional website for all the African Francophone websites. The website
has different sections for the different countries it covers as seen in the examples in
Figure 59 below for Algeria and Benin Republic. The websites although being an offshoot
of the website for France are different from the France version in terms of structure and
layout. The images used although similar between the two Francophone countries are
different from the images used on the website for France. In comparison to the main
corporate page, the African Francophone country websites listed below are not exactly
similar in layout they do however have the logos situated in the same position on all the
websites and the website is in French. The websites for Algeria and Benin Republic are
almost a mirror image of each other with the textual contents of both websites related to
the countries they represent. The office addresses of the company in the two countries
are also listed so that it is easier for their local users to know how to contact them which
gives a sense of accountability. In summary, one can see that Bureau Veritas have
localised their websites to a high level. However, a typical case where translation issues
and miscommunication can occur is the website for Belgium. On some websites, one can
also see that websites for some languages have been more localised than others as was
seen with the website for Switzerland. The hypercentrality of English is also evident on

these websites.
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Bureau Veritas Algeria Website
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Bureau Veritas Benin Website
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Figure 59: Bureau Veritas Algeria Website and Benin Website

Lukoil Websites:

Lukoil has no website in Francophone Africa or any other Francophone countries from the

group of websites studied apart from its Belgium website which is in Francophone Europe.

This was therefore the only unit of analysis for this company and provided sufficient

insight into the company’s practices in this area. Lukoil is quite unique in that in all the

websites that have been studied so far in this section, it is one of the few companies

where the main language for the Belgium site is in French. Once a user clicks on

www.lukoil.be which is Lukoil’s country specific website for Belgium, they are redirected to

the French version of the website. The company however

acknowledges the

multilingualism of this company and has made provisions for the user to change to the

Dutch version of the website.
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Figure 60: Lukoil Websites
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In comparison to Lukoil’'s corporate website pictured in Figure 60, there is a high level of
localisation on the website for Belgium. There are more vibrant and colourful images on
the website for Belgium and a lot of country specific promotions. The website is also in
French and there is really a sense of autonomy in the creation of this website. The layout
of the website is completely different also from the corporate home page. The Lukoil
Belgium website is not a direct translation of the main corporate web page and as can be
seen from the images below, the promotional images on the websites are specific to
Belgium. In summary, one can see from the analysis carried out on the Lukoil websites
that the Francophone country website is different in terms of content and layout from the
main corporate website. In actual fact, as seen from the images above, there actually
seems to have been high level of localisation particularly in the creation and presentation
of the Francophone website. The language is in French and the contents of the website
show that the company has deliberately made the website specific to the country it was

created for.

Perenco Websites:
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Figure 61: Perenco Corporate Website
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For Perenco, there were a limited number of websites to be analysed as there were no
websites for Francophone Europe or any other Francophone websites in other regions.
The only websites available for analysis amongst the Perenco websites were the websites
for Francophone Africa which are the Democratic Republic of Congo and Gabon. In
Figure 61 are images from the Perenco corporate website which are used for comparison
with the French language websites. As can be seen from Figure 62, the Perenco website
for the Democratic Republic of Congo is in English when the country in fact has French as
the official language (Woods 1994). The English version of the website however has a link
to a French version which is exactly the same layout and a direct translation of what is on
the English version of the site. The French version is used for the analysis in this section.
As mentioned before, the French version of the website is completely translated into
French and one can also see that the content, such as the images and information on the

websites, though limited, is relevant to the people of the Democratic Republic of Congo.
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Figure 62: Perenco DRC Websites
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The website pictured below for Perenco Gabon also present some relevant facts. Firstly,
one can see that the layout is the same as the layout for the Perenco country website for
the Democratic Republic of Congo but different from the main corporate main page for the
company. It looks like a specific layout or template has been made for the corporate
website with another layout made to be used by all the subsidiary locations therefore
suggesting a higher level of localisation. The company logo on the website is however in
the same position as the main corporate home page. The images on the websites are
different on the two websites however; they all follow the same theme which is the
representation of the African community, metonymic signifiers such as offshore rigs and a
helipad and the local landscape/environment. The website for Gabon has also been
completely translated to French in order to respond to the needs of the target users of the

website.
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Figure 63: Perenco Gabon Websites

To summarise the observations of the analysis of the Francophone websites available for

these Oil and Gas companies, one can see evidence of limited localisation within which a
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hierarchy has been identified. For companies that have limited localisation on their
websites, some parts of the websites have been translated and in some cases the layout
has also been changed to suit the target population. In instances where there is a higher
degree or level of localisation, most of the websites have been completely translated and
the contents and images on the websites created specifically for the Francophone
countries they were created for. It is also noticeable that there seems to have been a
separate design template created for the country specific websites and another created
for the company’s corporate home page - this could be a type of localisation strategy used

by this company.

The symbolic role of English is present on these websites as is seen by the presence of
anglicisms in some of the company’s business terminology and by some of the companies
studied choosing not to completely translate all their navigational features. The
navigational tab for Products and Services was left in English on some of the
Francophone websites studied. One can also see that on the Francophone websites,
there has not been a direct translation of the main corporate website in any of the
examples studied above and the websites seem to be created independently. There
actually seem to have been a high level of localisation on the Francophone websites as
they have more images, more graphics and much more content that is relevant to the

target country.

In relation to the content of these country specific Francophone countries, Europe again
comes out as the area which is most represented on these websites. This could be
because most of the websites studied are in Francophone Europe; it could also be an
indication that the companies have more business interests in Francophone Europe.
There was only one French Canadian website studied in this section and the site offered
cultural content that would specifically appeal to French Canadians and people in that
region. Culturally adapted material for Africa was evident in the images used on the
websites and in some of texts which showed patterns of being specific to the African
culture. There were no websites to be analysed for the French Caribbean and French

Polynesian regions.

The analysis in this section also identified that the companies seemed to have a global
strategy in the layouts of their websites. This means that the companies largely use a
standard layout or standard elements, with a limited degree of localisation, depending on
the area the website is made for and the company the website belongs to. However, the

images and contents on most of these websites were localised to suit the target country it
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was created for. Language on these websites was also changed to French to suit the
Francophone audience the websites were made for in most cases. As discussed earlier at
the start of this section, some of the Francophone country websites could not be analysed
in this section because the companies had chosen to use English as the language on the
website. This brings us to the analysis in the next section and the role that English plays in
these companies.

5.5 Chapter Summary

In conclusion, one can see that some of the companies studied like Shell and Bureau
Veritas have taken translation and localisation further by having websites for 80 to 90% of
all the countries they operate in and in relevant languages. These companies have
invariably taken localisation to a new level where the target population and their
languages are taken into consideration and viewed as a major factor in their success
globally. These companies somewhat demonstrate that they have an understanding of the
needs of their target group and refuse to acknowledge the fact that English is believed to
be the global language of communication. At least by having multiple options they
demonstrate that, even though English is widely spoken, there is also room for other
languages to operate on an international scene. It was also identified that although some
companies did not localise on a linguistic level, they localised on a visual level and
through the information that they presented on the websites for the different local areas
and countries. An example is the website for Perenco in Francophone Africa where the
images used on the websites tell most of the story and relate to the culture the website

was made for.

Another discourse that was identified in the course of this analysis was that in certain
parts of the world, formal localisation seemed to be low. Instead, another element comes
in which shows that the companies are concerned about the people as the companies
seemed to reflect concern about their employees, the environment and sponsorship of
local charity events on their websites. For a French company, for instance, operating in a
non-French speaking country, there would be the need to put the fact that they are
concerned about the local people at the forefront of their websites in order to be accepted
by the local populace. There were therefore instances where environmental issues were
brought to the fore front on the websites particularly when operations when in Africa or

areas which are prone to environmental issues.
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It was also identified in this research that there was a huge difference in terms of how
many websites were made for each Francophone region. The majority of Francophone
websites for these companies were for Francophone Europe, very few for Francophone
Africa and none at all for the Francophone Caribbean region. A few reasons for this could
be firstly, that the companies do not have a major financial business interest in these
areas and therefore do not see any need to invest in localising for these regions. The
second reason could be because of what Crystal (2011) identified in his research about
the world’s internet use where Africa and the Caribbean region have one of the lowest
numbers of internet users in the world and therefore access to the internet is usually a
problem in most cases. The number of internet users in the African and Caribbean regions
are however increasing so companies may have to change their policy in the near future.
However, in terms of current economic calculations, localising for these regions might not
be a priority at present. In the African region it was identified that the translation strategy
used on most of the Francophone websites were not as detailed as on the other websites.
On some of the websites as identified in the earlier sections, English and French were
used on a singular web page showing that the company had no interest in creating a
standalone website for the French language whether because the language does not play
a significant role within the company or simply to save costs. In the Canadian region, it
was identified that the websites were a direct translation of the English websites in most

cases.

One can see that while some companies preferred to use intersemiotic translation, others
preferred the use of intrasemiotic translation. This difference was probably due to the
target audience of each company being widely different and the need of each of these
companies to reach a larger number of people. Other reasons for this could range from
the size of the company, availability of resources and knowledge in the area of
localisation. However, it is worthy of note that the use of intersemiotic analysis, while
maintaining the same global structure of the websites, point towards a glocal strategy.
That is, that the companies are trying to promote their global image by keeping the same
structures and formats while promoting the local by changing the images to suit the
particular country location the website is made for. There were very many instances
where the companies had kept a global strategy by standardising the pictures and images
they have used on the websites and the languages used. These same companies also
included local news stories, languages and images on their websites to create an

impression of being local.
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It was also interesting to see how multilingual websites had been created for countries like
Switzerland, Belgium and Canada where there are more than one official languages and
how this difference has been accommodated on the websites. According to Martin (2011
p.281) “English is being absorbed into the French lexicon, creating a hybrid localised
variety. In this respect, Francophone audiences online, as many Web users worldwide,
are being addressed as both global and local consumers. This dual ‘glocal’ identity
enables them to belong to a global community while experiencing the brand through their
own cultural lens”. One can also see from the analysis that a lot of companies seem to
depend on the use of English on both their corporate websites and most of their country
specific websites. A lot of the companies studied had language options so users can
switch to other language versions of the website which makes it easier for people to use
the website. It was also identified that while translating, some companies pay attention to
language politics and consider the fact that some countries are multilingual and this is
reflected on their websites. The use of regional websites for language groups and
geographical groups was identified and it was noted that the language that was mostly
used on these regional websites was English. These findings indicate that English is

playing a symbolic role as well as a communicative role in these companies.
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CHAPTER 6. CULTURAL AND DESIGN ANALYSIS

6.1 Introduction

This chapter details information on the cultural and design features of the websites
studied with the aim of understanding the degree and nature of localisation on these
websites. It also provides a quantitative and qualitative analysis of the websites studied
and sets the scene for the more detailed analysis carried out in the sub sections that
follow. An analysis was carried out to determine the number of country specific websites
(if any) that each company has, the language that each company uses on its main
corporate website and the website design strategies that are used on the different country
websites. The analysis carried out on all country specific websites was based on the
visual communication (content) features on these websites. According to Wirtz (2006),
“visual communication on websites is expressed through layout and the use of images,
photographs, and animation”. Eristi (2005-2009 p.121) further adds that “Visual
information, images and symbols are the elements consisting of logos, pictures, graphics,
photographs, videos, animations, and simulations that cultural meanings and information

can intensively be formed”.

The visual analysis involved both cultural content and design features of the websites.
According to (Robbins and Stylianou 2003), generally, content features such as the
images and texts used on websites are used to create a corporate image and help
strengthen relationships with a corporation’s constituent groups. This would maybe be the
same with the design features of these websites and this is what the analysis in this
chapter also sought to identify. There are some aspects of websites which were expected
to be interpreted the same way across cultures (emic) and some aspects which were
expected to be interpreted differently in different cultures (etic) (Abraham 1996). The
research as presented in this chapter attempts to define what these emic and etic aspects
of the websites are. For the companies who adapt communication on their websites to suit
the local cultures, this research aimed to identify and understand how and what strategies
they used to achieve this. The initial analysis was a review of all the websites studied to
identify content and design features which were then used as a basis for analysis. The
analysis was carried out based on the framework identified in Section 4.4.2 which is a
hybrid of theoretical frameworks of Edward Hall, the GLOBE researchers, Geert Hofstede

and the researcher’s adapted criteria to suit the Oil and Gas industry.
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6.2 Availability of Country Specific Website/Domain Name

Having a country specific website is an indication of the extent of the localisation and
would give a good insight into how each company has localised its websites to meet the
needs of their various users. It also demonstrates an attempt by the companies to make
the websites easily accessible to the users. Evidence that websites are localised could be
said to be in the ease of access to other language and country specific sites. The first
analysis was therefore to check for the availability of country specific websites and their
accessibility through their own URL. A country specific website in this context refers to
websites that have domain names that are specific to the country within which they are
operating and mostly also specific to the local language for which they were created for.
According to Hillier (2003 p.4), “when different language versions of a site are presented
separately, they usually have their own domain name”. It was therefore expected that
there would be different language versions and some country specific domain hames. The
analysis was carried out to identify the number of websites for each company that had
URLs modified to match the specific country. The findings are as listed in Figure 64 below.

The analysis identified that the company with the most number of country specific websites
was Shell with 54 websites, closely followed by Bureau Veritas with 45 websites. ENI and
the RPS Group have only one each out of its country specific websites having a country
specific URL. Lukoail, on the other hand, despite not having a very large number of country
websites overall, had the highest number with all its country specific websites having their
own unique URL which is specific to the country. It can however be argued that the Lukoil
websites all have a URL because the company only operates in a strategic number of
countries, according to its website, and therefore has limited cost in terms of number of
websites. Overall, the Lukoil websites, Shell websites and Bureau Veritas websites

indicated a limited degree of localisation.
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Company No. Countries

Name

BP 2 Georgia, Germany

Bureau Veritas 45 Australia, Austria, Belgium, Brazil, Chile, China, Colombia, Croatia,
Czech republic, Denmark, Ecuador, Estonia, France, Finland, Germany,
Greece, Hungary, India, ltaly, Japan, Kazakhstan, Latvia, Lithuania,
Mexico, the Netherlands, Norway, South Korea, Peru, Poland, Portugal,
Romania, Russia, Serbia, Slovakia, Slovenia, Spain, Sweden,
Switzerland, Taiwan, Thailand, Turkey, Ukraine, United Kingdom,
Venezuela, Vietnam

Chevron 11 Angola, Australia, Bangladesh, Brazil, Bulgaria, Canada, Indonesia,
Lithuania, Romania, Thailand and Ukraine

ConocoPhillips 6 Canada, China, Norway, Australia, Poland, United Kingdom

Dong Energy 6 Denmark, the Netherlands, the United Kingdom, Sweden, Norway,
Germany

ENI 1 Spain

ExxonMobil 14 Canada, Germany, Egypt, France, United Kingdom, Poland, Finland,
Sweden, Turkey, Russia, Mexico, USA, China, Thailand

Fugro 17 Austria, Belgium, Brazil, Canada, China, Egypt, France, Germany, Hong
Kong, Italy, the Netherlands, Norway, Pakistan, Singapore, United
Kingdom, Vietnam, Japan

Lukoil 8 Ukraine, Romania, Belgium, Lithuania, Bulgaria, Belarus, Serbia, Italy

OMV Group 11 Austria, Czech Republic, Germany, Hungary, Slovakia, Romania,
Slovenia, Serbia, Bulgaria, Turkey, Norway

Perenco 6 Brazil, Democratic Republic of Congo, Gabon, Guatemala, Peru, United
Kingdom

Petrobras 2 Argentina, Brazil

RPS Group 1 The Netherlands

Shell 54 Argentina, Australia, Austria, Belgium, Brazil, Bulgaria, Canada, Chile,
China, Czech Republic, Denmark, Dominican Republic, Finland, France,
Germany, Greece, Guam, Hong Kong, Hungary, Iceland, Indonesia,
Ireland, Iltaly, Japan, Kazakhstan, Luxembourg, Malaysia, Mexico,
Netherlands, New Zealand, Nigeria, Norway, Oman, Pakistan, Philippines,
Poland, Puerto Rico, Qatar, Russia, Singapore, Slovakia, Slovenia, South
Korea, Spain, Sweden, Switzerland, Taiwan, Thailand, Turkey, Ukraine,
United Kingdom, United States, Venezuela, Vietham.

Talisman 1 United States

Technip 1 Portugal

Figure 64: List of Country Specific Websites
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Another observation in this analysis is that there does not seem to be a preference for the
creation of country specific websites for any particular country or region. The majority of
the countries with country specific URLs are in the European area which is not surprising
considering that Europe is the most linguistically diverse continent. However, considering
the linguistic diversity, one would expect the companies to have a country specific website.
The analysis identified that there does not seem to be any trend that is easily identifiable
or any trend which tends towards a strategy that is particular to the industry. The strategy
of each of these companies and the areas where they carry out the majority of their
business definitely has an impact on the number of websites they have and even the
country websites they choose to create. This analysis leads to the next section which is
aimed at identifying whether this country specific websites are also language specific. If

they are, then it shows a company’s commitment to localisation to some extent.

6.3 Grouped or Regional Website Strategy

The findings from the website analysis revealed a trend towards companies creating
websites for language zones or ‘locales’ as they are known rather than for countries.
According to Singh and Pereira (2005), global companies were most likely to use countries
as a basis for segmenting their target markets. However, this research identifies that the
boundaries for this segmentation, especially in the Oil and Gas industry, are gradually
changing towards the use of language as a basis for segmenting markets. According to
Dor (2004), “speakers belong to a language zone on account of their linguistic
preferences, regardless of whether their language is the national language of the nation-
state they live in”. In some cases, internet end users were all grouped under the same
language regardless of geographical locations and cultural similarities. Companies
sometimes use a variety of language strategies in order to reach their target population
and one of these is the use of a singular language or website to reach a target group of
people. This may be because of the size of the company, the fact that the product type
across the regions is the same and the economic implications of creating multiple websites
when the companies can create a single website for several countries (Shin and Huh
2009). This research does not cover the effectiveness of this method or the usefulness of
this strategy to the companies; however, it identifies instances where this strategy has

been used on these websites.

The analysis identified that In the process of trying to localise, companies seem to adopt

three possible strategies: the first strategy is the use of language zones or common
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languages on websites. The main possible motivation for using this first strategy could be
the economic, which means that the company can use one singular website to serve
several countries who share the same language as it might be far too expensive to localise
into every single language spoken in a country. The disadvantage of this is that spoken
languages have variations; and a singular language on the grouped websites would have
to be the ‘standard’ written version of the language. Also, the grouped websites would
most often than not have no culture specific content but just include general information.
The second strategy is that the companies might have country specific websites with the
possible motivation being the intention to localise websites to suit the target users. The
advantage of this is that each country will have a dedicated website which would most
likely suit its language and culture needs. The main disadvantage of this is the cost that
the company would incur in order to create websites for the different language groups and
cultures. The third and final strategy is a combination of the first and second strategies. As
a result of these differences that might exist on company website strategies, it was
therefore important in this research to identify instances of a grouped or regional website

strategy on the company websites.

Some countries have language policies and a certain language or languages which are
recognised as the main language for business communication. In Switzerland for instance,
four languages (Italian, Romansh, French and German) are recognised, in Belgium three
languages (French, Dutch and German) and in Nigeria, although three languages (lgbo,
Yoruba and Hausa) are identified as the main languages, these languages are mainly
used in written communication while English still plays the role of being the main language
of communication in official settings. The choice of English as the main language of
communication on most of the websites studied is presumably for economic reasons as
the majority of the website users will speak and read English rather than the other

languages.

The findings from the grouped website strategy can broadly be categorised into two main
categories. The first category is an example of the first strategy discussed in the previous
section which consists of the websites grouped according to language and the second
category consists of the websites grouped according to location. As detailed in Figure 65,
some specific websites have been used by some of these companies as a singular
website to cover particular countries, regions, language zones and continents in some

instances and the reasons for using this method may vary according to company.

176



Company | Regional/Language specific Language | Areas covered
website address on site
Exxon http://www.mobil.com/AP-English- English Asia Pacific
Mobil LCW/default.aspx
RPS http://www.rpsgroup.com/Australia-Asia- English Australia and Asia Pacific
Group Pacific.aspx
Fugro www.fugro.sg English South East Asia and Malta
www.fugro-africa.com English Africa
BP www.bp.com/middleeast English Middle East (Oman,
Kuwait, Saudi Arabia)
www.bp.com/africa English Africa
Bureau www.bureauveritas.com/fr French Covers French speaking
Veritas areas both in Africa
(Algeria) and Europe
http://www.bureauveritas.com/wps/wcm/conn | English Bahrain, Egypt, Iraq,
ect/bv_com/Group/Home/Worldwide- Jordan, Kuwait, Lebanon,
Locations/Middle East/ Oman, Qatar, Saudi
Arabia, Syria and the
United Arab Emirates
http://www.bureauveritas.com/wps/wcm/conn | English All African countries
ect/bv_com/Group/Home/Worldwide-
Locations/Africa/
http://www.bureauveritas.com/wps/wcm/conn | English South East Asia (Brunei,
ect/bv_com/Group/Home/Worldwide- Indonesia, Malaysia,
Locations/South_East Asia# Philippines, Singapore,
Thailand and Vietnam)
www.bureauveritas.com/ar Spanish Covers Spanish speaking
areas in South America e.g.
Argentina, Bolivia,
Paraguay)
www.bureauveritas.com/au English Covers New Zealand, Fiji,
Australia
www.bureauveritas.com/in English Indian site covers Sri Lanka,
Bangladesh
http://www.us.bureauveritas.com/wps/wcm/c | English Bureau Veritas US page
onnect/bv_usnew/local services North America
(Barbados, Bahamas,
Bermuda)
Technip www.technip.com/en/middle-east English Covers Iraq, Qatar, Saudi
Arabia, UAE and Dubai
www.technip.com/en/asia-pacific English Covers China, Indonesia,
Malaysia, Singapore and
Thailand
Talisman | www.talisman- English Peru and Colombia
energy.com/operations/latin_america
www.talisman- English Canada
energy.com/operations/north_america
www.talisman- English Norway and the United
energy.com/operations/north_sea Kingdom
www.talisman- English Papua New Guinea,
energy.com/operations/south _east asia Indonesia, Malaysia,
Vietnam and Australia
www.talisman- English Algeria, Kurdistan Region of

energy.com/operations/other _areas

Northern Iraq and Poland

Figure 65: List of Regional Websites
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http://www.mobil.com/AP-English-LCW/default.aspx
http://www.mobil.com/AP-English-LCW/default.aspx
http://www.rpsgroup.com/Australia-Asia-Pacific.aspx
http://www.rpsgroup.com/Australia-Asia-Pacific.aspx
http://www.fugro.sg/
http://www.fugro-africa.com/
http://www.bp.com/middleeast
http://www.bp.com/africa
http://www.bureauveritas.com/fr
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/Middle_East/
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/Middle_East/
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/Middle_East/
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/Africa/
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/Africa/
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/Africa/
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/South_East_Asia
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/South_East_Asia
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/South_East_Asia
http://www.bureauveritas.com/ar
http://www.bureauveritas.com/au
http://www.bureauveritas.com/in
http://www.us.bureauveritas.com/wps/wcm/connect/bv_usnew/local
http://www.us.bureauveritas.com/wps/wcm/connect/bv_usnew/local
http://www.technip.com/en/middle-east
http://www.technip.com/en/asia-pacific
http://www.talisman-energy.com/operations/latin_america
http://www.talisman-energy.com/operations/latin_america
http://www.talisman-energy.com/operations/north_america
http://www.talisman-energy.com/operations/north_america
http://www.talisman-energy.com/operations/north_sea
http://www.talisman-energy.com/operations/north_sea
http://www.talisman-energy.com/operations/south_east_asia
http://www.talisman-energy.com/operations/south_east_asia
http://www.talisman-energy.com/operations/other_areas
http://www.talisman-energy.com/operations/other_areas

In the first category, one can see that a few websites have been grouped by these
companies according to a linguistic criterion as can be seen from the examples in Figure
66. The company Bureau Veritas group all their French speaking country websites under

one website www.bureauveritas.fr regardless of which continent they are on. This website

is the country specific website for France and automatically acts as the target website for
all Francophone countries including countries like Algeria, Benin, Congo, Cote d’lvoire and
Benin Republic which are in a completely different continent with different cultures entirely.
The sole reason that one can see for grouping these websites on to the website for France
is the fact that these countries share the same language. Another example of this is still
with the same company where they use their country specific website for Argentina which
is in Spanish to service Spanish speaking counties in South America such as Argentina,
Bolivia and Paraguay. Here also, one can see that the main reason for grouping these
websites under this single website is because of their shared language. The contents of
the websites are very generic and not particular to the countries they cover. If anything,
they have more information about Argentina which is the country for which it was

specifically created for.
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http://www.bureauveritas.com.ar/wps/wcm/conne | http://www.bureauveritas.fr/wps/wcm/connect/bv_fr/Local
ct/bv_comar/local /Home/Worldwide-Locations/Afriqgue/Benin
Bureau Veritas Website for Spain Bureau Veritas Website for Benin Republic

Figure 66: Bureau Veritas Website for Spain and for Benin Republic

In the second category are companies that group their websites according to regions. Oil
and gas companies generally tend to divide the world up and their global operations into
regions based on factors such as language zones, proximity or closeness of location and
similarities in work operations/business carried out in the region. In cases where
operations are in one region, the companies may want to use a single language which
they consider ‘common’ to that region as the main language on the regional websites. As

can be seen in Figure 67, some companies have also grouped their website based on
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http://www.bureauveritas.fr/
http://www.bureauveritas.com.ar/wps/wcm/connect/bv_comar/local
http://www.bureauveritas.com.ar/wps/wcm/connect/bv_comar/local
http://www.bureauveritas.fr/wps/wcm/connect/bv_fr/Local/Home/Worldwide-Locations/Afrique/Benin
http://www.bureauveritas.fr/wps/wcm/connect/bv_fr/Local/Home/Worldwide-Locations/Afrique/Benin

proximity or closeness of location. Fugro operationally groups its area of operations into
six regions (Africa, Europe, Middle East & Asia, North America, Oceania and South
America). However, on the web, this company has grouped all its African countries under

www.fugro-africa.com and all its South East Asian countries under www.fugro.sq with

English used as the main language of communication on both websites. The other regions
that are not covered in this grouped strategy have individual websites for most of the
countries in each operational group. This indicates that the choice of a grouped website
strategy is not based on the company’s operational strategy but most likely on the
proximity or closeness of the countries in each group. In this way, proximity or closeness
of location takes priority over linguistic or cultural reasons for grouping the company
websites. The choice of English language on these websites clearly does not take into
consideration the fact that not all African countries have English as their main language
and South East Asian countries also have languages that are specific to each of them. The
main issue here is that in some of these countries, English is not spoken by everyone,
nevertheless, these companies may believe that some or all of the economically powerful
citizens of the country, that is the educated and middle class, will speak English. This
brings about the symbolic dimension of English as a ‘cosmopolitan’ language spoken by a
‘global elite’ particularly in some African countries. Basing the groupings on proximity also

explains why there are no specific cultural references on these grouped websites.

o] S
Fugro S.E.Asia

Survey Services
Subsea Services

Geoscience Services

Shortcuts

www.fugro-africa.com www.fugro.sg
Fugro Website for Africa Fugro Website for South East Asia

Figure 67: Fugro Website for Africa and South East Asia

6.4 Fully Designed Websites and Plain Websites

The analysis in this section was carried out in two sections with insights from secondary
research carried out by Wirtz (2006) which involved a cross cultural analysis of websites
from Hall’s High and Low Context cultures. Low context culture websites were expected to

be richer in text with few images while high context websites are expected to have more
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images and fewer texts. The focus of this thesis was therefore to discuss the extent of

localisation based on these design features and the logic behind the choice of designs.

The first section focused on ‘plain’ websites and the second focused on fully designed
websites. By ‘plain’ websites, the hypothesis was that there are two categories of websites
— those which contain all the design features which one would expect of the ‘full’ corporate
website — the other is a ‘reduced’ version of the former, lacking many of the features of it.
The hypothesis in this section was that the reasons for employing the latter was that it
would be seen as a form of localisation, but the reason for the ‘reduced’ version of the
website could be a combination of cost and the significance of the local areas covered i.e.
they are not considered of sufficient value to merit a ‘fully localised’ version. The design of
any website plays an important role in how users interact with them and with the company.
According to Fan and Tsai (2011 p. 1144), “website design refers to the interface channel
and environment through which the user and the computer exchange information, in order
for the user to view, search, and input information”. It was therefore important to identify

strategies used on the websites to encourage user participation and interest.
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Figure 68: Sweden Country Websites for Dong Energy, Bureau Veritas, Mobil and France
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In the first category, it was identified that over 80% of the websites had a balance of texts
and images. As can be seen in Figure 68, over 50% of the home page is covered with
different set of images, some of which have cultural references, meaning that the images
or content had elements specific to that country and some of which do not relate to the
culture at all. The second category of websites studied were those with few or no images
where it was identified that 20% of the websites had little or no images on them and about
5% had no images at all. This was in contrast to other websites created by the same
companies which were more elaborate. Figure 69 shows two Shell and Chevron websites
which demonstrate the major disparity that can occur between two country websites from

the same company.
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Figure 69: Shell Website for China and Japan, Chevron website for Indonesia and Chad

Figure 69 is one example which negates the concept that the companies may be localising
because of economic reasons. Japan is strategically important to Shell’s operations as

according to www.shell.com, a number of the company’s largest customers are Japanese
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companies. Shell has also been operational in Japan for more than a century and one
would therefore expect that the website would have more features on it. However, it should
be noted that as Japan is a high context culture, this might explain the reason behind not
having many images etc. on the website. The other example which is the Chad website for
Chevron also indicates a huge difference in the level of website content as opposed to
other websites. These findings generally point to the fact that most of these companies do
not want to spend money on creating websites for countries where they do not have a lot
of investment or capital interests which would correspond with the first strategy identified in

the previous section.
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Figure 70: Russia, China and Japan Websites

For Shell, the websites for some of the African countries (Gabon, Madagascar, Mali and
Morocco) and Japan, which are all from the high context culture category had no images
at all on the country websites. This ties in with the expectation of websites in the High
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Context Culture. However, from an economic perspective, these African country websites
compared to the Shell websites for other African countries such as Nigeria and South
Africa where the company has a huge operational base shows a huge difference which
can only be attributed to the operations element of their website strategy. In Nigeria, Shell
is continually discovering and producing Oil and Gas from the Niger Delta and Deep-water
reserves (www.shell.com.ng) and it currently has major projects going on in Nigeria such

as the Bonga Exploration Project. In South Africa, Shell has been active since 1902

according to www.shell.com/zaf and apart from being involved in involved in “the Retail

and Commercial Fuels, Lubricants and Oils, Chemicals, Manufacturing and Upstream

Exploration”, currently co-owns one of the largest refineries in Africa.
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The websites for Shell Nigeria and Shell South Africa (Figure 71) both have elaborate
images on them and slide shows with various images to make it appealing to the users.
This demonstrates the differences that can exist when a company has operational
interests in a certain area. It also highlights that the expectations based on Hall’'s High and
Low Context culture categorisation do not necessarily align with what is applicable in the
Oil and Gas industry as the main focus seems to be on the economic relevance of the

particular country.

6.5 The Use of Standardised Website Layouts

This section focused on instances where the companies have maintained a standardised
website layout on all their country websites. Website layout “means the organization of
content and images in web page, it is a design component that can be described as a
cultural factor” (Eristi 2005 - 2009 p.121). Website layouts, if localised, can be adapted to
meet the cultural needs of target cultural users and used to a company’s advantage.
According to Eristi (2005-2009 p.121), “features like position of buttons, flow direction of
page either horizontally or vertically, and page layout balance of the design
(symmetrical/asymmetrical) etc. as a whole make up the cultural quality of page layout”. It
then goes without saying that if companies adapt these features on their websites, they will
appropriately meet the needs of each target country. Some companies use the layouts of
their websites as a means to maintain a standardised global and unified structure in
various countries. According to Boudreau and Watson (2006 p.35), “global design/global
content implies centralized corporate development with one group developing a single web
site for all countries”. By having a standard global website layout, these companies are
able to maintain the global image of the company while changing the text and contents on
each country specific websites to suit the local audience. There are, then, seemingly two
forces at work in this — on one hand, the imperative to retain a standard layout throughout
all the company websites which is primarily determined by the desire to promote a unified
corporate identity, and on the other hand, the imperative to move away from this to allow
adaptation of websites to suit the relevant cultures of the websites they are created for.

This indicates a ‘glocal’ phenomenon on these company websites.

The analysis in this section was carried out in two parts. The first part involved studying
trends of layout standardisation across the different country specific websites. The
websites were analysed to identify instances where layouts had remained the same across

countries with variations in content to reflect particular local issues and issues that are
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sensitive to the companies. The second part of the analysis was carried out to determine
the trend towards standardising images on the websites across the different country

specific websites.
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Figure 72: Perenco and Shell Websites

In the examples in Figure 72 which are websites for Perenco and Shell, one can see firstly
that the websites are very similar in structure and the layout is the same for most of their
websites. The structure of the website has been designed in such a way that text does not
overlap, there is a sense of space and white space is also used constantly to highlight
where a particular text or group of information ends and where the other begins. The texts
also seem to be grouped into visible or sometimes invisible boxes which give it a very
structured layout. The fact that the spaces are highlighted in white makes it easier for one
to know which text belongs to which section. It can be seen also that there is less
ambiguity, an attempt to make things as clear as possible and the websites are easy to
navigate. This finding is similar to Wirtz’s (2005) findings during her analysis of McDonald
websites and what she classed as a logical, linear thinking pattern.
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The analysis revealed that websites for most of the companies studied have the same
layout which shows the preference of these companies to preserve a standard global way
of presenting themselves and their global corporate identity. Out of the companies studied,
websites for Perenco, OMV Group, Shell, Dong Energy and Petrobras all have the same
layouts across the different country sites. The first set of websites chosen for analysis are
the Perenco websites which present a good example of how companies use the same
layout while changing the contents to suit the particular country. Despite the fact that there
is a standard blurb on both pages giving an insight into the company’s business, the
websites seem to have been adapted to suit the specific countries they were made for.
The images, news stories and texts on each of these pages have been modified to suit the
target country. On the second set of websites which are for Shell, one can see that they
have the same format although language, content and news stories have been varied to

suit each country.

According to Shneor (2012 p.357) “more collectivistic societies may be content with
standardized service formats serving large groups of people. Such cultures may be less
demanding in terms of having market-specific sites dedicated to their own group”. One
major observation from this analysis was the fact that most of the companies studied
retained the same layout regardless of whether the website was created for a low or the
high context country. This shows that the trend in Oil and Gas industry websites is not
towards any particular culture but looks more like the company’s deliberate decision to
keep the layouts the same across the board is to show some uniformity through the
company. It is also less expensive and time consuming to have these standardised
formats which are slightly modified to suit each specific country. Culture is therefore not a
major factor in determining whether a standardised website layout is used or not. It seems
the most important factor is the desire to retain a standard layout for purposes of corporate
identity, and possibly for economic reasons. Within this standard layout, however, the
companies maintain smaller boxes which are ffilled up’ with locally relevant text and
images in order to reflect local content. The layout structures used could also be a big
advantage to these companies as according to Wirtz (2006 p. 282), “logical, linear
thinking patterns would imply linear navigation throughout the site, with a consistent layout

throughout the pages of the site, thus promoting a structured and timesaving quality”.

The second analysis was carried out to identify instances where the companies have
standardised the images used on their websites. That is, instances where they have used
the same image on different country specific websites. Different companies use different

images on their websites and while some go on to have website images and symbols that
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are relevant to the culture of the target users of the websites; some just use standard
images for all their websites. This research tried to identify and understand images were

used and how they were used in each location.
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Figure 73: Technip and Dong Websites

As seen in Figure 73, some companies displayed the tendency towards the use of a
particular image across their different country specific websites. Dong Energy for instance,
had the same image on their websites for Sweden and the United Kingdom. Technip had
more instances where they used one particular image across several countries. The first
example is the image used on the Technip Azerbaijan country website which is also used
on the websites for Finland and the regional website for the Asia Pacific region. The
second image on the country specific website for Angola pictures two workers on a
worksite and this image is also used on the country specific websites for France, India,
Nigeria and the United States of America. One can see from this last set of image
representation on the various country websites that the images are not particular to any
specific region or set of countries but seem to be used randomly among the company’s

country websites. According to Halsall (2012), for the corporate media, including corporate
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websites, brand symbols and logos, communication artefacts such as company reports
and documents, and advertising campaigns, cosmopolitanism can be conceived of as the
necessity for the corporations of projecting a corporate image as a world citizen, which can
be seen to have two dimensions: the global reach of the corporation, and its sensitivity to
the national and local cultures in which it operates. The combination of both the global
reach of these companies and the local sensitivity to the people the websites are created
for was termed as “glocalization” by Koller (2007) in her study of the branding strategy of
the HSBC bank.

6.6 Colour Use on Websites

This first part of the analysis was carried out on all the country specific websites in order to
understand and identify specific cultural features. This involved an in depth analysis of all
the websites studied for areas such as colour use, logos, local news and local promotions.
One of the main criteria in this section was to identify the differences in how colours are
used and applied on these websites across the diverse cultural groups studied. According
to De Bortoli and Maroto (2001), colour is the first thing that you notice or see when you
access a website, even before you can understand which language is being used or what
the message says. Colours on websites can be said to have two levels of symbolism: the

first is a culture-specific symbolism and the second is a global or corporate symbolism.

The first level of symbolism is global which refers in particular to the use of corporate
colours to symbolise the corporate identity of a company and to differentiate it from others.
According to Caivano and Lopez (2012), colour is a global symbol which renders the
identity of an institution visible. Aslam (2006) further adds that colour induces moods and
emotions and helps companies differentiate themselves from their competition, thus
helping them build an identity. In the case of colours used on corporate websites, there
could be a variety of reasons for each company’s choice of colours. Colours play an
important part in communicating a company’s identity, therefore; the choice of colours
could be based on the need to maintain the company’s corporate identity by choosing and
using colours that are identifiable with the company. Choice of colours could also be based
on the desire to adapt colours to suit the local colour preferences of the company’s target
locations. Caivano and Lopez (2012 p.11) provide a good example of how colour can
affect a company and coincidentally, they use one of the companies studied — Petrobras
as an example. According to their study, the Brazilian company Petrobras, has green and

yellow as its main colours and these colours also make a clear reference to the Brazilian
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flag. When these colours were introduced in the Argentine market, the company had to
make what these researchers call a ‘chromatic change’ to include blue — which is the
colour of Argentina and also the colours used by the company that held the best position
at the time — YPF in order to stay competitive and relevant to the new market they were

venturing into.

The second level of symbolism is the cultural/ local element — which is where colours take
on their specific symbolic meanings within cultures based on historical and in many cases
religious symbolism. Colours have different meanings in different cultures (De Bortoli and
Maroto 2001), (Cyr and Trevor-Smith 2004), for instance, De Bortoli and Maroto (2001)
identified that orange in Asia is positive, spiritually enlightening and a life-affirming colour,
while in the United States it symbolises road hazards and traffic. It is evident therefore that
different colours mean different things in different cultures. There are traditional colours
that are linked to certain contexts. For instance, in most cultures, white symbolises purity
and is the traditional colour used at most weddings (De Bortoli and Maroto 2001). Kim and
Kuljis (2010 p. 257), also mentioned in their research that “in Japan, white is a colour that
implies death whereas in Egypt it indicates joy”. The colour black on the other hand
symbolises evil, death and funerals in most cultures while blue is usually associated with
wealth, trust, and security while grey is associated with strength, exclusivity, and success.
Orange on the other hand denotes cheapness in some cultures (De Bortoli and Maroto
2001). Cyr and Trevor-Smith (2004) for instance, in their study identified that Canadians
have a stronger preference for grey colour schemes and Germans show a stronger
preference for blue and also tend to be more sensitive to unappealing colours. Green on
the other hand “is often connected with environmental issues, but it is also the colour of an
American dollar bill — and the colour of Islam” Mantua (2007 p. 1). Cyr and Trevor-Smith
(2004 p.15) in their research also found that the Japanese use the colour red twice as
much as do Germans or Americans and Japanese websites use other colours such as

yellow, green, blue or purple more than the expected use of a large percentage of red.

To further understand the impact and uses of culture, it was relevant to refer to the colour
chart below from Barber and Badre (1998). This colour chart has been used as the basis
for many studies carried out on colours and how it ties into culture especially on websites.
Using the colour-culture chart below as a basis for analysis, this research focused on
country specific websites of five countries as listed in the chart (China, Japan, Egypt,
France and the United States). The analysis was carried out in two parts. The first was a

detailed analysis of all the websites to determine the trends in colour use while the second
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was an analysis to determine to what extent the companies had adapted the colours used

on their websites to suit the local colour preferences and culture.

Color China Japan Egypt France United States
Red Happiness Anger Death Aristocracy Danger
Danger Stop

Blue Heavens Villainy Virtue Freedom Masculine

Clouds Faith Peace
Truth

Green Ming Future Fertility Criminality Safety
Dynasty Youth Strength Go
Heavens Energy

Yellow Birth Grace Happiness Temporary Cowardice
Wealth Nobility Prosperity Temporary
Power

White Death Death Joy Neutrality Purity
Purity

Figure 74: Symbolic Associations with Colour (Barber and Badre 1998)

6.6.1 Corporate Colour use on Websites and Images

The first part of the colour analysis was a detailed review of all the websites to find out
similarities in colour schemes and the use of the corporate colours. It was important to this
research to know if the colours that are used vary across regions or countries or if the
colours used remain the same throughout the country specific websites. It was also
important to know if the colours used were mostly synonymous with the corporate colours.
This is because, corporate colours if localised, can take on local meanings and
symbolisms on company websites. The corporate colours referred to in this section are the
colours that are synonymous with the company such as colours that feature on the
company’s logos. According to Eristi (2005-2009 p. 121) “color is one of the elements with
varying meanings among cultures, and culture can be clearly reflected in a web site
through use of it” and in web page design, “color should be selected with regard to
satisfaction and expectation of user and the significance of the color to him/her”. However,
it seems that the symbolic, branding function of colour might take precedence over the
‘local’ cultural symbolic function for most oil and gas companies. From all the websites
studied, 99% of the websites mainly featured company colours on their website and only
1% of websites featured colours that were not synonymous with the company but more
specific to the culture. This finding points towards the importance of the branding function
and the likelihood that company headquarters would provide a colour scheme to each

local company or country who then create their local web pages in accordance with the
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colour standards/template provided by headquarters. This template is then sometimes

updated with specific local content and pictures to reflect the local culture.
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Figure 76: High Context Country Websites

An analysis was carried out on websites from the High Context and Low Context culture

category and these included websites from Egypt, China, Japan, France and the United

States of America (Figure 76 & 77). These websites had a few prominent colours on the

home page and no colour in particular stood out from the rest. On websites of both High

Context and Low Context cultures, the colours used on the websites related to the

corporate colours rather than a conscious attempt to localise the website’s colours to suit

the culture.
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Figure 77: Low Context Country Websites

The findings in this section align with previous studies on colour use on websites (Kim and
Kuljis 2010, Chao et al. 2012) which found that the colours used on websites were not
culturally customised but were used for different purposes as required by the company.
For these companies, the uniform, symbolic branding function of colour takes precedence
over others and there is a standardised use of corporate colours across the websites
whether in the high or low context country websites. One can therefore conclude that the
use of a standardised template and colour scheme indicates that these companies want
uniformity in the presentation of their websites. This desire to have a standardised website
clearly indicates that the companies still want to be seen as global companies by
maintaining their global standards in their colour schemes while maintaining the local
nature of the company through the contents of the websites. This is however expected
considering the importance of visual identity and corporate image to any company
operating at this multinational level. For these companies, communicating with a global
audience and having a recognisable colour scheme helps in the promotion and recognition

of their business and corporate identity by a global audience.
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6.7 The Use of Company Logos

According to Shin and Huh (2009 p.289) “even when corporations adopt a localized
approach, they still want to maintain a consistent brand image and unique identity across
the world”. Logos are a means to promote this brand image and to allow consistency
among all the websites and can refer to a variety of graphic or typeface elements, ranging
from logos that include word marks or stylized letter marks, to logos that include pictorial
marks (Henderson and Cote 1998). Most companies spend a lot of money and time on the
creation of their company logos and therefore see it as an important design feature on
their websites - both locally and globally (Van Riel and Van Den Ban 2001). Logos are
instantly recognisable when used in a variety of spheres and can add or make a huge
financial impact in any company’s promotional activities as well as serve as a symbolic
feature on websites (Balmer 1998). Logos generally are a commercial marker of a
company’s identity and would normally be used to present the image that the company
wants the stakeholders to see (Van Riel and Van Den Ban 2001). However, if the logos
are the same or standardised throughout all the country specific websites, then the
companies are still trying to maintain a global image.

The first analysis was carried out on all the websites to identify how many had the
company logos on them. All the country specific websites for each company were
analysed in this section and it was identified that over half of the country specific websites
had the company logo on them regardless of location while the other half had no
representation of a company logo. As for companies like Shell, logos are a major part of
their branding and this was demonstrated on their websites. However, some other smaller
companies may not have seen the logo as a ‘selling’ feature on their website on country
websites because these logos are not instantly recognisable. The location of the logos on
each of the companies differed and was more specific to the design pattern of the
company website. The Chevron websites for instance featured the company logo on the
left hand corner of each country specific site as can be seen from the Chevron web page
listing in Appendix 8. The Fugro and Perenco websites also had the company logo on the
top left hand side of each of its country specific websites. For these websites mentioned
and even for the websites of the companies that did not use logos on all their websites, the
logos were a fixture on all of their websites and was used as a symbol which everyone or

most people could identify with.
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Figure 78: Cross Section of Websites

The second analysis was to identify ways which these companies use their logos on
websites. For major multinational companies such as Shell or ExxonMobil, instant
recognisability could act as one of the main elements of symbolism present on the
websites as their company logos are known globally and are instantly recognisable by any
regular user of their products. For a company like BP, for instance, who changed their logo
in line with their desire to be known as ‘beyond petroleum’, a chief element in the semiotics
of the brand is how the logo symbolises certain values of the company and also paints a
picture of how the company wants to be seen globally. The logos came in different forms
ranging from logos which were actual images and some which were a more elaborate
representation of the company name. For instance, on the BP website in Figure 78, one
can see that a picture of the logo is on the main page alongside a photo of a building and
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what looks like an image of the logo on the side of one of BP’s office buildings. Therefore
apart from demonstrating a global reach through the use of its logo, the company may also
be displaying local sensitivity by using the image of an office building that people can

identify with locally.

An intriguing discovery while analysing these websites was that some companies
translated aspects of their logos to suit the particular country which the website were made
for. The logos used on the Lukoil websites for Bulgaria and Belarus for instance had been
transliterated to suit the target culture and language. Almost all languages possess a
written form and symbols of various kinds are used to represent the language. For
instance, while English uses the Roman script, Japanese, Chinese, Russian and Korean
use the Cyrillic alphabet (Large and Moukdad 2000). In the analysis, it was identified that
some companies had modified the logos on their websites to use the scripts that pertain to
the country the websites are made for. Examples are the Lukoil Belarus and Bulgaria
websites pictured below where it is presumed that as a Russian company, the logo would
originally have been in the Cyrillic alphabet, with the company coming up with a Roman
alphabet version when they went global. However, in countries which share the Cyrillic
script, the company has retained the original logo which is culturally understood. Also
worthy of note is the fact that Lukoil is one of the largest oil companies operating in
Bulgaria and currently has most of the petrol stations and a refining presence in the
country. This presence in Eastern European countries, together with the importance of

having the company name comprehensible in the local language is therefore important.

Beerno » Asumenun

—— NYKORN-Evarapus

HYKOM HAYANO 34 KOMMAHWATA 3A LIODLOPH 3 GHIHECA MHOOPMALMA KAPTA KA CARTA EN NYKOWN Benopycens

aYKORN

Cero A3 TosapunycrTn  OMORS TOPORMS sl peqickesys  [opias Mas  KokrakT

Hosocrn

14062013
[T p—

Lukoil Bulgaria Website Lukoil Belarus Website
http://www.lukoil.bg/ http://www.lukoil.by/
Figure 79: Lukoil Bulgaria and Belarus Websites
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Another example was the Fugro website for Saudi Arabia (Figure 80). As can be seen, the
name and logo of the company has been slightly adjusted to tie in with the culture of the
target country. Arabic employs a non-Roman Script and is used by “Farsi, Kurdish, Malay
and Urdu” (Large and Moukdad 2000 p.50). To present a website that is culturally
acceptable and understood by these users, the company decided to use the Arabic script

and also to help promote the company’s identity as it is fairly new in the area.

Fugro - Suhaimi Ltd
I

Fugro Saudi Arabia Website
http://www.fugro-suhaimi.com/
Figure 80: Fugro Saudi Arabia Website

In both examples mentioned in this section, simply using the company names as written in
the Roman alphabet would not have worked as it does not fit or make sense in the
language or the culture of the country the websites were made for. This finding ties in with
existing literature by Chan and Huang (1997) who identified that when it comes to brand
names, there are limits to standardisation because of the nature of some languages, which
because it is so different, companies have to modify the company names in order for it to

be understood by the users.

6.8 Representation of Local Content Information

Local content is a huge factor in the Oil and Gas industry in recent times and is very
relevant to this research because it is now a legal requirement for operating in some
countries. According to Tordo et al (2013), policy makers in these countries are trying to
obtain the greatest benefits for their economies from the extraction of these resources by
designing policies such as the local content policy. The aim of having a local content policy
in place is mainly to extend and expand the benefits of Oil and Gas activities for the
national economy (Esteves, Coyne and Moreno 2013). The analysis of website features on
this site therefore identified instances where this concept of local content was
demonstrated. The main focus was on how companies have demonstrated their activities
to improve the lives of the local population in the areas they operate specifically relating to

the regulatory local content requirements.
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A company that demonstrates distinctly the implementation of local content
requirements on their websites is the Shell country website for Qatar. As discussed
earlier in this section, there is a lot of pressure on Oil and Gas companies to
localise their activities, to employ local staff and to demonstrate their achievements
in the country in which they want to do business. As seen in Figure 81, the Shell
Qatar website has a separate section for what it calls ‘gqatarization’. Although this
research was carried out on only the country home pages, it was important to click
further to understand what the company was trying to represent in this section. As
the name ‘gatarization’ implies, this section led to a full page displaying what the
company’s current development activities are in Qatar and what the company has
put in place to train local staff. For Oil and Gas companies to operate in certain
countries such as Qatar, there is a need for the local content requirements to be
met and this explains why the company has put a lot of emphasis on displaying
this on their website. However, it was ironical that despite the emphasis on trying
to make things more localised; this website was presented in English rather than in
Arabic.

@ Shell in Qatar @ u e here: Home > About Shell > Jobs and Careers > Qatarization

Qatarization

rrrrrrrrr

News about shell’s activities in Qatar, Including the Pearf GTL project.

NEWS AND HIGHLIGHTS.

o qat

0 What s Qatarization?

Shell Qatar Website

Figure 81: Shell Qatar Website

6.9 Representation of Achievements in Local Area

The analysis of the websites identified that the companies are divided between
representing their companies as having a global reach and representing themselves as
being locally sensitive. On the local front, the company’s activities and achievements in
each area were represented on the country specific websites. This included the

representation of new offices that the companies have started up, fundraising events, and
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the number of people who have been employed by the company in the area. The
hypothesis here was that companies which have represented their activities in each
specific location on the country website had carried out a limited level of localisation.
Another reason for trying to represent local achievements on country websites could be
that these companies were aware of having an image problem, that is, that they are being
perceived as a global oil company which comes into a country and exploits the resources,
possibly creating problems for the country e.g. in the case of Shell in the Niger Delta. By
demonstrating the company’s achievement in each location, the companies were letting
the target users feel like the company identifies with them and is contributing to improve
their lives and communities. Oil and Gas companies are particularly sensitive to this now
especially with some countries like Nigeria, Angola and Norway insisting on ‘local content’
and requesting that companies demonstrate what they have done in their country and the
strategies they have employed to improve the lives of its citizens. In this section, all the
country specific websites were again looked at individually for evidence of representation

of company’s achievements.

The examples in Figure 82 demonstrate how these companies have represented their
local achievements and the work that they are carrying out in the local areas. The Shell
Ireland website for instance highlights the Corrib gas project which is currently taking place
in Ireland and provides information to the locales on the project and what is involved. The
BP Norway website also highlights what it has been doing in Norway, the welcome text on
the Norway website reads ‘BP’s investment in Norway continues to grow. Through new
offshore projects and by extending the life of existing fields BP’s plans reach out to 2050”.
This type of content on websites is more informative as the company was mainly trying to
let the locals know the activities of the company, what the company’s current strategy is
and what their long term plans are for the community. The ConocoPhillips website for
China highlights what it has done in the local community via different links to news stories
on the main country page. An example is the news link with the heading ‘ConocoPhillips
commits RMB 1.5 million to support Sichuan earthquake recovery efforts’ along with other
news stories showing the organisational changes that are taking place within the company.
The second type of content identified on their websites was more promotional based and
more likely linked to CSR. In this way, the company is providing both promotional and
informative news stories to the locales in order to present a positive image and reputation

to the local website users.
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Figure 82: Cross Section of BP, Conoco, Shell and Petrobras Websites

The findings revealed that the representation of news stories on the website is not limited
to a particular region or set of countries but seemed to be a strategy to promote the
company'’s activities in each location. In line with findings from this research, some areas
got more attention than others and not all the websites featured local news stories.
However, even ‘basic’ websites like the Shell Gabon website which had no images or
pictures, had information on the company’s activities in Gabon. This could mean that to
this company, appearing to be local is an important factor to how they do business in that
environment and being perceived as local in that country is important. In terms of the
localisation hierarchy identified in this research, although such countries are fairly ‘low’ in
the hierarchy for localisation (as measured, for instance, by the fact that they only have a
‘basic’ website), they are quite ‘high’ in the local sensitivity hierarchy, because,
presumably, if their reputation in these countries is bad, it may not be possible for them to

operate there. These companies therefore have the need to pass on as much information
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as possible to the locals about their activities in the county in order to create a positive

image.
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Figure 83: Shell Gabon and Chevron China Websites

In terms of the theory of the hierarchy of localisation identified in this research, the number
of companies outlining their activities in that country or region outweigh by a large margin
the number that do not outline their activities in the region. Representing the work a
company has carried out in a particular country or area on the company’s website is a way
of showing the local community that it is helping and adding value to their lives. Also, due
to the negative image and notion of insensitivity that these companies have in some
countries, the companies want to show that they are sensitive to the environments they
operate, that they are taking measures to improve the community or country as a whole
and they also want to show themselves as being locally sensitive by demonstrating an

affiliation to the local people on the company web pages.

6.10 Local Promotions

The analysis on all the country websites focused on promotions that are particular to the
target country and promotions entered into with other companies which were only specific
to the target country. An example is the OMV Group website for Hungary which highlights
a promotion that the company is offering whereby, any one purchasing a particular product
gets a bottle of Red Bull. The Shell Luxembourg website also highlighted an offer which
was on for every customer to receive a bottle of Coke. These offers related directly to the

marketing and sales of petrol products.

201


http://www.shell.com/global/aboutshell/contact-us/contact/contact-gabon.html
http://www.shell.com/global/aboutshell/contact-us/contact/contact-gabon.html
http://www.chevron.com/countries/china/

Heme | Kapcsost | Oidaténdp 0NV websisesk iirem vizsso v || ety EIE Shlam Kesstildade Auta FaleConoseo s
OMV Magyarorszagon (1"\4 Shell Brasil
Morgistan . OMV/
MV | Egyéni Ggyfeleknek | Uzlefi igyfelsknek | Termetst
swewt shasit
Tolgallomas | VIVA | SuperShop | Uzemanyagok | OV BIXXOL motorlajok | Autsapalés | e Stolgalatisok | Promécio | Webshop | peares %
vl VOCE + 4 AMIGOS :
— DE FOX NO ROCK IN RIO
2
roddos 8 Savios
sareashal
stellpors
0 Consumidores
D Negédios
O Fomecedores No pais desde 1913, para itand
o e io ambient 100 anos da Shell no Brasil.
O imprensa
o 'NOVIDADES E DESTAQUES PROMOCDES SHELL
D Shell anuncia seu novo CEO
22 0 Promagao *Vocé +4 amigos de Fox no Rock i Rio”
” 0 Promogao "ShellEvolux - Kit Refeicio”
i Beurden scederd P
10 Promagao "Shell V-Power - Instituto Ayrton Senna”
1 Promagao "Shell Helix - Rota dos Extremos”
Nostatia VA cu 0 shell Select - Ofertas do Més
inal_» Tovabbi reszletek
1 Ver todos LINKS MAIS ACESSADOS
= v Fale Conosco Oportunidades e
RELATORIO DE | As EMPregos 100 anos da shes norasit Shell
OMYV Hungary Website Shell Brazil Website
http://www.omv.hu/ http://www.shell.com/bra.html
“ ’ ¢ [ LUKOIL auwars movine rorwaro
@ Shell Luxembourg
FAITES LE PLEIN POUR 35L ET BENEFICIEZ

DE SUPER REDUCTIONS® SUR DES

- LUEMBOURG

— sem: O DE FRAICHELR.
Produts & Services. L Lawa
= The driver SRS B ez seu Wy ..
Loa] - DEUTION 1DEALE POUR REDUIRE
1D Caiére & mplois D DECOUVREZ ICI s OF AN
: Zu:.n:lsuwm
v e rw Limon VOTRE REMISE
S m 1.279 @
PRINCIPALES RUBRIQUES
TELECHARGEZ LA ALE ; Découvrir cette station )
eI E Cartes euroShell pour e REE
professionnels contact shell LubeMatch Cromsser e "'““‘”"")» Puoae
Recherche d "une station Shell Carriéres &
Enp LUKOIL REPREND 9 STATIONS-SERVICE OERAL
DANS LE LIMBOURG ET 1 A QUIEVRAIN
S NEW | HASSELY, GENK (2), KERMT, OPOETEREN, LANAKEN (REKEM), »
ZOMHOVEN, HECHTEL-EXSEL LOMMEL ET QUIEVRAIN.
Shell Luxembourg Website Lukoil Belgium Website
http://www.shell.lu http://www.lukoil.be/fr/index.cfm

Figure 84: Cross Section of Shell, Lukoil and OMV Group Websites

It was identified that for companies such as Shell and OMV Group, the promotions on the
country specific page were particular to people in the target country, which demonstrates
that the company’s promotional activities are targeted. Another example was the Lukoil
website for Belgium where there were promotional offers for Calvin Klein perfumes on
purchase of Lukoil products. This is however in line with marketing principles as according
to research carried out by Shneor (2012 p. 356), “firms may develop sufficient familiarity
with the local culture to be able to adapt its marketing practices and communications to

local needs” and this proved to be no different when it comes to localisation of websites.
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6.11 Sponsorship of Local Events

The analysis in this section was to identify how the companies represented the work they
had carried out in target areas on their websites, ranging from sponsorship of events in the
local area and sponsorship of educational activities. It was identified that most of the
companies represented specific promotion events carried out locally, whether through
images or textual content on their websites. A distinct observation was that most of the
sponsorship events organised by these companies were centred on sporting activities and
events which introduce the subject of corporate sport sponsorship. Global sport
sponsorship has been defined by Amis and Cornwell (2005 p.2) “as an investment in an
individual, event, team or organization with the expectation of achieving certain corporate
objectives in multiple countries”. According to Amis and Cornwell (2005 p.2), Sport
sponsorship has “been used, among other things, as a perceived mechanism for
overcoming some cultural and linguistic barriers, providing direct access to local media,
and providing corporate hospitality opportunities”. This gives a background and provides
the rationale behind the choice of the Oil and Gas sector. It can be seen that although
most of this research which these authors refer to or which are used as the background of
their study are in the retail industry, their findings relate to the Oil and Gas industry.

Sports has a ‘glocal’ symbolism in that, on one hand, motor sports, for instance, are global
in significance - they are carried out everywhere and are associated with global brands
and companies. On the other hand, they are local as they are also played by national
teams or individuals with national affiliations therefore representing a good example of
‘glocal’ symbolism. Motor sport can therefore be said to be the ‘ideal’ type of ‘glocal’
symbolism for the Oil and Gas industry as not only is sports played around the world, it
also has symbolic associations with an elite product — cars. Apart from this, motor cars as
a symbol in the Oil and Gas industry, combine technical elements such as engineering and

also use a product of the Oil and Gas industry — petrol/oil for its operations.

The fact that Oil and Gas companies primarily provide sponsorship of sporting activities
and competitions might also serve to explain the reasoning behind why most of the
celebrities used on the company websites are from the sporting industry (motor racing to
be precise). According to Amis and Cornwell (2005 p.2), “sport has been lauded by
practitioners and scholars for its ability to both transcend national borders and achieve
local resonance”. This is because of its ability to transcend both the local and global

cultural spheres. These companies have seemingly capitalised on this symbolism of the
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sporting industry and used it to penetrate the local markets and to give a sense of being
locally relevant. The choice of the sporting industry could also be because the industry
“represents one of the most significant remaining institutional sites for popular cultural
recognition and acclaim of exceptional performance and prowess, if not the most
prominent context in which the deeds of participants continue to retain authenticity” (Smart
2005 p.9).
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Figure 85: Cross Section of Shell, BP, Chevron and ENI Websites

The most significant point of Smart’s (2005) theory on the sporting industry is the element
of popular culture; sport is the ‘crossover’ between the world of science and engineering
which they inhabit and popular culture. The other element is that of exceptional
performance and prowess which stands as a sort of metaphor for the activities in the Oil
and Gas industry. This notion of credibility, i.e. trying to improve their image through
associating with popular culture is another subject on which these companies are

capitalising on. That is, by using celebrities that are known, convincing and believable on
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their websites will in turn make the local people have more confidence in them. The
crossover by these companies to popular culture could also have the function of ‘softening’
the perceived ‘hard’ image of oil and gas companies in the minds of people. This hard
image has been as a result of the perceived insensitivity by the companies towards the
local environments and populace due to environmental issues that have been associated
with the operations in the Oil and Gas industry. These companies are therefore trying to
soften this image by using symbolisms on their websites that the local populace can
identify with.

6.12 The Use of Animations or Multimedia on Websites

Most multinational companies in the current market tend to use animations or slide shows
(multimedia) on their websites in order to create the effect of a human presence on the
websites. According to Wurtz (2006 p. 283), “these effects—such as multimedia, flash
animations, and interactive functions—have the potential to provide a sense of human
representation or interaction”, in other words, give them a human image/face. An analysis
was carried out on all the websites studied to determine the extent to which multimedia is
used on country specific websites and the images contained on the websites.

The first observation was that, as opposed to websites in the retail industry which
predominantly feature animations, companies in the oil and gas industry seem to be
reluctant in their desire to use animations on their websites. This could be because the use
of animations by large multinational companies may be perceived by users as being
unserious and unprofessional. This is exactly what the Oil and Gas industry is trying to
move away from because, as explained previously, they are trying to soften their corporate
image and to present a positive image rather than being portrayed as being locally
insensitive. What was noticeable also is that most of these companies have instead
adapted the use of slide shows on their websites and in so doing, showcase several things
that are happening within the companies. Another observation was that visual identity and
style were more important and the images were more focused on trying to standardise the
way the websites look rather than trying to tailor it to suit a particular culture. The images
are focused on the business and its people, they highlight what the company has
achieved, construction work that is currently being carried out, the company’s successes
over the years, work sites (rigs and equipment) and office work environments. An example

is seen in Figure 86:
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Figure 86: Chevron Angola Websites (http://www.chevroninangola.com/)

While some companies had a lot of animations on most of their country websites, other
exceptions to this trend were the websites with little or no multimedia images on them.
ExxonMobil for instance had only one website with multimedia images on it which was the
website for China. The others were just standard web pages without any multi media
images. Although the country website for ExxonMobil China is in Chinese, there are a few
multimedia slideshows centred on the signifiers associated with China and the products

that Mobil as a company offer.
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6.13 Representation of Managerial Expertise

In this section, the researcher has carried out a detailed analysis of the websites to
determine the extent to which managerial and more senior people within the company are
represented. The analysis in this section provided a background for understanding the
instances of formality and informality within these companies. It also provided an
understanding of the kind of people that are represented on these company websites and
if there are any significant patterns of the representation of certain kinds of images. The
analysis was carried out on two levels. Firstly, the websites were divided into high and low
context country websites according to Edward Hall’s analysis for a better understanding of
the cultures which they belong to. The second level of analysis was carried out using
Geert Hofstede’s theory of High and Low Power Distance. According to Singh (2002 p.
43), Societies high with Power Distance e.g. Egypt, India and Nigeria, accept power
differentials and hierarchy in the society and are low on egalitarianism. They would
therefore be expected to have more representations of managers on their websites or

messages from the Managers or CEO’s as these represent figures of authority.

All the websites were analysed to identify which ones had a message from the CEO or
Senior Manager on the company’s home page. The analysis identified that only a very
small percentage had a manager or a message from a manager on the websites, be it
global or local. The first example seen in Figure 87 below is the ConocoPhillips Russia
website which has a message from the company’s President for the Russia and Caspian
Region on its home page. Although not Russian, this individual is definitely the most
important person in the company for that region and therefore an element of high power
distance is observed. The exception to the ‘no managers’ principle seems to be that they
do want to portray individuals who are responsible for their operations in those areas —
whether they are ‘locals’ or not. This is a display of another element of the ‘local sensitivity’
image they are trying to portray by showing named individuals in the belief that the locals
do not take them to be faceless corporations with no one to hold accountable locally if
anything goes wrong. Not representing a local manager on the websites shows that there

is not a significant level of power control demonstrated on these websites.
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Figure 87: Cross Section of Conoco, BP and Shell Websites

When the initial analysis of these websites was carried out, Shell had no representation of
a Manager or a CEO on their websites. However, by the end of December 2013 when
further analysis was being carried out, Shell now had a message by the company’s CEO
on their website describing his experiences as CEO and his plans for retirement — this
gives a ‘human’ perspective. This goes a long way to demonstrate the changing faces of
these websites and also shows the difficulty sometimes in classifying them in groups as
the images and contents of their websites change depending on what is happening within
the company at any given time. This also shows that the decision by Shell to move from
having no manager representation to having a manager representation and message on
their website might indicate that they are aware of an ‘image problem’ that they need to

overcome.

208


http://www.conocophillips.ru/
http://www.deutschebp.de/
http://www.shell.com/

6.14 Representation of Technical Expertise

An analysis was carried out on all the country specific websites to understand how these
Oil and Gas companies represent their expertise on their country specific websites. As a
major reason for having websites is for promotional reasons; these companies used their
websites to promote elements of their technical expertise. Oil and Gas companies want to
be perceived as being technical experts in the field and in turn, make it easier for the users
to trust them and their products. This is because expertise is an important factor in most, if
not all Oil and Gas operations around the world. As a result of the events such as the
Deepwater Horizon disaster in 2010 and other disastrous events which have occurred due
to activities of the Oil and Gas industry, these companies now want to reinforce their
expertise in the eyes of the local public by representing this on their websites. This is
particularly because local populations have now become more aware of the dangerous
nature of some of the activities carried out in this industry. Expertise can be represented
through various ways such as client recommendations, the representation of their
equipment and products, the representation of experienced people on their websites and
many more. As far as this research is concerned, the discourse of ‘expertise’ has two main
sides - the people side which is communicated by the representation of employees on their
websites and the equipment side which is represented by the use of images of specialist
equipment on their websites. This research focuses on these two main sides of the

representation of expertise.

The analysis revealed that these Oil and Gas companies mainly used their employees on
the company websites to represent or show that they are experts in what they do. The
websites studied featured images of employees either in groups or working alone
particularly on work sites. Out of all the websites studied in this section, over 90% of the
websites featured employees of the companies. These employees were mainly featured
on work sites, that is, employees on rigs, carrying out work activities in the workshop and
with slogans that indicated that the employees were happy and experts in what they were
doing. This shows that these companies are more focused on using their staff to
demonstrate their relevance to the local community. Some examples can be seen in
Figure 88.
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Figure 88: Cross Section of Talisman, Bureau Veritas, Shell and Chevron Websites

The representation of employees mostly on the work sites also shows hardworking happy
employees which gives the feeling that the company is a great place to work. The pictures
of employees on the home page gives the impression of employees who are dedicated
and committed to carrying out their jobs effectively and safely. This ties in with what was
explained earlier on in this section that following catastrophic events such as the
Deepwater Horizon blowout and the BP Macondo well blowout, Oil and Gas companies
now have a greater need to reassure the local public about the expertise of their
employees. Therefore, there seemed to be more representation of informality by
representing happy and dedicated employees than formality by representing managers or
people with a high standing within the company. In other words, the companies see the
need to show themselves as being corporately responsible by using more images of

‘expert’ personnel on their websites.
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The second section of the analysis identified that a lot of the company’s country specific
websites used images of work sites (pipelines, oil rigs, etc.), drilling rigs and their
equipment on their website. These are signifiers that are particular to the Oil and Gas
industry and the message these companies are trying to pass on to the website users is
that they are an experienced company and have a good track record on the technical side
of the business. The companies are also using these signifiers on their websites as a
reminder of the company’s activities and products. Although most of the companies
studied had images with one or more of these signifiers on their websites, there were a
few exceptions with no technical representation or signifiers on their country home page.

An example of this is the main website for ENI which did not feature any work site.
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Figure 89: Cross Section of Websites for Technip, Fugro and Perenco
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6.15 The Use of Celebrities/ Celebrity Endorsements

Another noticeable feature on the websites was the use of celebrities to represent both the
local and the global. Celebrity endorsement involves the use of “famous actors, singers,
models, sports starts or comedians to create a positive image for a company or its
products through association with their image” (De Mooij 1998 in Okazaki 2004 p. 85).
Celebrity culture has become very prevalent in the world today and according to Ellis
(2006 p.165), companies use these celebrities as they are “instantly recognisable” and
therefore companies are ready to pay these celebrities “to entice others”. This celebrity
culture is particularly popular in the cosmetic and body care industry and the retail food
and drink industry. Although one might say that celebrity culture is now associated with
many areas with which it might previously not have been thought to be associated with
such as politics and education, certain companies from the websites studied had
celebrities as a permanent fixture on their websites. According to Ellis (2006 p.167),
“advertisers flock to celebrities in an effort to maximize their market share” and this could
be the justification for Oil and Gas companies now choosing to follow this route. Another
explanation could be that, as a result of the prevalence of the modern or popular culture in
today’s companies, this could be an opportunity for these companies to give the notion of
being local by using local celebrities while advertising their services on their websites. It
was therefore interesting in this research to find out how celebrities were used, which
areas of celebrity (e.g. sport) are used, and for what semiotic purposes they were used.
The analysis was also to identify if celebrities were used on all the company websites, only

some specific ones or in specific countries.

Out of the sixteen companies studied, only three companies - Chevron (1), ExxonMobil (5)
and OMV Group (1) had one or more instances of celebrity representation on their
websites. The country websites with the most representation of celebrities were Egypt,
Indonesia and Turkey, all of which are countries in the High Context culture. The use of
these celebrities could either be to draw a global audience by using a global celebrity, or to
draw a local audience by using celebrities that are best known locally or in that part of the
world rather than celebrities who are known internationally. This research identified from
the analysis that nearly all the celebrities used were global celebrities who are well known
worldwide. This was the case for all the websites studied except on the OMV Group

website for Slovakia pictured in Figure 91. This is discussed later on in this section.
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Figure 90: Cross Section of Shell, Mobil and Chevron Websites

A distinct observation was that all the celebrities used on the websites are from the
sporting industry with the majority being from the motor racing sector or industry. The
events featured on these websites were also significantly sports events which were
sponsored by the company. In this case, one can argue that the images of these events on
their websites are not only used as a promotional tool, they are also used to reflect the fact
that they associate themselves with the local. In other words, these celebrities were shown
using cars that have been fuelled using petrol or diesel from these Oil and Gas companies
or have been serviced with car engine oil from these companies. The use of rally drivers in
almost all the instances where there is the use of celebrities and car racing is symbolic and
shows that these companies are gradually incorporating elements of popular culture such
as celebrity culture, cars and sports that relate to them and their business. In this way, the
companies literally achieve two things by using celebrities on their websites which are

firstly, to stay current and relevant in the market and secondly, to advertise their products.
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It is distinctive however, that the website for Shell Germany seen in Figure 90 features
Fernando Alonso who is a Spanish Formula One Champion while the website for Mobil
Egypt also features other Formula One drivers. Apart from the fact that Formula 1 drivers
are global celebrities and most often than not instantly recognisable by the public, these
images are also used to promote their efforts to stay relevant to the target audience and
the target culture. It must also be pointed out that of all the companies studied, the use of
celebrities was found to be more prevalent among the ‘operator’ Oil and Gas companies
who are into the exploration and production of oil rather than the smaller service
companies who maybe do not have enough money to pay to feature the celebrities on
their websites or do not provide services or products that can be readily or easily
advertised by these celebrities. Another reason could be that the operators actually
produce oil and can therefore advertise it as their product while the service companies do
not have such claims to ownership of oil and would not be in a position to pay these rally
drivers to advertise the oil or fuel they use. The exception in the use of rally driver
celebrities would be if they were used for another purpose on the service company

websites.

All the celebrities used on these websites were global celebrities with the exception of the
OMV Group website for Slovakia which features a local professional Slovak tennis
champion Lukas Lacko currently ranked no. 44 in the world. He is not known globally
compared to Alonso, who is instantly recognisable, however OMV Group’s main activities
are in the Eastern and Central European region where Lacko is most likely more relevant.
Using his image on this website might therefore be more appealing to the users in this
region and present an image of being more local and relevant to the target culture. In this
way the users can easily identify with the company, the celebrity and the company’s

products. In this one example, the company is proving to be local by using local celebrities.
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6.16 Gender Representation on Websites

Diversity “is about promoting equality in society in general and in the workplace in
particular’ and includes “different genders, age groups, ethnic origins, physical
appearance, educational background, parental status, religious beliefs, sexual orientation
and work style. It should produce equality of opportunity, better working conditions and
labour relations, thus achieving enhanced productivity and work performance, with
increased staff motivation and employee involvement” (Hurn and Tomalin 2013 p. 195).
The issue of diversity particularly in the Oil and Gas industry has been a topic of quite a lot
of research in recent times with the focus being on gender diversity in most companies.
According to McKinsey & Company’s 2013 report, the Oil and Gas industry has seen its
own fair share of gender imbalance in the number of women versus men working in the

sector and this has impacted on company performance in the Oil and Gas sector.

A number of reasons have been attributed for this gender imbalance, with the main
assumption being attributed to physical strength and capability where the women have
been assumed, as is traditionally believed of perceived, not to have the same physical
capabilities as men, which is not necessarily true. Another reason for this gender
imbalance has been the lack of knowledge by women of opportunities that are available in
the industry. When it comes to opportunities in the Oil and Gas industry, according to
Marcellin (2013), a lack of career guidance and awareness regarding possible roles for
women, along with the perception of the oil and gas industry being harsh, lonely and male-
dominated, has meant the industry has struggled to attract women into its workforce.
Faulkner (2007) also adds that women engineers, for instance, always need to find ways
to distinguish themselves in order to succeed in the oil and gas industry compared to their
male counterparts. This therefore indicates that this is not the easiest industry for a woman

to operate in.

The gender roles in the Oil and Gas industry have been largely split indicating a tendency
towards the male gender dominating the engineering and more physically demanding jobs
such as offshore welding and the women taking on more administrative, marketing and
commercial roles within companies in the industry. In 2013, the Multinational Company,
BP, carried out a study on 3,000 Oil and Gas professionals to examine the perception of
female representation in the industry. While 72% of respondents believed that the Oil and
Gas industry still remains male dominated, 13% disagreed that it is still a male dominated

industry. The study also identified that 10% of those interviewed believed neither and 5%
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simply did not know. When asked also if gender based discrimination was common within

the industry, 20% strongly agreed that it was while 12% disagreed strongly.

According to a 2007 study carried out by the Office of National Statistics in the United
Kingdom, female workers made up only 4% of the workforce in the sector and were
therefore hugely underrepresented in the industry. This number has somewhat improved
over the years with companies in the United Kingdom making a more concerted effort to
have an increased representation of women in their workforce. A study carried out on
Australian women in the Oil and Gas sector by McGrath and Marinelli (2012) also revealed
that only 13% of workers in the Australian Oil and Gas industry were women. United
Kingdom and Scandinavian politicians have driven the move to increase the number of
female representation on corporate and public sector boards. The governments of both
Norway and Sweden have also instigated threats of affirmative action if companies do not
appoint more women to executive and supervisory boards (Point and Singh 2003 p.757)
by instituting policies to ensure women are appointed. According to McGrath and Marinelli
(2012), Norway and Canada have well established Oil and Gas industries and therefore
have a greater participation of women in the sector compared to other countries. This drive
by the Norwegian and Canadian governments has been translated to an increase in the
representation of women in Oil and Gas companies in these countries. Countries like
Denmark, Norway and Sweden also have some more formal gender equality legislations
which make it easier for women to be represented in the public sphere. According to the
United Nation’s Development Programme’s gender equality index, Denmark as at 2013
had a HDI rank of 5, Norway a HDI rank of 9 and Sweden a rank of 4. Whereas, countries
like India and other Middle Eastern countries have no gender equality measures and
would not score highly on gender equality which explains why Saudi Arabia for instance on

the UN index ranks 56 and United Arab Emirates scores 43.

Research such as that carried out by Barnett (2013) on people’s perception of women
working in the Oil and Gas industry has identified that companies will have to be
responsible for this culture change in the industry. This view has also been supported by
other researchers in this area. Companies in this sector have now begun to carry out
projects to encourage diversity management and most of these have been aimed
specifically at young girls to encourage them to pick up an interest in engineering and Oil
and Gas related subjects (McGrath and Marinelli 2012). Some companies now believe that
by representing the fact that they have a diverse range of employees, they are also
reflecting the diversity of their company and thus developing better customer and supplier

relationships. This could lead to improved financial performance for the company (Point
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and Singh 2005). According to Point and Singh (2003 p.753), “as diversity management is
adopted by companies, they often start to promote their new strategies in their corporate
literature, and more recently, on their corporate websites”. To understand the notion of
gender balance or imbalance as reflected on their websites, this analysis was carried out
in three parts. The first part was to gain an understanding of the level of female
representation on the Oil and Gas websites in general, the second analysis was more
specific to each company to see which of them showed a high or low level gender balance
on their websites and the third was more focused on the high and low context cultures to
see how women were represented in each of these culture categorisations on the

company websites.

To carry out the initial analysis, the researcher identified that the way that diversity is
represented on company websites can be influenced by issues such as the national
culture of the location where the company operates. Gender diversity is represented
differently in each culture and even on the websites, while some favour the use of people,
some do not. In some cultures, women are allowed to, not necessarily encouraged to,
participate in business activities, in others they only play a small role in business activities
but are more accepted in political positions (Spinks and Wells 1997 p.289). What is also
considered commonplace in some cultures could be considered as gender discrimination
or sexual harassment in other cultures (Spinks and Wells 1997 p.289). For example in
Arabic and some Jewish cultures, the use of pictures of men, women, and animals is
discouraged (Singh and Baack 2004). As Hofstede does not measure gender equality in
his culture framework, this section of the research was analysed using the GLOBE
dimension of gender egalitarianism which fits into the objectives of this research and
provided a good picture of how women were presented in the Oil and Gas industry. It also
provided an understanding of how the companies are dealing with gender roles. In terms
of image representations, this research sought to understand to what degree companies
represent themselves with images of different genders in societies where there is little
formal gender equality and the role that the choice of gender plays on these Oil and Gas

websites.

The preliminary analysis was carried out to identify how the genders were represented on
each company’s main corporate websites. The main focus in this section was the
percentage of male to female representation on each of these Oil and Gas websites and
the focus was only on the main corporate page. It was expected that culture would play a
huge factor on the representation of either the male and female gender on these company

websites. In high context countries, in particular, Muslim countries, it was expected that
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websites would not show representations of women in certain jobs because gender
equality in these jobs were not accepted there. The use of masculine representations is
mostly favoured in the countries classed by Hall as high context, that is, Asian countries
and some countries in Africa. This is because masculine figures are seen to command
more respect from others. Some other high context cultures include Nigeria, Japan and
China.

Company Dot.com link Male Female Both None
Name (Groups)

BP www.bp.com X

Bureau Veritas | www.bureauveritas.com X
Chevron www.chevron.com X

ConocoPhillips | www.conocophillips.com X

Dong Energy www.dongenergy.com X
ENI Www.eni.it X
ExxonMobil www.exxonmaobil.com X

Fugro www.fugro.com X

Lukoil www.lukoil.com X
OMV Group Www.omv.com X

Perenco WWW.perenco.com X

Petrobras www.petrobras.com X

RPS Group WWW.rpsgroup.com X
Shell www.shell.com X X X

Talisman www.talisman-energy.com | X

Technip www.technip.com X

Figure 92: Breakdown of Gender Representation on Websites

The different companies represented gender in various ways on their websites. While
some had no gender at all represented on their websites, the majority had male workers
featured and as can be seen in Figure 92, there was actually no single representation of a
female alone whether employee or not on any of the corporate websites studied. This
finding is quite surprising considering that existing research, as discussed in the previous
section, identified that the desire of some of these countries where Oil and Gas is
predominant, is to reflect their desire to have more women working for them. What this
shows is that there might be a discrepancy between the professed desire of the industry to
introduce more gender equality and the actual representation of genders on most of the

corporate websites.
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ExxonMobil and BP featured male employees who were dressed in formal work attire. On
the ExxonMobil website, the worker was speaking about HSE issues in the company while
on the BP website, the Head of Exploration in the company was featured. BP have
indicated on their website www.bp.com that they currently have the highest number of
women in management more than previous years, at about 27% of its employees, and are
working towards a goal of 25% of group leaders and 30% of senior level leaders to be
women by 2020. This plan however does not tie in with what is represented on their
corporate website. The Chevron corporate website also featured a single male offshore
worker with full offshore gear. Some of the other companies like Conoco went for the
representation of groups of people on their websites and this included both the male and
female gender in protective offshore gear. They also represented groups of children on
their websites. Another corporate website which followed in this pattern was the corporate
website for OMV Group which featured two sets of two men each all in offshore protective
gear and also a group of children on their website. The Technip corporate website also
featured a group of male and female employees, not in work clothes but more in a playful

mode.

As this is not a comparison of previous and current representations on the websites, it is
difficult to know if these images have changed at all over the years due to the changes in
legislation and effort by these companies to balance the gender inequality or if the
websites have stayed the same regardless of these initiatives. The conclusions are based
on the findings on what was present on the websites at the time of analysis. One other
intriguing finding in the analysis was that almost all of the images of both male and female
gender representation on these websites featured people in their work clothing apart from
the corporate website for Technip. Unfortunately, dominating their websites with maostly
images of men does not serve to soften the image of the Oil and Gas industry as being a
male dominated environment. It actually supports what the current research findings are in
this area. In summary, one can see that the male gender still has a dominant
representation on Oil and Gas websites. The symbolism in gender is also apparent and
the predominant representation of men may compound the problem in the oil industry,
which is that women may feel symbolically excluded from the industry The negative
symbolism of this is that in countries where there are more formal gender equality policies
like the United Kingdom and Norway, one would expect these companies to have more
representation of women and that is not necessarily happening and may not augur well for

the companies in these areas.
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It can be seen from the evidence of the representations of the genders, that there was no
variation in representation of women across cultures — in other words if one would have
expected more representation of women in a high gender equality culture, there is no
evidence of this. Likewise, there is no evidence that in a low gender equality culture there
are fewer representations, as there are few in any case. What was actually evident on
these websites was the fact that the companies seemed to prefer to use the male gender
on their websites. Almost half of the company corporate websites chose to be neutral by
representing both female and male characters on their websites. In this way, one can say
that they are promoting the idea that they support gender equality or are supportive of both
sexes. However, the conclusion shows an imbalance in the way both genders are

portrayed.

6.17 Culturally Relevant Images and Symbols

Understanding cultural sensitivity on the websites was important to know the extent of
localisation as specific images and symbols are a significant feature of many cultures.
Symbols “are specific to a particular culture and are important only to those who are part of
the culture” (Hurn and Tomalin 2013 p.41) and are therefore something that people of a
particular culture can relate to. This includes images relative to national architecture
employed on websites (such as houses, public buildings and churches) and website
features that are prevalent, and possibly preferred, within a particular cultural group, such
as a national symbols, colour, pictures, layout, symbols or icons reflecting the local culture
(Barber and Badre 1998). In an ideal situation, these cultural markers would usually be
modified to suit the target culture and this research tried to identify elements of these and
whether they were evident or not on these websites. According to Singh (2002 p.43),
“country-specific symbols include anything that portrays a way of life or culturally specific
knowledge”. This therefore means that to represent the local on their website, the cultural
markers (that is symbols and images) used on these websites would usually be markers
that are relative to the target location. From the examples in Figure 93, one can see that
the companies have used images that are particular to the culture and to which people
from that region can easily relate. This is a typical example of how companies can be seen
as sensitive to the environment in which they operate and the people they are targeting to
do business with. In so doing, these companies are presenting themselves as being

localised.
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Figure 93: Cross Section of Petrobras, Perenco and BP Websites

6.18 The Use of National Flags to Represent the Local

Flags are a very important symbol of national identity and can be used as a singular
cultural symbol which anyone can use to identify with a particular country. Cultural
symbols on websites such as flags were used quite frequently on these websites to
identify with the local population or community. The degree of prominence on each
website varied but was consistent across each group of company websites. Not all the
company websites studied used flags as a cultural symbol and not all those who used
flags used them on all of their websites. The websites for ExxonMobil, BP and Dong
Energy for instance featured no flags used to represent the local instead the focus on
these websites were on other local cultural markers as earlier explained in this research.
On the websites mentioned above which featured flags, one could see that the companies
represented an element of local information on the websites such as the local people and

local news stories.
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Figure 94: Cross Section of Fugro, Technip and Petrobras Websites

Some other groups of websites such as the websites for Fugro, seemed to feature flags
only for translation purposes and not necessarily for the purposes of identifying with the
local community. The flags on the pages were very tiny and were only used at the point
where one could click to change the language. The flags had more of a functional purpose
whereby they were used more or less like a screen icon which indicated where users can
click to go through to the web page in their local language rather than an iconic purpose of
representing the local. Also, as the flags were only a link to go into a local website, one
can argue that they were not really symbolic of the local but a part of the function of the
website. However, on the flip side, it can also be argued that they were local iconic
signifiers as they were easily identifiable by the local users in these countries. The flags in
this group were also mainly featured on the company websites for Brazil and some Asian
country websites (Japan, Hong Kong and China). It looks somewhat obvious that this is
simply for translation purposes as where the flag is situated is the same place where any
user needs to use to change the language. Shell and Petrobras on the other hand featured
flags for each specific country on all their country websites.
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Figure 95: Websites with flags

6.19 Images of Local Iconic Locations

Iconic symbols in this section refer to iconic locations that are specific to that country.
Country-specific symbols include anything that portrays a way of life or culturally specific
knowledge. According to Singh and Baack (2004), icons are very country-specific and this
is reflected on some of the websites studied in this research. Petrobras and BP had 99%
of their websites displaying elements of culture specific icons ranging from the Perth
skyline in Australia, the Kremlin domes in Russia to the King Faud International Stadium in
Saudi Arabia. This statistic was followed closely by Shell with 84%. An example of the
Shell United Arab Emirates is shown below displaying the Dubai skyline. On average,
each website had at least one website with prominent local sights of the target country.
Although this was not always sufficient in some cases where only one website each had
an iconic feature, one could see that the companies had in some way, started the process
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of localisation. A cross section of websites featuring prominent sights of each country is

available in Appendix 20.
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Figure 96: Cross Section of BP and Shell Websites

By using these iconic images on their websites, these companies seem to be subtly

reminding or communicating to people that not only are they operational in the area, they

are also knowledgeable about the local iconic features which are important to the people.

This also shows that these companies are trying to represent a local image while still

maintaining their global status through coordinated colour schemes and website structure.

However, it must be noted that most of the images used are in fact clichéd images of these

countries which people have seen over and over again. The findings in this research

therefore tie in with Koller's (2007) findings that using such images are a clichéd

representation of the local.
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6.20 Representation of Motor Vehicles

The analysis of the images on the websites identified that motor vehicles were used on the
websites as iconic signifiers to represent the business that the company is into and also to
relate the company’s products with the things that people see and use in their everyday
lives. The analysis identified that there was a trend towards the use of powerful
motorbikes, cars or 4 x 4’s on some of these company websites. It can be said that these
companies have chosen to use cars as a symbol or iconic feature because these cars are
powered by the fuel and oil produced by these Oil and Gas companies. An example in
Figure 97 from the Shell Germany website shows a rally driver carrying out motor sport

through the desert terrains. Below are the examples used for the analysis in this section.
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Figure 97: Cross Section of websites with cars

6.21 Depiction of Animals

An area also worthy of note is that most of these companies have avoided signifiers which
could be misconstrued or which could even cause offence. The companies have avoided
the use on their websites of visual metaphors such as the star and cross, animal figures,
religious objects and signs, taboo words, graphics of hand gestures, aesthetic codes and
some items or food that may be considered to be forbidden by some cultures. The
exceptions to these are the websites for Chevron (Bulgaria and Brazil) and Petrobras
(Namibia) which have at least one feature of an animal each. As shown below, the use of
horses on the Chevron Bulgaria website and the representation of a fish on the Chevron

Brazil website may have been used to symbolise nature and the environment.
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Figure 98: Cross Section of websites with animals

It can be seen from this section that animals are being used as iconic symbols referring
back to the discourse of environmental care and the need for Oil and Gas companies to
pay more attention to environmental issues. The analysis identified that at the level of
discourse, the sets of iconic signs represented on these websites relate to the
environmental discourse where the companies are trying to represent themselves as being
sensitive of the environment and caring for animals following series of catastrophic failures

which have dogged the Oil and gas industry in the past couple of years.

6.22 The Use of Local Office Buildings and Petrol Stations

Another predominant feature identified during the analysis was the use of local office
buildings and gas/ petrol stations. Local office buildings and local petrol stations can be
used to represent the local on company websites as well as being used as a kind of
metonym for the whole of their local operations. On the local front, the use of local office
buildings and petrol stations can stand for something traditional and something the local
population can identify with and this can be used to soften their global or modern image. In
the case where an image of the company’s global headquarters was used on the country
specific website, it indicated an element of metonymy being that the company was trying to
depict its global nature while making efforts to remain local. Most of the companies studied
had a tendency to use the image of the local company office or what is assumed to be the
local petrol station on their websites. Out of all the company websites studied, about 10%
of them have images of buildings and 50% have images of petrol stations on their country
specific websites. All the instances where these are featured show the outside and the

inside of offices or petrol stations.
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Figure 99: Cross Section of Fugro, Lukoil and OMV Group websites

The findings concluded that this trend towards the use of petrol stations is because the
local population that they are targeting can relate to these images. If they see a picture of
a building they have previously come across or that they see on a daily basis, target users
will have more of a tendency to want to use these websites. If a local website user has
previously visited the petrol station to make any purchase, he/she will be able to relate to
the company much more than if the website had a picture of a place that they had never
seen or do not know. Local petrol stations were therefore identified to be something that
was represented as tangibly local in the sense that it represented an aspect of their
activities which was close to the local population. Over 50% of the websites studied had
either the pictures of the company’s office building in that particular location or a picture of
the company’s petrol station on the country specific home page. It was also identified in
the course of this research that Oil and Gas operators such as Lukoil, BP, Shell, and
ExxonMobil had a greater tendency to feature petrol and gas stations on their country
home pages as they own petrol stations in these areas that they can advertise. The

research also identified that there were no representations of the company headquarters
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on any country specific website. Some of the websites which featured images of buildings,

petrol or gas stations are pictured in Figure 99.

This research identified that the use of buildings or petrol stations on these company
websites was not particular to any region or group of countries as the researcher noted a
wide spread use of the same strategy throughout the country websites. One can therefore
safely assume that the use of local buildings on their websites is an opportunity for the
companies to promote themselves locally and to make themselves easily identifiable within
their local community. The example in Figure 99 of the Fugro website for the United Arab
Emirates shows a palm tree and identifies the ‘local’ element which is relevant to the
United Arab Emirates. Another example is the Lukoil Website for Russia where there are
several elements together representing the ‘local’ such as a picture of presumably the

local office in Russia, the drilling facility and the map.

6.23 The Use of Historical Symbols and Images

The use of historical symbols is very important in the representation of culture as they elicit
memories and feelings that only people who belong to that culture can relate to. On
websites where companies are trying to give the notion of being local or are trying to relate
to the local people, it becomes even more important as it will serve as an interesting read
to local or even foreign visitors of the websites. Kim and Kuljis (2010 p. 256), in their
research identified that “the map of each country was often found as a symbol of
immediate national recognition”. This therefore was an interesting subject to look at in the
course of this research in order to identify how the oil and gas companies studied use
historical symbols and images on their websites. Koller (2007) in her research article on
HSBC websites examined how HSBC as a global company, use historical and traditional
images to represent the ‘local’ on their websites. While Koller's (2007) research was on
HSBC, this research sought to examine all the Oil and Gas websites used for this study to
identify how these companies demonstrate and represent their historical background in
each country on their websites. It also sought to identify any existing trends and
preferences in the use of these images. Historical images used on websites typically range

from drawings to photographs, to animations and maps.
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The research identified some website examples with historical images or symbols on
them. Petrobras and Bureau Veritas had the highest number of websites with historical
features used to represent the local, followed relatively closely by Shell. All the historical
images used on each country home page are presented in a sepia tone and in black and
white and are used as the main feature images on their website. As can be seen from the
Shell and Bureau Veritas websites above, the historical images seem to have been
properly labelled or identified so that anyone who sees them knows exactly what historical
period the image refers to, what was happening and what the subject was. The images on
these websites provide an example of the company operating in storytelling mode. These
historical images are mainly aimed at showing an affinity to the local population and for

plotting the history they have with the local community.

As seen in Figure 100, on the main page of the Shell website for Kuwait there is a
historical image of two men seemingly entering into a signed agreement. One of the men
is fully clothed in the Arabic attire while the other person seems to be of European origin.
All the individuals represented seem to represent or reflect their cultures in their choice of
clothing. The image also has the caption ‘A long standing partnership with Kuwait- since
the 1940s’. This image is the main feature of the website and demonstrates to anyone
visiting the site, the partnership that the company has had with the company for several
years. One can assume that in illustrating this, the company is trying to highlight its
relationship with the local community and the local culture. The Shell website for Egypt
also shows a sepia black and white image of an old Shell Petroleum Egypt vehicle with
markings in Arabic. It has the caption “100 years of Dedication- Shell in Egypt Centenary”.
Just like the Shell Kuwait website, this website identifies with the long standing relationship
the company has had with the country. The Bureau Veritas websites which demonstrate
historical symbols such as the Peru and the Chile websites pictured above show a marked
historical development of the company in the various regions. These historical images

seem to particularly relate to the Spanish regions and are all illustrated in Spanish.
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Figure 100: Websites with historical images

6.24 Environmental Sensitivity

Due to the nature of the Oil and Gas industry and the requirements to conform to certain
environmental laws and policies, being environmentally friendly is a very important factor
for their business to function or operate effectively. According to Livesey (2002 p.124), “the
oil industry has been periodically threatened by public perceptions as monopolistic,
greedy, and, in the later part of the century, insensitive to the natural environment”. The
increasing concerns over the current state of the environment has also brought a need for
“tight regulations and sanctions governing environmental protection, consumer evaluation
of a corporation's image based on corporate environmental responsibility, and stakeholder
awareness that environmental protection is not in conflict with maximization of corporate
profits” (Kim et al 2010 p.285).
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Local users of Oil and Gas products tend to decide on the use of company products based
on how successful they have been in maintaining a clean environment. With the rise of
protest groups on environmental issues and the strict environmental policies these
companies need to follow, Oil and Gas companies continually try to promote the image of
being environmentally friendly, of trying to reduce the cost of fuel for users and of trying to
reduce the amount of pollution which results from them carrying out their activities. The
websites were therefore studied to understand how these issues are represented on the
company websites.
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Figure 101: Websites showing environmental factors

The websites were firstly analysed for each company to identify if there were any separate
menus on the main home page dealing with environmental issues. This analysis was
carried out on the home page of the 16 companies and identified quite surprisingly that
only 4 of these companies out of the 16 companies studied had a menu or tab discussing

environmental issues. These companies were Petrobras, Shell, Lukoil and ExxonMobil as
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can be seen in Figure 102 below. This was quite a surprising finding as it was expected
that the current debates on environments and climates would mean that these issues
would be discussed more clearly on these Oil and Gas company websites. Although it was
identified that only a small number of websites had a specific menu for discussing
environmental issues, it is however understood that discussions on this topic may be
embedded in other menus or sections on their websites. Unlike previous research carried
out by Livesey (2002), this research is not offering a detailed discourse analysis of how the
companies handle environmental issues, rather, it looks at how environmental symbolism

functions along with other elements to represent the ‘local sensitivity’ issue.
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Figure 102: Shell, Lukoil, Mobil and Petrobras global websites

The analysis showed that most of the companies studied seemed to pay a lot of attention
to the role of environmental issues in their business by portraying elements of it on their
website. This was not necessarily represented on their websites; however each website
had a link or image referring users to the environmental policies of the company. It was

also observed that this tendency to represent environmental issues was not necessarily
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more prevalent in certain areas than others and no specific countries seemed to be
considered more ‘important’ to the oil and gas sector than the others. There also seems to
be a tendency towards emphasising environmental awareness in places like West Africa

where there have been previous environmental issues.

6.25 Chapter Summary

The content and analysis section revealed the current localisation strategies of the oil and
gas companies studied. The analysis was carried out to identify the availability of country
specific website/domain name as this would provide a background into the level of
localisation on the company websites. It was identified that based on this criteria, the
companies had a high level of localisation. A further analysis identified that these
companies also use a grouped or regional website strategy in communicating with their
target audience online. This was significant for this research as it identified that the zoning
methodology used for the grouped website strategy was different from the actual
operational strategies of these companies. The websites were grouped together based on
their linguistic similarities and regions rather than the operational zoning of the companies.
Again, it was identified that English was used on most of the regional websites even on
websites that were made for the middle east and regions where English is not the main
language. This inevitably reinforces the role of English as a global Lingua Franca and
therefore maintained a supercentral role according to De Swaan’s (2001) classification on

most of these company websites.

In terms of the level of localisation of these companies, some of the companies used
standardised website strategies for their websites in order to have uniformity on their
websites as well as promote a globalised front. However, using standardised websites
indicated that some of these companies are on a low level of localisation as they have not
created websites that are specific to the countries they are made for. As well as having
these standardised websites, the research also identified that the same colours, which in
all cases were the corporate colours were used on most of the websites even when in
some cases the content had been changed to suit the target market. This overall shows a
level of glocalisation rather than localisation as the companies used a hybrid of both local
and global strategies. Logos were another element of the websites which were used
based on a glocal strategy because they were kept on almost all the websites for each

company even when content and language were modified to suit the target users.
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Other elements identified on the websites were environmental issues and the way that
they were represented on these websites. As this is a big topic in the Oil and Gas industry,
elements of this were represented on almost all the websites studied and ranged from the
use of images that showed an environmentally responsible company, to the use of
communication such as activities being carried out to safeguard the environment, all aimed
at portraying the companies as being environmental friendly. Images of local prominent
sites and historical buildings also served to present the companies as being local. The use
of each country’s national flag on the websites was also seen as an indication of
localisation activities on the websites. Local offices and local petrol stations also served
the same purpose as they were images that the local population could identify with and

therefore showed an attempt at localisation by these companies.
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CHAPTER 7. CONCLUSION

7.1 Introduction

This PhD research examines the website localisation practices used by Sixteen Oil and
Gas companies in order to understand what current trends and practices are in this
industry. The Oil and Gas companies chosen for this research study varied and included
both Operator and Service companies of different sizes, different countries of origin, and
different language zones they operate in. The research was carried out on all their
company websites including the main corporate pages and the country specific websites.
These included web pages that were in several other languages including English and in
total, over 600 web pages were studied. The main objectives of this research were
achieved through qualitative and quantitative research methods and entirely based on
textual research. The textual approach was valid as it produced results, as outlined in the

paragraphs that follow, which a more conventional approach might not have produced.

The aim of this research was to carry out an in depth website analysis of Multinational Oll
and Gas company websites to understand the nature of the localisation practices of these
companies and the extent to which websites are localised to suit their target users. The Oil
and Gas industry is a particularly important one for localisation studies as the companies
are heavily involved in carrying out operations in different parts of the world. In comparison
to other industries and other studies carried out, the Oil and Gas industry is more
concerned with the issue of reputation and corporate image management in the areas
where it currently carries out the majority of its operations, and it is concerned about being
portrayed as being locally sensitive, being environmentally friendly and also wants to be
seen as returning a part of the financial resources that it currently gains back to the
communities where it operates. This is because of controversies that have plagued this
industry following environmental issues which have had a huge impact on local population.
The industry is also continuously scrutinized for its sensitivity to the local people and local
environment in the countries where they carry out particularly exploration activities. Quite
recently too, there have been regulations put in place to ensure that these companies
comply with certain local content requirements such as investing in local employees before
they can carry out work in the region. This makes this industry particularly suitable to see
the nature of the glocalisation phenomena and the particular nature of the industry enabled
the researcher to make wider conclusion about glocalisation and websites in general. Also,

although there has been research carried out on localisation, the researcher did not

235



identify any research on localisation issues specifically targeted to the Oil and Gas

industry.

The website analysis was split into the cultural aspect on one hand and the
linguistic/semiotic aspect on the other hand. Using both the linguistic/semiotic and the
cultural aspects was necessary as the nature of glocalisation encompasses both these
dimensions, and existing studies have not combined these aspects — which gives this
study its original contribution. This research combined methods from linguistics, semiotics
and intercultural approaches, which is necessary to map the complexity of the
‘glocalisation’ phenomenon. The combination of these two approaches is innovative and
points research on website localisation in a particular direction as previous studies have
either used only the cultural frameworks for the analysis of websites (Singh and Pereira
2005, Wirtz 2006, Marcus and Gould 2000, Ahmed et al. 2008) or only carried out a
semiotic analysis of the websites (Koller 2007, Kelly-Holmes 2006, Hillier 2003, Lee 2009,
Martin 2011). Although Smith et al (2004) carried out an analysis of websites using both a
cultural and semiotic analysis in order to identify the usability of websites to a global
audience, it is different from this research as this thesis is not primarily about the
design/usability of websites, but about what this indicates about globalisation, language

and culture in the business world.

The research was carried out using a mixed methodology research approach because
either qualitative or quantitative approaches alone would not have answered the research
guestions. Using both methods provided valid inferences and by comparing the findings
from both research methods, it was possible to come to a valid conclusion. Another
important reason for the choice of this methodology was that it provided an opportunity to
maximise the benefits of both quantitative and qualitative research methods and to
eliminate the deficiencies of using any one of these methods in isolation. This mixed
methodology approach was used for the analysis of both corporate and country specific
websites of the 16 companies studied. In the search of a theoretical background for this
research, it was identified that Hofstede, GLOBE or Hall's research on cultural dimensions
on its own cannot fully explain the influence of culture and localisation on these Oil and
Gas websites. This is because these cultural theories on their own do not take into
account how culture (the local, the global) is represented, and in particular do not capture
the glocal when what this research shows is that oil companies operate in a glocal world.
However, a fusion of the three theories served to provide a better framework for analysis
of what was present on these websites. Most if not all analysis carried out using these

dimensions have been studies of websites from the retail industry but as explained earlier,
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these cultural dimensions were inadequate to understand the glocal tendencies on the Oil

and Gas websites studied.

This research identified that there is a hierarchy and different levels of the global/local
phenomenon in the Oil and Gas industry. Hierarchy in this sense means that, some of the
companies have a limited level of localisation based on factors such as translating certain
parts of the websites but keeping the images the same as other country websites,
changing the images on the websites to suit the culture but not changing the content, or
creating a website for a certain country but not having any content on the website which
was specific to that country. Some of the companies also have websites which look like
they have been created solely for the purpose of symbolising a global reach rather than
because of the concern and sensitivity towards local issues in the countries. In some
cases such as the Bureau Veritas website for Africa and South East Asia, a single website
had been created for different language zones that the company operates in rather than
creating a single website for each country. Another finding of this research was that the
companies studied seem to create websites based on the economic power of the
particular location. This conclusion was based on findings that some companies had more
websites in regions and countries where they had greater economic interests and few or

no websites in countries where they had lesser economic interest.

The first section, which involved a semiotic and linguistic analysis, identified that there
were a lot of variations on language(s) used on the websites that were studied. In the first
instance, the main or predominant language used on these websites was English. This is
in line with De Swaan’s (2000) classification of English as a hypercentral language in his
classification of a world language system. It therefore highlights the ‘hypercentral’ role that
English continues to play in most companies, in particular on the websites of most
multinational companies. There were also instances where other ‘supercentral’ languages
such as French and Spanish were used. English has already been described as a global
language and actually having a global Lingua Franca Status (Crystal 2001); it is therefore
obvious that companies are therefore trying to reach a global audience by using English
on the majority of their websites where there is a lot of interface with a global audience.
Considering, however that there is also a need to also meet the needs of their local users,
companies therefore use a glocal strategy. For purposes of branding and corporate
identity, most of the company websites studied used ‘standard’ elements such as images
and language. On the other hand, these same companies also included local news stories,
languages and images on their websites to create an impression of being local. The

findings here in relation to the local sensitivity/local image problem element are in line with
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Koller's (2007) study, where she identified that on the HSBC websites the bank had
maintained both global and local features on the websites, therefore adopting a glocal

strategy.

This research identified that language has both a communicative and a symbolic function
in most organisations. In line with the global reach versus local sensitivity dilemma that
has already been discussed, it was concluded that oil and gas companies use language
for both communicative and symbolic functions. The communicative function being where
a language is used because a wider range of people can understand it, and the symbolic
function being when companies, such as Lukoil, which operates in countries which are
significantly non-English speaking, uses English rather than the local language on their
websites as a cosmopolitan symbol in order to portray the company as being global. For
language to have a global reach, that language has to have more of a symbolic status in
these companies than a communicative function. For instance, it is apparent that the use
of English on a website for Spain was not because of its communicative function, rather,
English played a symbolic function in most of the Oil and Gas companies studied. This
therefore backs up Kelly-Holmes’ (2006) study on the commercial and linguistic practices

of using English as both a symbolic and communicative factor on websites.

Part of the semiotic analysis was a focus on French and English websites in order to
identify specific attributes relating to culture and language that were represented on the
websites. Although this aspect was a limited case study using only one language - French,
it indicated that the language/translation aspect of ‘local sensitivity’ lags behind the
semiotic aspects — and this might be disadvantageous to the local image the companies
are trying to create. There were no websites for the French speaking Caribbean and
Polynesian Islands, with the majority of Francophone websites in the Europe region. The
majority of the websites created were in English and not French, therefore, English was
used as the main language of communication on websites that were made for French
speakers. The websites also were not adapted in most cases to suit the cultural needs of
the French speakers, nor to suit the different Francophone speakers in different parts of
the world. The findings in this section ties in with research carried out by Martin (2011)
where he identified that despite the advantages of producing culturally adapted advertising
for French Canadians, the most popular strategy used by the US multinationals studied
were to provide identical content in French and English on their websites. It is
understandable that in some countries the companies are not obligated by law to have
websites in French and in English, such as in the case of Quebec where it is an obligation

only if the company has its headquarter location in Quebec. However, referring back to the
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local sensitivity issues, if a company wants to be seen as paying attention to the needs of
its local users, then it should implement language strategies that are relevant to the local

population.

The second section on cultural practices also identified that companies were moving
towards a more glocal approach of communication on their websites. The global elements
included the use of standardised colour schemes, company logos, standard website
layouts and global celebrities. The local elements included the use of local news stories,
information on local content requirements, local sponsorship of events and local
people/employees. It was identified that some of the companies studied had a limited
localisation strategy and possibly a hierarchy of localisation strategies on their websites.
Based on the evidence presented in this research, this hierarchy of localisation suggests
that the companies may make calculations when they allocate resources and strategies for
localisation on the basis of factors such as how economically important a country is, how
much negative image problems there are in the particular country, and so on. An example
of this is ENI where the language of the Francophone websites had been translated to suit
the local users but the content and images, structure and layouts of the websites remained

the same as the English version of the site.

The hierarchy is reflected in certain websites where, although the language is changed to
suit the target users, there is hardly any content on the website that is suitable to the target
audience; this puts such websites on a lower hierarchy of localisation. For some of the
websites where the language as well as some of the contents such as images have been
changed, and although the global structure and layout remains the same as the English
website, one can say that these websites are higher in the hierarchy of localisation than
the others. Rather than a global or a localised approach in isolation, there was a tendency
to merge both strategies in targeting the website users. On the global front, the companies
used features such as standardised colour schemes, logos and global celebrities on their
websites. On the local front, these companies used local celebrities, images of local sights,
which are somewhat of a cliché, and images of companys’ local office buildings and local
petrol stations. The companies used these metonyms of icons and symbols as a
convenient way of representing themselves as being locally sensitive. However, whether
this means that the companies understand the countries in which they operate or really
care about them, as opposed to giving the impression of themselves as caring, is another

matter. This finding relates to the study that was carried out by Koller (2007).

239



7.2 Contribution to Knowledge

Previous studies have been carried out on localisation strategies on websites (Chao et al.,
(2012), Singh and Pereira (2005), Hillier (2003), Wiirtz (2006), Lo and Gong (2005), Singh
et al., (2004), Fink and Laupase (2000), Maynard and Tian (2004), Okazaki (2004)) and
glocalisation strategies used by multinational companies (Maynard and Tian2004), Koller
(2007), Svensson (2001), Tixier (2005)).This study adds to the growing area of research
looking at the linguistic elements of international business by identifying both local and
glocal strategies that can be used by multinational companies with a focus on the linguistic
and cultural features of websites. This study also goes further to respond to the question of
what localisation strategies are used in the Oil and Gas industry. One of the main
contributions of this research is that it applies all these methods to a specific industry — the

Oil and Gas industry on which currently no research has been identified.

Another major contribution of this research is that it aims to combine linguistic, semiotic
and cultural approaches to analyse the phenomenon of ‘glocalisation’ in companies. To
effectively apply this combination, the researcher had to create a framework with
components that were specifically suited and adapted to this research. Upon analysis of
existing frameworks, it was identified that only Hofstede’s Power Distance framework,
GLOBE’s Gender Egalitarianism and Hall’'s High and Low Context were relevant to this
research. This highlights the limitations of using only cultural dimensions as a framework
for examining cultural variations in companies. It also highlights the need for a framework
that studies culture alongside language and translation patterns in order to fully
understand the extent and nature of localisation practices within companies. These gaps in
using only one framework for analysis brought about the need to establish a suitable
framework which encompasses linguistic, cultural and semiotic criteria. Reflecting back on
the usefulness of this framework as an academic contribution to knowledge, it has been
established that this framework serves as a tool that can be used in academic research for
understanding and identifying how companies are using semiotics and cultural features on

their websites.

Reflecting back on the usefulness of this framework as an academic contribution to
knowledge, it has been established that this framework serves as a tool that can be used
in academic research for understanding and identifying how companies are using
semiotics and cultural features on their websites. Apart from using existing frameworks,

drawing from various secondary research works identified during the literature review
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ensured that this framework was targeted and had a wide variety of framework

components that can be used in any sector outside the Oil and Gas industry.

It was identified that the Oil and Gas industry localises in a very different way compared to
the types of localisation strategies that one can see in the retail or other industries. Oil and
Gas company website localisation takes into account other factors such as the effect that
its operations have on the environment, the need to represent the sponsorship of local
events, and the need to represent local sensitivity by demonstrating its local content and
local improvement activities on its websites. This is because of the need of these
companies to present themselves as a locally sensitive company in the areas where they
operate. These companies localise in this way in order to demonstrate to the local
population that they are sensitive to the local issues, particularly following issues that
companies in the Oil and Gas industry have had with environmental disasters and its

effects on the local population.

Another noticeable feature of these websites was the way that the companies merged their
localisation strategies with their local content strategies. That is, the local content strategy
of the companies was represented on the websites. An example of this is in the case of
Shell Qatar where one can see that the company is also using their website to highlight
what their local content strategy is in the country. Local content strategy is a current issue
for discussion now in the Oil and Gas Industry and very important in most parts of the
world where exploration activities are currently being carried out. It was therefore identified
in the course of the research that companies were choosing to demonstrate to the local

users that they were abiding to this local laws and regulations.

Another finding that was identified in this research was that most of these companies used
iconic images of one form or the other on their websites. This could be seen from the
company’s trying to represent or convey a local image by the use of local buildings and
icons while still trying to retain a global front by the representation of global celebrities on
their websites. The iconic rhetoric of depictions of the ‘local’ have the function of
maintaining the impression that the users are dealing with a local company and also gives
the users the impression, which may sometimes not be the reality on ground, that the
company cares about the things that are relevant to them. This shows, however, that

companies are not ready to sacrifice their corporate identities for the sake of localisation.

It was also identified that the images on these websites also varied in nature. Most of the

companies used multimedia image slides on their websites rather than animations to

241



present a variety of images on one website. Worthy of note is the fact that this is different
compared to animations which are mostly used in the retail industry. Although these
companies do stray into popular culture, as was identified in the analysis of celebrity
representation on the websites, they want to maintain a serious, professional and scientific
image because this is an important part of their reputation. This might differ from

companies in other sectors such as retail, who might use popular culture more.

These companies localised their websites by integrating in most cases, each country’s
political and cultural characteristics into their website communications strategies. In most
cases, the websites were customised to cater to the local traditions and cultures while also
providing links to the global websites and other regional sites. By so doing, the companies
represented themselves as being local but as having a global reach. Two functions of
language were identified on the Oil and Gas company websites. The first function is the
communicative function where English is used simply as a language of communicating
with each other. The second is the symbolic function which can be said to be ambiguous
as it may mean different things to different people. By choosing English as the main
language of communication, these companies could be perceived as being global in their
way of thinking. The downside to this on the localisation front is that if they adapt only
English as their main language of communication for functional reasons, then they risk
passing a negative symbolic message to other users who cannot speak the language. This
finding contradicts previous theories on the use of language which have maintained that
language is solely for the purpose of communication and that language has a symbolic
function (Kelly-Holmes 2000).

The research identified that there was a tendency to use celebrities on most of these
companies’ websites. In all but one of the instances identified, the companies used
international sporting celebrities, in particular those from the motor racing sector, which is
an area of celebrity culture of particular importance for the Oil and Gas industry. The only
one case where these companies used a local celebrity was on OMV Group’s website for
Slovakia where the company chose to use a local tennis champion. Sporting celebrity was
identified as a means to represent the global — by using celebrities who are well known on
their websites, and mixing this with a local strategy — having an input of local events or
country specific information on their websites. This was once again identified as another
attempt by these companies to use a glocal strategy by using global celebrities which are
instantly recognisable as a global strategy on their local country websites. It was also
identified that these companies sponsored local events, mostly from the sporting industry,

and these were promoted on the company websites which relates to the finding that Qil
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and Gas companies tend to use celebrities from the sporting industry. In this way the
companies are trying to make themselves relevant to the local population, indicating that
they are sensitive to local activities and showcasing that the companies are investing in

the economy of their work locations or countries.

These Oil and Gas companies also represented their expertise on their websites through a
variety of means, such as the representation of employees on their websites and the
technical side of the company’s business. They had images of their employees, some in
work gear and some working offshore in order to demonstrate the expertise of the
company. Sometimes this was accompanied by slogans identifying how ‘top of the class’
the company is compared to its competitors. Expertise is something that can be globally
identified within the Oil and Gas industry, as a demonstrable track record in expertise
determines the level of confidence that customers have in a company or even the types of
jobs that the company can carry out for other contractors in the industry. However, by
representing local employees, as the companies did in most cases, they are also
representing the local and making it easier for the local users to identify with the images on

their websites.

Gender representation was also studied in this research as the researcher sought to
identify how each gender was represented on these websites. The focus was on each
company’s corporate website and it was identified that few websites represented a single
female. This therefore indicates that, although the oil industry is aware of the ‘gender bias’
issue, this is not apparent from their websites. The gender issue is another area that might
be specifically relevant to the Oil and Gas industry. This is not because gender issues do
not matter in other business areas, but because this has been a source of debate in recent
times and there has been a conscious effort by companies operating in the Oil and Gas
industry to try and get more women into the industry by offering STEM education at
Secondary and university level to get more women interested in science subjects. It was
therefore surprising to identify that despite all these efforts, a lot of women are not even
been represented on the websites. This is particularly significant given the fact that most of

the recruitment activities are carried out online.

It was also identified that the symbols used by Oil and Gas companies are different from
that used by the retail sector. When it comes to the localisation of consumer goods,
language is not paramount, but the focus is usually on the localisation of the particular

product. In the Oil and Gas industry, where the product cannot be really adapted, the focus
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of localisation is on the language used and how information provided can be localised to
meet the needs of the target audience. The symbols also used by this industry are relevant
to their area of operation and the issues that the industry faces, such as the way that
environmental issues are presented on the websites, the use of local celebrities on the
websites and the use of local attractions. In fact it was identified that oil and gas websites
could have both a symbolic and economical function. For some companies operating in
countries where several or more than one language is spoken, it was identified that there
was a tendency by these companies not to use all of the languages but to choose one or

two which they would use as the main language on their websites.

7.3 Areas for Future Research and Practical Implications

The findings from this thesis have identified that there is an apparent need for Oil and Gas
companies to reconsider the strategies used for the creation of websites for different
countries as these serve as message boards to the world. Although the researcher is not
suggesting that every company will produce fully localised and translated websites, which
would be utopian and unrealistic, particularly in times of economic difficulties, some of the
strategies currently used by these companies may not be fully achieving what they want to
achieve. Based on this, the practical applicability of the identified framework for business is
pertinent and particularly useful to Oil and Gas companies as they, as well as other
multinational companies, need to examine critically how their websites do or do not meet
the needs of their customers. Judging from the evidence in this research, it can be
concluded that these companies may not have the cultural and linguistic understanding or
staff with the relevant experience and skills to do this. The proposed framework could
therefore be developed into a tool that can be used by companies to determine the

effectiveness or suitability of their websites for its desired purpose.

This research has involved a limited examination of translation practices on websites
designed in the French language. However, future research might examine the translation
practices used in relation to languages other than the French language. The symbolic
nature of language in these companies also indicates that the language they use in
communicating with their target users might have an effect on the level of confidence that
users have when visiting their websites. As these companies need to combine localising
their websites as well as preserving their global image, there is a need for companies to
think about having a hybrid strategy which involves a mix of both local and global features

on the websites.
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The results and findings described in this thesis will also be useful for managers trying to
decide on language policies in their companies and also which languages to use on their
websites and how local cultures should be portrayed on websites. This study will also be
useful for website designers who want to make sure that the company websites they
create are targeted at the users and not just randomly created and standardised across
the company.

The outcome of this research, if taken into consideration, will help the companies with their
business and in reaching out to their target audience as this research has identified that
most of the companies studied undertake some limited form of website localisation. The
research also identified that for the Oil industry, there are some specific parameters of this
localisation, particularly the necessity to be seen as ‘sensitive’ and ‘socially responsible’
while at the same time being seen as having scientific and technical expertise and global
reach.
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Appendix 1 Screenshots of Websites Studied — Fugro
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Appendix 2 Screenshots of Websites Studied — Shell

Sllcom ivacy poly Accesdbity Hlp Cooat U Seach A

The Shell global homepage

0 Matorists
0 Businass customers
10 Jobis and Carvers.

0 tovestor NEWS AND HIGHLIGHTS MOST POPULAR TOPICS

R  tien.van icursien to be next Chied Executive Offker ol Job search shell Saver Card (US) Anvust Repart
0 Matorsgertfam oyl Dutch Shell pc )

s s Cradit cardls ‘shet scomaritn Pay your bill

(US) shettmnd rerran Route planner Alaska shes

US website s 1oy Serig
nd Natural gas sccw mesin Shell apps
and mobile sites

INSIDE ENERGY  rouowus
IPAD APP

il vouruee

0 view ol stories

Shell Argentina

0 Negocios 0 preasa 0 Ya esti en marcha s nueva edicidn del Programa
0 Oportunidades 0 Astomovilistas Desafio Joven
taborales

Buscador de Estaciones Bienal
Juvenil Centro de Atencion a

DESCARGA LA APUCAGON
OPCIAL SHELL MOTORST g
Clientes Helix Libro de quejas online

PARA FHONE Y ANDROD ©

http://www.shell.com/
Corporate Website

http://www.shell.com.ar/
Argentina

Shell in Australia

D Business Contormers

0 careers

0 tnvestors et

O Media Contre TECHNICAL CAREERS DOWNLOAD THE OFFICIAL NEW
0 Motorias AT SHEWL SHELL MOTORSST APP

0 Motorspart 8 find ot more FOR IPHONE AND ANDROD 8
0 Social vestmenst

NEWS AND MIGHLIGHTS QUICK LINKS.
e ron St st B, MsDS TDS Fuel Finder Shel
1470672 Card Online TGP Shell V-

Power Shell Card Fleetmail shet Diesel
extra Uneaded Shell Helix LubeMatch
Upstream Chemicals Lubelocator
Fusls InMotion PG Shell Rimula

Shell in Osterreich

—m

@

— TR IO

T OAMTC MITGLIEDER
- SPAREN BEIM REISEN

- 3 CENT' PRO LITER

— Sparen Sie im Akfionszeitraum vom 17.06. bis

15.09.2013 an feilnehmenden Shell Ambdmsuimfj.. "TT ]

0 Jobchende
0 Preee Als eines der fihrenden Welt hat Shell eine u helen,
O Privathunden Energiebedart der Welt 7u decken.

TAG CLOUD SHELL NEWS 2013

O shell Austria News
News von Royal Dutch Shell pic aof www.shell.com

Job Search presse
Tretstorese LubeMatch HELIX euroShell
Heizol BSMAR
I t Erdgas
Sicherheitsdatenblatter Nachhaltigkeit

shei szranen Investor Relations

http://www.shell.com.au/
Australia

http://www.shell.at/
Austria

Informatee. *
e Shell Belgié
Mikeu en Maatschaggi
— Spaar nu voor deze
. »
s exclusieve artikelen
Over Shell
shll v
0 Consumenten ’73(*
0 Zakelijke kanton
o ww:nm \’Q
0 Contact e Om
Shell Belgit
MEEST GEZOCHT [ b Ll T

euroShell Card voor bedrijven Shell
express Motorolién en
smeermiddelen Shell Helix Shell
LubeMatch Shell V-Power
Stationfinder

look like in 21007
Explore Now Lant Sconarios @

What might the world h

Shelcom Acessbilidsce Ajuta FaleConcecs  Buce £

Shell Brasil

\

prasregy

Sociedada \ Maio Ambiente

PROMOCAO
VOCE + 4 AMIGOS :
DE FOX NO ROCK IN RIO

Enargl d utwo
Produtos & Sercos

Sebre 3 Sl

Shell para

0 Consumidores
0 Negodos

O tomecedores,

1 tmpeego ¢ Estiglo
0 impromsa

0 fportes Motorizadon

No pais desde 1913, a Shel busca contribuir para o suprimento da demanda energetica global, respeltando as pessoas
0 melo amblente. Conbega nossas atividades, produtos e servigos e saiba mals sobre os 100 anas da Shell no Brasil,

NOVIDADES E DESTAQUES PROMOCOES SHELL

0 Shell anuncia seu novo CE0
10 Promogio "Vock +4 amigos de Fox no Rock In Rio™
1 Promogao "Shell Evolux - Kit Refelgdo”
1 Promogao “Shell V-Power - Instituto Ayrton Senna®
0 Promogia “Shell Hellx - Rota dos Extremos™
10 Shell Sedect - Ofertas do Més

09/07/2013

Ben van Beurden sucederd Peter Voser

0 Ver todos LINKS MAIS ACESSADOS
fale conosce Oportunidades e

2012 {
RELATORIO DE | s Empregos

100 sn0s da shel no Brast_Shell

http://www.shell.be/
Belgium

http://www.shell.com/bra.html

Brazil
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http://www.shell.com/
http://www.shell.com.ar/
http://www.shell.com.au/
http://www.shell.at/
http://www.shell.be/
http://www.shell.com/bra.html

Pp— Hauano - Shell Bonrapus

0 Gmecs

ell Shell Eco-

0 NPeaCTasaTencTBoT0 Ka EBPONEACKITa KOMNCHS &
BAATAPHS HACHP GAATAPODNTE YNACTHIIN § Shell
£co-marathon

@ Shell Canada

[rpe—— Yind af the Ltest products from Shell and lear about ovr [Ty

0 edie activities worldwide.

o an
$ s -
NEWS AND HIGHLIGHTS. Sl VPownr” = -
Framen Foad

0 Shell Canada Donates More Than $350,000 to Alberta
Flood Relief (ffort

500 Bonus

MOST POPULAR TOPICS o
AR MALES M storCard” rem AMO"

http://www. sheII

ba/

Bulgaria

http://www.shell.ca/
Canada

Web

VISITANOS TAMBIEN EN:  NOVEDADES Y NOTICIAS

n Facebook
ke

Acerca de NuestroSitio  Areas Principales

0 Vuelven Las Chevrolet Captiva a Shell

Herramientas

@ seRthE

ARGEEHRR

xRTUnRS
AR /‘

L] ARTEIZERN

http://www.shell.

cI/

Chile

http://www.shell.com.cn/
China

O

L Shell v Ceskeé republice

Duotni prestied 3 soieéoes
novace.

POUZE

Fronaty a sttty

U SHELL

NASBIREJTE 6 UNIKATNICH LEGO® MODELU

Seznamie se s produkly a sluZbami, kieré Vim Shell nabizi v Ceské republice.

FuelSave Cerpad stanice
LubeMatch zemesns

1 SHELL PREDSTAVUDE MODELY VOZ0 FERRARI Z LEGO
KOSTEX

@ Dansk Shell

D Jobsegende Shell er en global koncern bestiende af energi 0q petrokemiske vicksombeder. Shell imedekommer verdens stigende
1 Bolig, fyringsabie behow for energl pd en ansvarig mide.

NYNEDER OG HIGHLIGHTS UDFORSK PRODUKTER 0G SERVICES

10 LEGOR biler og Ferrari | sken forening 0 Priser p beszin og diesel
8 0 Find nermste Shell station
0 Traller udiejning
0 Benzin og diese! produkter
, 0 Benzinkort til ertwerv: euroShell Card
0 Benzinkort til private: Shell Card
O Naturgas til ertwery

MEST POPULARE EMNER

LW w. Renzin nricer u

http://www.shell.cz/

Czech Republic

http://www.shell.dk/

Denmark
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http://www.shell.bg/
http://www.shell.ca/
http://www.shell.cl/
http://www.shell.com.cn/
http://www.shell.cz/
http://www.shell.dk/

Republica Dominicana

O

REPORICA
DOMINICANA

Comaciansn

Iroduton y sarves

e ce Snel

Clbena de Eaencién de

Resporaabidas e Royal Dutch
Shel plc

Shell ha explorado y producido petroleo y gas durante
mis de un siglo, Empleamos alrededor de 93,000
personas en mas de 90 paises y territorios.

Productos y servidos
Toma un waje 4 munch dodcads  meforar o desengetsde ko

atrartes et
0 Acerca de Shell V-Power

0 Sakon el Patremons: de shll
0 Conducir con Shell V-Power

SHELL PARA

Motorsport

0 Negodos

0 Oportunidades
taborales

Acerca de Shell

\

Q wr
bos Sl gyt

Emirarenart and Scoety

Shell in Egypt

3 St ST T
100 Years of
Dedication

‘Shell in Eqypt homepage
SHELL FOR

1 Motorists 0 Jobseekers
0 media 0 Business

MOST POPULAR TOPICS

1 6010 Environment & Safety
Beetts

0 For the seventh year in a row Shell and British
Council Egypt hal the Intilaagah 2012 Winning
Graduates.

http://www.shell.com.do/
Dominican Republic

http://www.shell.com/eqy.html

Egypt

Shell Suomessa

\

+ SHELL SUOMESSA

Shet Card bart hatyntle

-
b4

Palvelutankkaus
= Oletko jo kokeillut?

roshelont ytylatte

Vst agns

frmantuctieet  palveke

Kayttotrvalimantadorton

U1 0sti Shellin Suomen 4 Ruotsin liiketolminnot vuonna
2010. Shel tolmil Suomessa jathossa nimelld St1 Energy
Oy. Shell-huoltamot Jatkavat toimintaansa Shell
likemerkin alla

Shel v Bower Wtrs

Hooltamohaky
MelmiSimpukka ravintolat
Shell Autopesy

Shell huoltamolta Ja muuta lilketolmintas koskevat tiedot
1oytyvat osittain tAIA sivustolta Ja osittain timin
sivuston ulkopuolisiita St1zn yilapHamilta sivustoilta,
Silrtyessisi pots LIS sivustolta, ndet Shellin
lakitiedotteen, josta pidset eteenpain kiikkaamalla

curashel-kortit yrityksitie
Shell Card-kortt] yksitylsille

Polttonesteet yrityksitie

W

llmm

Ervenrremet ot oo
Unves o Finmrgn
Froduts & Serdces

4 propos de shal

shel pour

0 particuers

0 Professionnels

1 Carribres & Emplois

0 wadias

10 Fiches de doandes de
secarite

dhellcom Accenibitd Akde Contact

Shell France

I Shell France obtient le label
| Great Place To Work
et rejoint donc le palmareés des
£ entreprises ou il fait
: \ bon travailler en France!

-
ZMm Y
4

COMMUNIQUES RECENTS

1 Les équipes frangaises ont mainteny leur réputation
au Shell Eco-marathon Europe 2013 1

-

PRINCIPALES RUBRIQUES

e Cartes euroShell

ionnels Huiles moteur &
Shell
LubeMatch Shell V-Power

pour pri

lubrifiants Carriéres & Emploss

tekstin lopussa olevaa “Jatka” -painiketta, Shell Eco-marathon
Shell Voitcluaineet
Shelln patvelutankkaus asemilla keskivilkkona 22.5. :
alkanat rasputusarpa kampanja on keskeyletty a perutty 100 Shell-huoltamolle [ i
22.5.2013. Syyni t3han on arpojen tuolannosta fohtuva 0 icher tous s o Y
tekninen virhe. Raaputusarpa kampanjan sadntdjen What might the world
Kohdan 8 polfalta kampanja voidaan peruuttas teknisen look like in 2100? a 3
epikohdan sattuessa. Voittoarpoja ef tarvitse palauttaa, GEZ LA NOUVELLE " Explare New lan; Scenarics @ ,
Voska kampanjan peruuttamisen takia palkioto}a el APPUCATON L AToMoMsTE Pl
x
e
olcom Datarschitz Stwnap Barierabek Kot Sue p.

N

[ e
Ut 8 Geselischat
Zukunlt Ges Energysiems
Prodce & Senvices

Upse Sht

Shell in Deutschland

ADAC MITGLIEDER
SPAREN EUROPAWEIT
3 CENT' PRO LITER

Sparen Sie im Aktionszeitraum vom 17.06. bis
15.09.2013 an teilnehmenden Shell Autobahn-Staigne. o w m m

‘Shell hat mehr 7u bieten als Tankstellen: £ Ist ein Energleunternehmen, das in Deutschiand in den Sparten Minerall,

Erdgas sowie Chemie tatig ist.

TAG CLOUD.

Lubemarch Tankwart HELIX

Stellenangebote
euroShell PerfectWash
Fotos st Duales
Studium CLUBSMART Energie-

Nintan

NEWS & HIGHLIGHTS

0 Blitzbesuch von Scuderia Ferrari-Pilot Alonso im
Sheil Kraftstofflabor

0 Erfahren Sie mehr dber unsere technische
Dartnarechatt mit Forrart

http://wWw:sheII.corh/dlobéi/aboutshelI/cont

http://www.shell.de/

act-us/contact/contact-gabon.html Gabon

Germany
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http://www.shell.com.do/
http://www.shell.com/egy.html
http://www.shell.fi/
http://www.shell.fr/
http://www.shell.com/global/aboutshell/contact-us/contact/contact-gabon.html
http://www.shell.com/global/aboutshell/contact-us/contact/contact-gabon.html
http://www.shell.de/

@ Shell Hellas

HELLAS

poibw1o war Yrepeeg

oy Shel

NPOIONTA KA Quick links Shell Hellas
YHPEITEY
0 www coraleneryy o
0 Shel FueiSave Avoryya o vio rapdiuge
0 Shell V-Power

o 0
Sl V-Power
FuelSave

3

ot KD Beveyfk o
e EAADAG,

0 it nepoobripn

@ Shell Guam

O Motorists. D Business 0 shell Guam Completes Agat Terminal Sale With
O Jobseekers O Media Tristar

0 Motorsports

MOST POPULAR

V is & Lubriconts. Media
Centre f

http://www.shell.gr/
Greece

http://www.shell.com.qu/
Guam

T sccessbity Welp ContactUs  Sewch £

@ Shell Hong Kong and Macau

4 | & Proviv
oo

Exclusive smartphone
offers for

Environment & Socety
Future of Energy

Products & Sevices

Shellfor

0 Motorsts

1 Jobseckers Find out more about our current ofl price, station network, oil & lubricant information, promotions and what we have
0 wedia done on social nvestment.
1 Business Customers

8 totorspent NEWS AND HIGHLIGHTS
0 tovestors.

QUICK LINKS

8 S0k Adjusts Dowiestc LPG rice Helix roes Business Lubricants Price

Board Shell Gas (LPG) Shell Card Our
Business wotorist ap Fuels Promotion
Citibank Platinum Card Commercial Fuels
Products STall( 0T shell isiand

Scholarship for the Dissbled LPG Online
Meter Reporting Shell
1 view il stories Sl

ollcom Accussibiity S0 Kapcwoln  Karee /

@ Shell Magyarorszag

GYUITSE OSSZE MIND A HAT EGYEDI LEGO® MODELLAUTOT,
CSAK A SHELLNEL!

- MAGYARORSZAG

0 nutssoknak
0 Chgelonek
0 ok

0 A

Shell Magyarorszig

CIMKEFELHO HIREX £S SATTOKOZLEMENYEX

0 A magyar diakok készen alinak az izemanyag
hatékonysagl megmerettetésre

Toléllomés-kere \
CLUBSMART Kendanyag kivilasztisa
FuelSave V-Power
Nitro+ euroShell Card xapcsolar Alés
LubeMatch

atalabb energetikal innavatoral At ossze az az

ik Magyarorsaagee kéguiselk ar

pe versenye

Torstomis eress [y
Tervezze meg Gtvonalét

rou8  MEG TOBB AJANDEK,

http://www.shell.com.hk/
Hong Kong

http://www.shell.hu/
Hungary

@ Shell 4 Islandi

O3 ..f',‘-?. 1"

Oliutélagid Sketjungur hetur cinkaumbod 3 soks 3 Shell ekdsneytis og olium 3 Istandi

VORUR 0G BIONUSTA Shell 3 Istandi
Kethah S bes wrbaumtod § ks § Shed eyt 0

0 Shell V-Power s 4 st

Shelcom Accessibiity Help ComaciUs  Seweh

@ Shell in India

o .
What might the wol
Environment & Sodaty look like in 21002
Foture o ey

Products & Services

SHELL FOR

0 Business

0 consumer

0 Jobseekers Royal Dutch Shel is one of the largest and mast diversified international investor in India’s energy sector among all
O Media global integrated oil companies.
0 Motorsport

Can you handle the extreme?

Prove yourself to win 2 0ace in o Wetime
driving experence m South Africa

NEWS AND HIGHLIGHTS

1 shell Retail Demonstrates its Commitment to Fuel
Economy

Launches Shell Fuel Econ

how to save fuel and improve

¥1paign to help Indians learn
fciency

QUICK LINKS.

http://www.shell.is/
Iceland

http://www.shell.com/ind.html

India
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http://www.shell.gr/
http://www.shell.com.gu/
http://www.shell.com.hk/
http://www.shell.hu/
http://www.shell.is/
http://www.shell.com/ind.html

Pebcom Sdam Aoty Wb (Rtxtls  Sewh

Shell Indonesia

ARG

NIKMATI TARIKANNYA SAMBIL
i trargy NONTON BARENG MOTOGP
e
About Shel

-

m
o ,‘,‘. ..‘.,'.I.ar,.
0 sotorts <
0 Job Sevkars e
0 Business Cuntomers. Shell is a superior brand name with over a 100 year history in the subcontinent. We are  global group of energy and
0 Media petrochemicals companies.

DOWNLOAD THE OFFOAL NEW
Join our online SHELL MOTORST APP
P ] FORPHONE AND ANDROD B
Facebook community
NEWS AND HIGHLIGHTS QuiCKUNS

10 Completion of the acquisition of interest in the Abadi
LNG Project, the Masela Block, Indonesia

Fuel Prices SPBU
Retailer opportunity X €
LubeMatch swei o Consumer

Distributor Network Commercial Fuels

Swllcom Accessiditty Hep

it U Seach £

Shell in Ireland

I l IRELAND

u & 4

Shellin Ireland are operators of the Corrib gas project, one of the most exciting and ambitious engineering projects
ever undertaken in Ireland. Ireland currently imports 90% of its gas and Corrib will supply up o 60% of Ireland's gas
needs at peak production.

SHELL FOR . Corrib gas project

ORRID) et st o1 st e e
10 BUSINESS CUSTOMERS and wi K Cruated e 1 1,000 fobs g the conction
0 JOBSEEKERS = = Phase provding 130 permanert cbs on Completion.
0 MeoiA e 10 Learn more sbout the Corrib gas project

10 LOCAL COMMUNITIES 10 Corrib gas project updates

10 Corrib gas project video library
Company Information

Voom cur Campary address and
n information and o Jobs
wbsite terms and condtiors.

Social lnvestment

http://www.shell.co.id/
Indonesia

Lubelcante

http://www.shell.ie/
Ireland

Swbcom Mecmsbith Gt Cou

Shell Italia

\

e LE MIGLIORI PERFORMANCE

TI PREMIANO PRIMA!

V-Power fi da
il doppio dei punti

Benventi nefla home page di Shell Italla.

sonl oty |

Shellin Japan Website A )¢

'n

T AR A Srf sk U-Th - ARG

VAT
L=t

el e

SN, SRS T

P 1, aE R DA T

TAG PIU POPOLART
i T -1 AR
0 chi guida 0 te aziende scurezza ) L LubeMatch
1D Chi cerca lavoro 1 1 fan di Motorsport euraShell Card Helix Promozion /1h gulmmm Aa=F AT (A T AR
O Comunicati Stampa 0 euroShelt -
I Sconti
1 50CI ACI POSSONO RISPARMIARE Bancoposta Shell Eco-marathon 8uor
3 CENTESIMI AL LITRO IN TUTTA EUROPA Carburante Shell V-Power reacn Carte
' ® 0 carburante Catalogo Premi Shell
S NSRS Advance
20K §
E—— ...
L e i
http://www.shell.it/ http://www.shell.co.jp/
Italy Japan
Sehcom ooty tp il e y:

«llieans Kasancrania, ABTOmoGuRNEDTe, TCKEPIX, BOC KMIMET Opaanapht, TYTMyWaL, EAARAN MYMIAC DEX
Mancan, Kauiaran KEn OpILAN WIepy wOBaCM

Leres awsectopnap

CAMBIE NOMTYAPHBIE TEMbY:

Shell in Kuwait

W

: SHELL IN KUWATT

Envircrement & Sodety

A long standing
partnership with
Kuwait

since the 1940's.

in Read more about ShellIn Kuwail o,
— o —

Shell In Kuwait home page

SHELL FOR NEWS AND HIGHLIGHTS
O Jobseekers 0 Media 1 shell’s Diversity and Inclusion Strategy Develops
O Business ‘Women's Role in the Ol & Gas Industry

The

ny outines mmportance af gender equaity at the

afessinals in Energy Corfereny

POPULAR TOPICS

Global Website Jobs & Careers Let's Go
- campaign Contact us Investors annual 8

raports med pablcations = —
i

view ll stores

http://www.shell.com.kz/
Kazhakstan

http://www.shell.com/kwt.html

Kuwait
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http://www.shell.co.id/
http://www.shell.ie/
http://www.shell.it/
http://www.shell.co.jp/
http://www.shell.com.kz/
http://www.shell.com/kwt.html

Shell Luxembourg

- Surea Coke ot FAITES LE PLEIN
— . DE FRAICHEUR
- The driver CHEZ SHELL

D DECOUVREZICI

Shell Luxembourg

TELECHARGEZ LA NOUVELLE
APPUCATION SHELL AUTOMOBUSTE
POUR PHONE T SMARTIHONES @

PRINCIPALES RUBRIQUES
Cartes euroShell pour
professionnels contact Shell LubeMatch

Recherche d "une station Shell Carriéres &

o SHELL GLOBAL

Evecoment & Sodety

Madagascar

In December 2011, Vitol,

O Text in English
0 Texte en franais

Text in English

Texte en francais

http://www.shell.lu/ http://www.shell.com/global/aboutshell/cont
Luxembourg act-us/contact/contact-madagascar.html
Madagascar

Shell in Malaysia

B e l
Technical Careers at
Shell

FRAUD AND SCAM ALERT COWNOAD HE FFOM NeW
O Reod more = FOR PHONE AND ANDROD B

QuicK Links NEWS AND MIGHLIGHTS

1 Wew Shell scenarios sharpen focus an future for

Shell Card for Businesses .
society. energy

Target One Million

Recruitment fraud t Shell
MDS schol
Refining Company Shell Rimula shes

ws FuelSave Diesel Shell

tre Kuala Lumeue_Helix

Mali

vt  Sadety I December 2011, Vit 2011
ke of Boargy B Text in English
e O Texte en frangais PAGE T001S.
Textin English @S o000
. 380

Texte en frang,

http://www’.shell.com.mv/
Malaysia

http://www.shélI’.com/dlbbail/ébodfshelI/cont

Shell México

@

I'I SHELL MEXICO
Madio ambients y scciedad

€ futern energitico.

‘Somos un grupo global de empresas de 1954,

¥ ¥ lubricantes. Hoy, ividades en Shell
México estan divididas en areas que incluyen la importacion y comercializacion de Gas Natural Licuado (GNL); asi
como serviclos de consultorfa a través de Shell Global Solutions, comerdiallzacién de Catalizadores a traves de
Criterion y 1a presendia de "Mexico Sourcing Office” cuyo proposito es suministrar bienes y servicios a la operacion de
‘Shell dentro de Ia regién, empleando ed

SHELL PARA

0 Nuestros Negocios
1 Oportunidades de

0 Motorsport
1 sala de prensa

1 Datos Bursitiles

PALABRAS MAS BUSCADAS

act-us/contact/contact-mali.html Mali

http://wwv&.'gﬁél‘l."chh.'rhzx/
Mexico

http://www.shell.com/global/aboutshell/cont

act-us/contact/contact-morocco.html

Morocco
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http://www.shell.lu/
http://www.shell.com/global/aboutshell/contact-us/contact/contact-madagascar.html
http://www.shell.com/global/aboutshell/contact-us/contact/contact-madagascar.html
http://www.shell.com.my/
http://www.shell.com/global/aboutshell/contact-us/contact/contact-mali.html
http://www.shell.com/global/aboutshell/contact-us/contact/contact-mali.html
http://www.shell.com.mx/
http://www.shell.com/global/aboutshell/contact-us/contact/contact-morocco.html
http://www.shell.com/global/aboutshell/contact-us/contact/contact-morocco.html

Selcom Accesdiity Welp Cotat  Tosken p:

Shell Nederland

SPAAR VOOR DE LEUKSTE DAGJES UIT
KORTING TOT WEL 50%
VOOR HET HELE GEZIN! |

e o dogye o, prot de koringakoon en plok de wcken

Adi s \'

MEEST GEZOCHT

euroShell Card s» ess Shell

Commercial Fuels Shell in Nigeria

Motorolién en smeermiddelen LubeMatch
Shell Eco-marathon Stationfin
de mastschappy Mediacentrum Shef
n Shell Pemis Shell Moerdijk

peijzen Air Miles Shell Venster swei

1 Meer actuee! eums

ANNUAL REPORT

Shell New Zealand

. NOW ZEAAND

0 Sockal Investrment
0 tnvestors

Our business helps meet the energy demands of New Zealanders, now and in the future, in economically,
environmentally and socially respoasible ways.

MOST POPULAR TOPICS n
re Media Releases imovaor Join our online
Facebook community

[ Environment &

Society ow susness Greenstone Energy

1 Shell New Zeatand Corporate Communications

http://www.shell.nl/
Netherlands

http://www.shell.co.nz/
New Zealand

Shell Nigeria

W

l I nGHRIA

Emronmart & Sooety

Stll For

0 rsiness Customars
0 Commanity

0 et

0 Jobneckers

MOST POPULAR TOPICS

Shel Eco-marathon LIV Heakth 1o Moti
Media Centre Gas & Power Oil Spill
data Football moa Scholarships
Reports and Publications une? report JOb
Search scamaer Community

skooolNigeria Environment exploration &

sm Loggien Perscovem Shelh globule hjelp Wjelp Kontsktom ek y-

Norske Shell

FuelSave

LENGER

Sremtens aary .

— PA LITEREN
— [

@

A/ NORSKE SHELL
r -

i & samhunn

Stol for e e el s gy o bt g o ol o
) bel oo veng »

Lp— iy, ERCEN
D Privatkunder og bilister
0 Boliguarme Som ett av verdens ledende energibedrifter, spilier Shell en seatral rolle | 4 bidra til § dekke verdens akende
o oy o .

produksjon
B M NYHETER 0G INFORMASION UTFORSK PRODUKTER OG TIENESTER

0 Presserom
D Shell prisen 2013 O fion naermeste Shell-stasjon
1 0 Bensin: og dieselpriser
. 0 Bensin og diesel
B Kort for privatkunder - Shell Card, MasterCard og
Trum
0 Kort for bedriftskunder - euroShell Card
O ryringsolje og andre boligvarmeprodukter
1 Ofje- og gassproduksjon: Ormen Lange g Draugen

Spar 30 ore | bonus m

& =
Universitetet | Stavange forestls ut

0 vis ate artiider

http://wwv;/.shell.com.nq/
Nigeria

http://www.shell.no/

Norway

» Shefl Dovegment Oman Accomsbity belp Cortatls  Saseh y.

Shell Oman Marketing Company SAOG

Plan your route and find a Shell station - quickly find details of your nearest station
o route

SHELL FOR NEWS AND HIGHLIGHTS

0 1nvestors Information @ Motorists O Shell Petrol Promotion attracts thousands of entries

0 Jobseckers 0 Meda
0 Business
DOWNLOAD THE OFFICIAL NEW
SHELL MOTORSST AP
FOR PHONE AND ANDROD B
0 vew -
AN TOU 101
MOST POPULAR TOPICS
as5.
RASONS 10 P

Career Opp

tunities Media Releases

»osTee on sacoon —TOG MILLION

Shalcom Accossibilly Welp ContactUs  seweh s

Shell Pakistan

Shell s & superior brand name with over a 100-year history in the subcontinent.

SHELL FUEL PRICES NOTIFICATIONS

Product - Super:

Price: 101,77 Re/Ltre

Change In Customer Service Centre Numbers.

Effective Novembar 21, 201, the Customer Sarvica Cantre phone
s fe seime of ous businesses have Cargad

Product - Diesel:

Price: 106,76 Ry/\tre 0 contact s

Product - HOBC KHI:

Price: 128,57 Ry/Utre

Scholarship Program 2011 / 2012

Pricing Notifications
Product - HOBC RWP:
Price: 126,74 Re/Ltre Fraudulent communications on behalf of Shell
Product - HOBC LNR: GSAP Notifications
Price: 125,95 Ry/Utre

MORE INFORMATION

http://www.shelloman.com.om/
Oman

http://www.shell.com.pk/

Pakistan
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http://www.shell.nl/
http://www.shell.co.nz/
http://www.shell.com.ng/
http://www.shell.no/
http://www.shelloman.com.om/
http://www.shell.com.pk/

m Acomshilty Welp CoRUS  Seach £

Shell Philippines

\

D ot V-Powe? NiTRO+
=1 GAS UP

. GET FREE COCA-COLA

_ e
0 Media NEWS AND HIGHLIGHTS
hok l&. in nw? a D Shell Presents Future of Energy Through Scenarios

‘w \b-m Scenarion

MOST POPULAR

Promotions About Shell Helix

|

esporsitie Energ

Pandacan Sca ledown L

0 Pierwsza stacjs Neste w barwach Shell ju? otwarta

http: llwwv:/hﬁgt;e"iiﬂébm ph/ http://www.shell.pl/
Philippines Poland

Shell in Puerto Rico

@

E PUERTO RICD

We are a global group of energy and petrochemicals
Companies with around 93,000 employees in more than
90 countries and territories.

[T ST ——————

N 1 e Sttt Concn et Jourmey
0 Motorsports 0 v rower

O Solutions for Business Shell

0 Careers

About Our Website Main Areas Tools

Shell in Qatar

o
A

News about Shell's activities In Qatar, including the Pearf GTL project.

0 Qatar shell sigas electric motor maintenance
Contracts with two local companles, Manwelr and

JAL =

| 0 What s Qutarizaten?

http: //WWW sheII com pr/en htmI
Puerto Rico

http://www.shell.com.ga/en.html

Qatar

0 notPeEHTI pr— ot KRBy pom © obexne-wernm
& mrrn PACTYMINE [ POBAAMAK NOTPEONOCTER B IHEP(OPECYPCAL.

0 wepn

0 waosapon

HOBOCTH «WWEAN= CAMBIE NONYNAPHBIE TEMB:

D «tenn~ saxnasun Fortune Global 500 akums LEGO w

Motorist cepee 2

xaprs CLUBSMART Shell Helix v-power
BAKAHCHN  rogolpen
Kapta euroShe

e ac

Shell in Singapore

WIN Y
FREE FUELS Ha— -

s WITH SHELL TISSUE BOXES

Shell for
0 Woterists *Tarms and conditions apply
1 Jobseckers
0 weda -~ - - ! S
[P —— { Temporary Closure
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About Shell in Tunisia

Shell has been active in Tunisia for almost 90 years. Bullding on Sheil’s proud history in Tunisia, we believe Tunisia
has significant untapped o and gas potential and could play an increasingly important role in meeting the present and

future energy challenges.
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Appendix 3 Screenshots of Websites Studied — BP
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BP in Belgium

» BP smeermiddelen (Dutch)

» BP lubrifiants (French)
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http://www.bp.com/en/global/corporate/ab
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BP Forum

Aktuelles Thema:
Prasentation Statistical review of World
Energy 2013
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Produkte & Services
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Germany

http://www.deutschebp.de/sectionbodycopy.d
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About BP

BP in Hungary

In Hungary, we have many brands. But every brand carries with it an
assurance of BP quality

bp
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http://www.bp.com/en/qglobal/corporate/about

http://www.bp.com/homepage.do?categor

-bp/bp-worldwide/bp-in-hungary.html
Hungary

yld=9400&contentld=7055832 Hungary

About BP

BP in Ireland

BP has been in the Emerald Isle for more than a century, and we're
working hard to keep it as green as possible

BP in Italy

Successful and growing businesses underpin our presence in Italy
Fulfilling the needs to exceed the expectations of our customers is our
day-to-day job

http://www.bp.com/en/global/corporate/about

http://www.bp.com/en/global/corporate/ab

-bp/bp-worldwide/bp-in-ireland.html Ireland

out-bp/bp-worldwide/bp-in-italy.html Italy
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About 8P BPin Luxembourg

Luxembourg may not be the biggest country in the world. But why
should that stop us from thinking big?

s BP in the Netherlands

The Netherlands has remarkable natural resources - not least its
people. We're using Dutch know-how to hamess energy from gas, oil,
wind and solar power

http://www.bp.com/en/global/corporate/about http://www.bpo/qlcorporate/ab

-bp/bp-worldwide/bp-in-luxembourg.html out-bp/bp-worldwide/bp-in-the-

Luxembourg

netherlands.html Netherlands

bp
o]

BP Nederland

Consument

8

e BP in Norway

BP's investment in Norway continues to grow. Through new
offshore projects and by extending the life of existing fields BP's
plans reach out to 2050

http://www.bp.com/splash.do?cateqoryld=61

http://www.bp.co/e/bal/corporate/ab

out-bp/bp-worldwide/bp-in-norway.html

70&contentld=7057772
Netherlands

Norway
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; sentrale verdier i BP og
bygger pa malet om null

ulykker og null person.
skader.

r » BPN arsrapport for 2012

» BP starter produksjonen fra ny
plattform pa Valhall-feltet

About 8P

BP in Poland

Poiand we ve been busy making a lot happen in a8 small amount of

http://www.bp.com/lubricanthome.do?cateqgor

http://www.bp.com/en/global/corporate/ab

yld=4640&contentld=7006979
Norway

out-bp/bp-worldwide/bp-in-poland.html

Poland

bp

BP w Polsce - Witamy!

Wpisz miejscowos¢
i znajdz stacje BP

Wit

bp

{

About B8P
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http://www.bp.com/splashnew.do?cateqgoryld

http://www.bp.com/en/global/corporate/ab

=6180&contentld=7085645

out-bp/bp-worldwide/bp-in-portugal.html

Portugal

Poland
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About BP

BP in Russia

Russia is & huge country with enormous potential - it is a global
economic power and a major source of oil and gas

http://www.bp.com/home.do?cateqgoryld=570

http://www.bp.com/en/global/corporate/ab

0&contentld=57193

out-bp/bp-worldwide/bp-in-russia.html

Portugal Russia
bp bp L
=10
BP in Russia

Weicome to BP in Russia. As one of the
st energy companies, BP has
ussia

About 8P

BP in the Slovak Republic

For more than 15 years, we've been looking to the future in

http://www.bp.com/modularhome.do?categor

http://www.bp.com/en/global/corporate/ab

yld=6790&contentld=7019058
Russia

out-bp/bp-worldwide/bp-in-the-slovak-

republic.html Slovak Republic
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About BP H

: BP in Spain
With oil and gas, we're helping to power vehicles, homes and
businesses all over Spain - with our solar cells, we're providing the
best quality products and services

bp ntacte wo Espata

Para su vehiculo

AdBlus [~ @

Para su hogar

Carburantes 8P [+ @ » Foro 2013 de la Energla y la
Para su negocio

Astatos. - @

» La sostenibilidad en el
sistema oquwcn espaiol

m Sostenibilidad

» Nueva web
I I Estaclones de Servicio BP
o toda la reemaciin o
- » BP en el Golfo de México

http://www.bp.com/en/global/corporate/about

http://www.bp.com/home.do?categoryld=9

50 Spain

-bp/bp-worldwide/bp-in-spain.html Spain
bp 150

o BP in Sweden

BP has been in Sweden for more than 80 years, and we're still
developing new ways of delivering outstanding value to our
customers and partners, ranging from drivers and owner of cars,
trucks and bikes, through fleets, workshops, retailers to airlines
fuelling at Swedish airports

$airbp

bp

[ v | et & | Produbse & Sarvices | nvestor Relations | Mediencome: | Kariere.Ceter | & ot |
BP Statistical Review

8P Chefokonom Christot Rt hat den Well
Energieberich 2013 vorgestelt

» M

Auto und Motor

Tankstelenfrider I~
Geschiftskunden

BP PLUS Card =
Privatkunden

BP Shops [=l

http://www.bp.com/en/global/corporate/about

http://www.bp.com/home.do?categoryld=5

-bp/bp-worldwide/bp-in-sweden.html
Sweden

310&contentld=57798 Switzerland

About 8P

BP in Switzerland

With more than 400 service stations across the country, BP is a
household name in Switzerland

bp

BP Tirkiye

BP Akaryakit

Kurumsal
» M

wssl Fatystisom

http://www.bp.com/en/qglobal/corporate/about

http://www.bp.com/splash.do?cateqgoryld=

-bp/bp-worldwide/bp-in-switzerland.html
Switzerland

8710&contentld=7070229
Turkey

303



http://www.bp.com/en/global/corporate/about-bp/bp-worldwide/bp-in-spain.html
http://www.bp.com/en/global/corporate/about-bp/bp-worldwide/bp-in-spain.html
http://www.bp.com/home.do?categoryId=950
http://www.bp.com/home.do?categoryId=950
http://www.bp.com/en/global/corporate/about-bp/bp-worldwide/bp-in-sweden.html
http://www.bp.com/en/global/corporate/about-bp/bp-worldwide/bp-in-sweden.html
http://www.bp.com/home.do?categoryId=5310&contentId=57798
http://www.bp.com/home.do?categoryId=5310&contentId=57798
http://www.bp.com/en/global/corporate/about-bp/bp-worldwide/bp-in-switzerland.html
http://www.bp.com/en/global/corporate/about-bp/bp-worldwide/bp-in-switzerland.html
http://www.bp.com/splash.do?categoryId=8710&contentId=7070229
http://www.bp.com/splash.do?categoryId=8710&contentId=7070229

BP worldwide

BP in Brazil

BP and Brazil: more than 50 years of partnership and commitment

BP in Canada

BP Canada Energy Group ULC is dedicated to maintaining our values of
Safety, Respect, Excellence, Courage and One Team, We uphold these
values both internally, and externally in the areas we operate

http://www.bp.com/en/global/corporate/about

http://www.bb'.ébkh/en/qIbbé/corporété]ab

-bp/bp-worldwide/bp-in-brazil.html

Brazil

out-bp/bp-worldwide/bp-in-canada.html

Canada

BP in Mexico

BP is committed to contributing to Mexico's long-term growth
prospects through our activities in the country

About 8P

BP in Trinidad & Tobago

We may be part of a large corporation, but with our strong
regional influences in Trinidad and Tobago, we've kept our own
identity

http://www.bp.com/en/global/corporate/about

http://www.bp.com/en/global/corporate/ab

-bp/bp-worldwide/bp-in-mexico.html

Mexico

out-bp/bp-worldwide/bp-in-trinidad-
tobago.html Trinidad and Tobago
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BP woridwide

BP in America

LS W | s

s BP in Australia

With a burgeoning export market for liquefied natural gas and an
fol

http://www.bp.com/en/qglobal/corporate/about

http://www.bp.co/en/qlobal/corporate/ab

-bp/bp-worldwide/bp-in-america.html
America

out-bp/bp-worldwide/bp-in-australia.html
Australia

bp
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Building a bigger picture of the
Bight

179 »eraincards

card " &

» BP Ultimate fuels

= .

B8P woridwide

BP in Hong Kong

BP has been present in Hong Kong since 1983. We operate under both

the BP and Castrol brands in the region

YUEHWA

CHINESER PRODUGTS
R [

http://www.bp.com/home.do?categoryld=481

http://www.bp.com/en/global/corporate/ab

0&contentld=7016088
Australia

out-bp/bp-worldwide/bp-in-mainland-

bp

2012 BP Statistical Review {:} 5 b China ha n

china/bp-in-hong-kong.html Hong Kong

2
e e b s i s A

. BP in India
-
http://www.bp.com/modularhome.do?categor http://www.bpen/qobal/corprate/ab
yld=4730 out-bp/bp-worldwide/bp-in-india.html
China India
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BP in Indonesia

bp

q Tangguh resettiement
%Rl affected vilage employment

i TIAP report 2012
» TIAP repont and BP raspe
“ Tangguh security update
» Tangguh pe dinaton

+ Integrated Social Programs

» Community health

g )
-
w

» Workforce management

http://www.bp.com/en/global/corporate/about

http://www.bp.com/modularhome.do?cate

-bp/bp-worldwide/bp-in-indonesia.html
Indonesia

goryld=4760&contentld=7009216

Indonesia

bp 8P:

About BP

BP in Japan

BP has been in Japan for over half a century, helping satisfy the
energy needs of the world's third largest economy
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haNeEx

CEET

NG, bb=F Y

el i ) 0 .
2 » BRI RARILONT
Rigan BRI RS T
» BRVE RSP f,
’

POHM-EMOEDY
SEAAESE

http://www.bp.com/en/global/corporate/about

http://www.bp.com/home.jsp?categoryld=

-bp/bp-worldwide/bp-in-japan.html
Japan

1010&contentld=7002615
Japan
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BP woridwide

BP in Mainland China

Over the last 30 years China has been thro

we haven t just watched it happen, we ve been pi

dramatic change. At BP

# | Pross | Careers |

bp

2012 BP Statistical Review

Press center

» BP Energy Outiook 2030
oy e " i

http://www.bp.com/en/qglobal/corporate/about

http://www.bp.com/modularhome.do?cate

-bp/bp-worldwide/bp-in-mainland-china.html

goryld=4730

Mainland China

Iﬁ\/lainlﬁand China

About 8P

BP in Malaysia

Over the past 40 years, Malaysia has gone through a lot of changes

s BP in New Zealand
BP is one of New Zealand's largest companies e s

http://www. bp.cbrh/én/dIobal/corporraté'/abdut

http://www.bp.com/en/global/corporate/ab

-bp/bp-worldwide/bp-in-malaysia.html
Malaysia

out-bp/bp-worldwide/bp-in-new-
zealand.html New Zealand
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8P Fuseard
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BP Utimate

http://www.bp.com/home.do?categoryld=674

http://www.bp.com/en/global/corporate/ab
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New Zealand

out-bp/bp-worldwide/bp-in-the-
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e BP in Singapore

BP started in Singapore as an ol refining and marketing company in
1964. Over the past few decades, BP Singapore has evolved to
become & knowledge hub for BP in the Asia Pacific region

About 8P

BP in South Korea

BP has been in Korea for more than 30 years as one of long-term
nvestors and developed businesses in the following area

http://www.bp.com/en/global/corporate/about

http://www.bp.com/en/global/corporate/ab

-bp/bp-worldwide/bp-in-singapore.html
Singapore

out-bp/bp-worldwide/bp-in-south-

korea.html South Korea
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8P woridwide

BP in Taiwan

BP celebrates its 36th year in Taiwan

http://www.bp.com/home.do?categoryld=709

http://www.Bb.cbm/en/qIobal/corporate/ab

0&contentld=7033614

South Korea

out-bp/bp-worldwide/bp-in-mainland-
china/bp-in-taiwan.html Taiwan
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e BP in Thailand

BP has been operating in Thailand since 1992 - but the Castrol
brand has been here for the best part of the century

e, BP in Vietnam

Producing and marketing lubricants

http://www.bp.com/en/qglobal/corporate/about

http://www. Bb.Cém/en/qIobal/corporate/ab

-bp/bp-worldwide/bp-in-thailand.html
Thailand

out-bp/bp-worldwide/bp-in-vietham.html

Vietnam

ety BP in Algeria

-

Incident atn Amenas. A major securt incident took place at the in Amenas gas faciity between 1§ and 20 January

s BP in Angola

Angola is one of the world's major centres for oil and gas exploration

development and product

ion. The nation's wealth of hydrocarbon

resources attracts investment in both the industry and the community

http://www.bp.com/en/global/corporate/about

http://www.b

com/en/global/corporate/ab

-bp/bp-worldwide/bp-in-algeria.html
Algeria

out-bp/bp-worldwide/bp-in-angola.html

Angola
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o BP in Egypt

Egypt our business is primarily in exploration and p!

aiso heiping young aduits to expiore and cev

About 8P

BPinlraq

03 November 2009, BP signed a tech

nt Rumaila field in south lraa
iumatia field in soutn Iraq

http://www.bp.com/en/global/corporate/about

http://www.bp.com/en/global/corporate/ab

-bp/bp-worldwide/bp-in-egypt-.html Egypt

g

About BP

BP in Jordan

In January 2010, BP was assigned a 50 per cent working interest
in the National Petroleum Company's (NPC's) Risha Concession,
for an Exploration and Appraisal Period of between three and five
years

out-bp/bp-worldwide/bp-in-irag.html Iraq

8

About 8P

BP in Kuwait

BP has a long relationship with Kuwait that goes back to the very
foundation of the oil industry in this Middle Eastern nation

http://www.bp.com/en/global/corporate/about

http://www.bp.com/en/global/corporate/ab

-bp/bp-worldwide/bp-in-jordan.html
Jordan

out-bp/bp-worldwide/bp-in-kuwait.html
Kuwait
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. BP in Mozambique

BP is the second largest oil company operating in Mozambique

- BP in Oman

BPis exp

The operst

http://www.bpi.crofn/en/qIobal/corporate/about

http://www.bp.com/en/global/corporate/ab

-bp/bp-worldwide/bp-in-mozambique.html

out-bp/bp-worldwide/bp-in-oman.html

Mozambique

Oman

bp B

S

. BP in Saudi Arabia

Since 1983, our main business in Saudi Arabia is the supply and trading
f ts such as lubricants and aviation fuel to wholesale

S

oot P BP in South Africa

With over 500 BP service stations nationwide, BP SA is one of the

argest oil companies in the country

http://www.bp.com/en/global/corporate/about

http://www.bp.com/en/global/corporate/ab

-bp/bp-worldwide/bp-in-saudi-arabia.html

out-bp/bp-worldwide/bp-in-south-

Saudi Arabia

africa.html South Africa
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bp &

o BP in the United Arab Emirates

BP has been working in the Middle East for over a hundred years,
going back to the foundation of the Anglo-Persian Oil Company in

1909
i,

s *
e >

B

bp

http://www.bp.comen/al/corat/t
-bp/bp-worldwide/bp-in-the-united-arab-
emirates.html United Arab Emirates
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Appendix 4 Screenshots of Websites Studied — ENI
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Appendix 5 Screenshots of Websites Studied - Bureau Veritas
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317



http://www.bureauveritas.fr/wps/wcm/connect/bv_fr/Local/Home/Worldwide-Locations/Afrique/Algerie
http://www.bureauveritas.fr/wps/wcm/connect/bv_fr/Local/Home/Worldwide-Locations/Afrique/Algerie
http://www.bureauveritas.fr/wps/wcm/connect/bv_fr/Local/Home/Worldwide-Locations/Afrique/Algerie
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/Africa/Angola
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/Africa/Angola
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/Africa/Angola
http://www.bureauveritas.com.ar/wps/wcm/connect/bv_comar/local
http://www.bureauveritas.com.ar/wps/wcm/connect/bv_comar/local
http://www.bureauveritas.com.au/wps/wcm/connect/bv_comau/Local
http://www.bureauveritas.com.au/wps/wcm/connect/bv_comau/Local

Suche Ok

thee Banche | Unsere Services | Kunden | News | Kariere | Standort | Goeruns

i

[MOVE FORWARD WITH CONFIDENCE DIREKTER ZUGRIFF AUF_

U edelgeich 2u sein st o wichfy, sic stindiy
etz ntaieh Ganz dech o e 501

Internationales Netzwerk

(R AVERIKA
) 1050 Miarbeiter,

Metalbasbetriebe ignorieren EULZebssung

= it m neos Prodokte Warse oderSandote 5
. A 2014 benctigen 3503 Sshbaver und Schlsser EU-Zecfierung + ehbel ongoh B Vertas i der ichge Painer
(B cer Hersteler mit Vorbershungen im Vezug - Duch ongepeie Betisbe okt
Versmng dss Wietbeweibs + Prisnsalien swwaren Engpasse bei spatem =
Anstum _mebr

GROUP WEBSITE

» Klicken Sie bitt hier..

© Bureas Veritas 2007

BUREAU VERITAS NORTH AMERICA Searchste  Q

A GLOBAL LEADER

IN TESTING, INSPECTION AND CERTIFICATION
Recognized expertise in 8 global businesses

o

A YOURINDUSTRY OURSERVICES CLIENTS NEWS CAREERS LOCATIONS ABOUTUS

ABOUTUS Q’
1
AWORLD LEADER IN TESTING, INSPECTION & CERTIFICATION SERVICES f .
o

Founded n 1828, Bureau Vartas I 3 global leader n Testing, Inspection and Certcation (TIC), delvering high
uaity services fo help chents meet thegrowing challenges of quaiy, safery, environmental protecton, and socil
responsibilty. Bureau Vertas offes innovative solutons that go beyond simple complance with reguiatons and

standards. reduing sk Inproving performance and promotig sustinable development @ Seoan e

LABORATORY ACCESS

ot

= Clck here for access

) BOILERS & PRESSURE VESSEL INSPECTION (GOVERNMENT & INTERNATIONAL TRADE

[} COMMODITIES TESTING & WSPECTION {9 HEALTH, SAFETY & ENVIRONENTAL

http://www.bureauveritas.at/wps/wcm/connect/

http://www.us.bureauveritas.com/wps/wcm/

bv at/Local
Austria

BUREAU VERITAS GROUP

BUREAU VERITAS
IN MIDDLE EAST

L3 ABOUTUS BUSINESSES FINANCE NEWS CAREERS LOCATIONS
MIDOLE EAST BAHRAIN bl
Sanvar
.
=

YOUR KEY CONTACTS:

es  Rulfiqar Haider

2 hader@ae busaventss com

INDUSTRY & HSE DEPARTUENT
Rajesh & Shetty

connect/bv _usnew/local
Bahamas

BUREAU VERITAS INDIA

A YOURMNOUSTRY OURSERVICES CLENTS NEWS CAREERS LOCATIONS ABOUTUS

SOUTH ASIAN REGION

BANGLADESH o

http://www.bureauveritas.com/wps/wcm/conne

http://www.bureauveritas.co.in/wps/wcm/co

ct/bv_com/Group/Home/Worldwide-
Locations/Middle East/Bahrain#

Bahrain

nnect/bv coin/Local/Home/Worldwide-
Locations/South+Asia+Region/Bangladesh

Bangladesh

318


http://www.bureauveritas.at/wps/wcm/connect/bv_at/Local
http://www.bureauveritas.at/wps/wcm/connect/bv_at/Local
http://www.us.bureauveritas.com/wps/wcm/connect/bv_usnew/local
http://www.us.bureauveritas.com/wps/wcm/connect/bv_usnew/local
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/Middle_East/Bahrain
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/Middle_East/Bahrain
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/Middle_East/Bahrain
http://www.bureauveritas.co.in/wps/wcm/connect/bv_coin/Local/Home/Worldwide-Locations/South+Asia+Region/Bangladesh
http://www.bureauveritas.co.in/wps/wcm/connect/bv_coin/Local/Home/Worldwide-Locations/South+Asia+Region/Bangladesh
http://www.bureauveritas.co.in/wps/wcm/connect/bv_coin/Local/Home/Worldwide-Locations/South+Asia+Region/Bangladesh

BUREAU VERITAS NORTH AMERICA

f Sarchste  Q
Zosk
when the Group was

¢ been delivered ' N %‘
- \ J

A YOURINDUSTRY OURSERVICES CUENTS NEWS CAREERS LOCATIONS ABOUTUS

ABOUT US

AWORLD LEADER IN TESTING, INSPECTION & CERTIFICATION SERVICES

Founded in 1820, Buresu Veritas s 2 global leader n Testing, Inspection and Certiicasion (TIC), delivaring high
Uty services 1o A cherts meet the §rowing chalenges of qualty safety, environmental protecton. and social
rotponaibiity Bureau Vertas offers mnovative 10k20m Bt 90 beyond timple compiance i regulstont and
Mandards, recucng nai. mproving perormance %G rOmOtng KAtnade Seveopment

owsieweows - JWOVE FORWARD WIT CONFIDENCE

+ VERSION FRANGNSE
Om succesvel e 24, most uw organisate b
uchio 201 Hivn

brwagng A T RSN, MEER LINKS.

Labeden 40 sleuins makien 4 el sc0caren

Clmarchen s o eeaarfhse vekbour vour G HVACR s0ck e Wil st 69 1040 11 chObor D v e srochcten Mot Bures Vertss o
[

+ 00102

LABORATORY ACCESS

gramm '
© Sont 30 e
" Mieaws horm 9RC | P Puckapig
2 eon ol bt IEUNS
|
|
{§ BOLERS & PRESSURE VESSEL INSPECTION {| GOVERNUENT & INTERNATIONAL TRADE L‘nnv

{§ COMMODITIES TESTING & INSPECTION

9 HEALTH, SAFETY & ENVIROVMENTAL = Ciick here for access

http://www.us.bureauveritas.com/wps/wcm/co
nnect/bv_usnew/local

§arbados/ North America

BUREAU VERITAS FRANCE
™
Iy
BUREAU VERITAS =
EN AFRIQUE »w v .
A= 4 5@\]  been delivered
UN RESEAU COMPOSE D'EXPERTS - - ! &/ "

A VOTREACTIVITE NOSSERVICES CLIENTS FINANCE NEWS RECRUTEMENT NOSIMPLANTATIONS GROUPE

http://www.bureauveritas.be/wps/wcm/conn
ect/bv_be/Local

Belgium

Rechercher  Q BUREAU VERITAS NORTH AMERICA

A YOURINDUSTRY OURSERVICES CLIENTS NEWS CAREERS LOCATIONS ABOUTUS

AFRIQUE

L AgouTUs

AWORLD LEADER IN TESTING, INSPECTION & CERTIFICATION SERVICES

Founded in 1E24 Bureac Vertas i 2 global leacer n Testng, nspecton 3nd Cetfication (TIC) delbvaring high
ualty services 1o he chents meet the growing challenges of iy, salety environmental protection. and social
Tesponuiniey Burkau Verias ofers nnovative $olutons that 5o deyond simgle complance with regulations and

Ange 3 S

SUGIGS. 180G ek, INBIOVInG performance and promating ustanabie devwiopment

e LAB(?MT.DRV ACCESS

= y

e Buvsn g Cotaon . § BOLERS & PRESSURE VESSELINSPECTION | GOVERNMENT & INTERNATIONAL TRADE E‘n

" ke ”'r' Seonmsnn {§ COMMODITIES TESTING & INSPECTION 1§ HEALTH, SAFETY & ENVIRONMENTAL « Click here for access
http://www.bureauveritas.fr/wps/wcm/connect/

http://www.us.bureauveritas.com/wps/wcm/
connect/bv_usnew/local
Bermuda

bv_fr/Local/Home/Worldwide-
Locations/Afrique/Benin
Benin Republic

319


http://www.us.bureauveritas.com/wps/wcm/connect/bv_usnew/local
http://www.us.bureauveritas.com/wps/wcm/connect/bv_usnew/local
http://www.bureauveritas.be/wps/wcm/connect/bv_be/Local
http://www.bureauveritas.be/wps/wcm/connect/bv_be/Local
http://www.bureauveritas.fr/wps/wcm/connect/bv_fr/Local/Home/Worldwide-Locations/Afrique/Benin
http://www.bureauveritas.fr/wps/wcm/connect/bv_fr/Local/Home/Worldwide-Locations/Afrique/Benin
http://www.bureauveritas.fr/wps/wcm/connect/bv_fr/Local/Home/Worldwide-Locations/Afrique/Benin
http://www.us.bureauveritas.com/wps/wcm/connect/bv_usnew/local
http://www.us.bureauveritas.com/wps/wcm/connect/bv_usnew/local

BUREAU VERITAS GROUP & FINDA SOLUTION~ Sewchste  Q
m.y: 5,
BUREAU VERITAS - %:,
INAFRICA . o
ANETWORK OF EXPERTS =" \..
] ABOUTUS BUSINESSES FINANCE NEWS CAREERS LOCATIONS
AFRICA Bureau Veritas Botswana =
' -

& Phone:

BOTSWANA

A RANGE OF ADAPTED SERVICES

Asia-Pacifico: /
25% do faturamentoj

13.300 colaboradores,
227 escritorios

Franca:

Parater sucess, vock eve st s e
. moeknerto Em ek 4 s0ves gares, anovos
marcades o ciarnauss prodtes e o Brvau
T ot 3 se0lath e § decadh 40 acaso

BUSINESS VISON REWSLETTER

" Cligue agal

http://www.bureauveritas.com/wps/wcm/conne

http://www.bureauveritas.com.br/wps/wcm/

ct/bv_com/Group/Home/Worldwide-
Locations/Africa/Botswana
Botswana

BUREAU VERITAS GROUP

BUREAU VERITAS
IN SOUTH EAST ASIA

M ABOUTUS  BUSINESSES

FINANCE NEWS

CAREERS LOCATIONS

SOUTH EAST ASIA

BUREAU VERITAS BRUNE!

e

connect/bv_br/Local

Brazil

BUREAU VERITAS GROUP Searchsite  Q
“U"4 BUREAUVERITAS
7 4% INSOUTH EAST ASIA (i

A ABOUTUS  BUSINESSES  FINANCE  NEWS  CAREERS  LOCATIONS

SOUTH EASTASIA SOUTH EAST ASIA

CONTACTUS
in:g9
@ Sendema

)
.“(( ALY

http://www. buruverita.com/wps/wcm/con ne

http://www.bureauveritas.com/wps/wcm/co

ct/bv_com/Group/Home/Worldwide-
Locations/South East Asia/Brunei
Brunei

nnect/bv_com/Group/Home/Worldwide-
Locations/South East Asia#
Bulgaria/ South East Asia

320



http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/Africa/Botswana
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/Africa/Botswana
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/Africa/Botswana
http://www.bureauveritas.com.br/wps/wcm/connect/bv_br/Local
http://www.bureauveritas.com.br/wps/wcm/connect/bv_br/Local
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/South_East_Asia/Brunei
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/South_East_Asia/Brunei
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/South_East_Asia/Brunei
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/South_East_Asia
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/South_East_Asia
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/South_East_Asia

Su Sector | Servicios | Clientes | Novedadss | Trabaja en BV

Comactanos | Quiénes Somos

o Jeocomoumom ccesoomecio
* 010TH3
Comoponto st o confons?
Bureau Veritas Certfication Chile SA A e e [EcA] 2

s hegares
mowess productos Com Bures Veetas 3 & b
e se dej ol ez

o LNEAS DENEGOCIOBY

Az o

EnglshVesin | BGE | KNOWA |SPEN |2AER | ERAT | S¥RS | XER0

MRNREN RN , 24 EFRYRETE
NERRNBLF 2R

- RARE

- RRENR

- BARRNARS

130513 r g SERNAR AT
CAMBIO DE VERSION FSSC 22000 Ver 03 .
o3 2RLAETY | MAEATANRD R0EAENE-STESzeRN
CONSULTA PUBLICA PARA LA EVALUACION DE CERTIFICACION FSC DE HuzannasEs & e
MANEJO FORESTAL DE VOLTERRA =
P e— (12T

01102113 =l plitsh
CONSULTA PUBLICA PARA LA EVALUACION DE RECERTIFICACION FSC e

= Mas mlormacion -.lr' r)ax“'" SERGNEMERNE AR ELPRAMCE " | £ 531

http://www.bureauveritas.cl/

Chile

http [Iwww, bureauverltas ch/wps/wcm/conn
ect/bv_cn/Local
China

BUREAU VERITAS COLOMBIA

A GLOBAL LEADER
IN TESTING, INSPECTION AND CERTIFICATION
Recognized expertise in 8 global businesses

e

NOTICIAS  TRABAJAENBV  WORLDWIDE LOCATIONS  QUIENES SOMOS

CONTACTENOS

0 Bureaa Veras Colosbia
ale 7. 3

A susecTor

SERVICIOS

§ Telfs: © <571
i Fax 4571 349.0540

@ Send an e-mal

NOTICIAS Y EVENTOS 0 Otras oficinas en Colombia

Bogota D C Capackaciin Prmer Semestre 2013

1501113 | Leer mis

Sistemas de Gestinnegrado HSEQ bagué Jubo 5,6, 10,11 y
12de 2013 Medelin Agosta 9, 10, 15, 16y 17 de 2013, Bogatd
DC, Agosto 9, 10, 15, 16y 17 de 2013 tensidad - 40 Horas:

0307113 / Leer més

NTERRATIONAL LEAD AUDITOR IS0 9001 07 IRCA A 17024
2245 Chinaa  Agosto 19,8123 de 2013
Orca oot

Zahtjevi za kvalitetu, zastitu okolisa,
zdravlja i sigurnosti se neprestalno

povecCavaju u cilju smanjenja rizika

i osiguranja odrzivog razvoja.

o Fodmas I WD

na-nu-n-hm-mw-‘m-u

RITAS KONFERENCUA -8 DAN

Zatwolstn na e | ove qocinepavat Vas a Vaie | rake vadcionane godiofe
anstanp - 13 Buway Vertas dane

S - cmnemAuA
B - PLAN TECAJEVA

* KATALOG TECASVA

VOLVE NEWSLETTER

= Clich hore

© Bureau Veritas 2407

http://www.bureauveritas.com.co/#

Colombia

http://www.bureauveritas.hr/wps/wcm/conn
ect/bv_hr/Local
Croatia

321



http://www.bureauveritas.cl/
http://www.bureauveritas.cn/wps/wcm/connect/bv_cn/Local
http://www.bureauveritas.cn/wps/wcm/connect/bv_cn/Local
http://www.bureauveritas.com.co/
http://www.bureauveritas.hr/wps/wcm/connect/bv_hr/Local
http://www.bureauveritas.hr/wps/wcm/connect/bv_hr/Local

BUREAU VERITAS VENEZUELA

)

BUREAY
VERITAS

CONTACTENOS

 Bureau Varitas Venezuea

nfraestuchuas y

e cadad, sequndat

PR
0
NOTICIAS Y EVENTOS man
® Send an emal
Conoceruesto Progama o Capactacn paa e pres
-F semeste 2013
SU SECTOR SERVICIOS WORLDWIDE LOCATIONS  QUIENES SOMOS BUREAU VERITAS VENEZUELA

Aesoniut Gestin de Actha Alloc ns Pert Aylan

I‘ Seznamte se s nasimi
strategickymi cili

FKACH AUDIT QNS ENS ASUS ve
Blansko Engreenng a5

BUREA VERTTAS ot irazd v o v R roste na viné jsou
isporyfrem

Energetickeé Stitky
s garanci

14

http [Iwww. bureauverltas com.ve/

Venezuela

http://www.bureauveritas.cz/wps/wcm/conn

ect/bv_cz/local

Czech Republic

BUREAU VERITAS DENMARK S06 Q

F3 fuld fart pa
¥ din udvikling her

c RE
Find dit naeste kursus her
ﬁ DININDUSTRI  VORES SERVICES KUNDER NYHEDER KARRIERE KONTAKTOS OMOS

neder nden fof mspekt iledelse | det lertige

@ Sendenemal

SENESTE NYT

Conference
0507113 Lies mere

Kompas t psykisk arbejdsmis

240513 Ls mere

Sommerkampagne: Biv Lead Auditor
for kun kr. 22000,

marlna
BureauVeritas .- -

& w dile) Sariafl of Bsiness A dauyly

Ahora contamos con capacitacion on line
omamawen | Bienvenidos e e e s :‘.“.‘.‘:..Y.:’.'T::.‘l’;‘f;
SERVICIOS Programas Superiores
————

1828
Desde la exphoracin y produccin hasta fa —

reflaschn y dirbucin, Bureau Verlas ofiece
a todos los actores del Sector O & Gas un

[BUREAU |
conjunto de servicios drigidos 3 optimizar la VERITAS

— - BUREAU VERITAS
business school
eleaming

Pgina Coeporativs
Grupo Bureau Verias

Conozea Ms+

— Acceso
Client

Descubra el Mundo de Bureau Veritas.

‘!!_ﬁ

Home (Site map | Suagestions - © Bureauesias

http://www.bureauveritas.dk/wps/wcm/connect

http://www.bureauveritas.com.ec/

[bv_dk/local
Denmark

Ecuador

322



http://www.bureauveritas.com.ve/
http://www.bureauveritas.cz/wps/wcm/connect/bv_cz/local
http://www.bureauveritas.cz/wps/wcm/connect/bv_cz/local
http://www.bureauveritas.dk/wps/wcm/connect/bv_dk/local
http://www.bureauveritas.dk/wps/wcm/connect/bv_dk/local
http://www.bureauveritas.com.ec/

BUREAU VERITAS GROUP

Seachste  Q

BUREAU VERITAS
IN MIDDLE EAST (-595)

BUREAU
VERITAS

L] ABOUTUS BUSINESSES FINANCE NEWS CAREERS LOCATIONS

MIDDLE EAST

Middle East

Moures CONTACTUS

. tan X
T 0

489080
Fax: 4966 (1) 4788048

® Sed

YOUR CONTACTS

Bahnain

sond an ema

Egypt

'BUREAU VERITAS ESTONIA

S Discover our 2015 strategic objectives
by business

AKTUAALSET

BUREAU VERTASE * g3
KOOLITUSED &%

SUGIS 2013

Burea vertas on Eurx

Buress Vertas Eest OU vijastas Eests esmese 50 50001 2011 setfikans

http://www.bureauveritas.com/wps/wcm/conne

http://www.bureauveritas.ee/wps/wcm/conn

ct/bv_com/Group/Home/Worldwide-
Locations/Middle East/Eqypt# Middle

ect/bv_ee/local

Estonia

East/Egypt

-:LE‘WT;:AL‘A:’\

An ambitious road map i
(| t‘ i

You bty | O Semvces | s | N | Camors | Wodbid Locatoms | Abot s

i 52,000 €34

employees  revenue

—-
- -
-

[ Quick Accessttens ]
8

»
¢
,*“\,.“' DOWNLOAD
W companyonore N

LR

7 Newlestant

Mineral Pracessing
Geoanalytical Labs

ischarge monitorieg service offers  efine 10 exifles suppers aad big name 3

- 203
New wite
brands

O socuan

BUREAU VERITAS FINLAND

A TOMIALANNE PALVELUMME ASIAKKAAT UUTISET REKRYTOINT YHTEYSTIEDOT TIETOA MEISTA

T YTTA
A Liawokmus onrmm |
d 2 Burwau Vertas

& Pubelimtse. €

BUREAU VERITAS

@ Lifets sathigoss

UUMSET

kel erserraren PEFC.sentftadth Suamessa

] e

-

' NOT-PALVELUT

POV TI 5090 wstuvtasestein o e ek

http://www.bureauveritas.com.au/wps/wcm/co

http://www.bureauveritas.fi/wps/wcm/conne

nnect/bv _comau/Local Pacific Zone

ct/bv fi/local Finland

323



http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/Middle_East/Egypt
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/Middle_East/Egypt
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/Middle_East/Egypt
http://www.bureauveritas.ee/wps/wcm/connect/bv_ee/local
http://www.bureauveritas.ee/wps/wcm/connect/bv_ee/local
http://www.bureauveritas.com.au/wps/wcm/connect/bv_comau/Local
http://www.bureauveritas.com.au/wps/wcm/connect/bv_comau/Local
http://www.bureauveritas.fi/wps/wcm/connect/bv_fi/local
http://www.bureauveritas.fi/wps/wcm/connect/bv_fi/local

BUREAU VERITAS FRANCE § RECHERCHER UN SERVCE ™ Rechercher  Q

‘¢ . Coordonnateur SPS,
A

la reglementation évolue*:
c'est obligatoire !
. VOTREACTIVITE NOS SERVICES CLIENTS FINANCE NEWS RECRUTEMENT NOS IMPLANTATIONS GROUPE

BUREAY
VERITAS

BUREAU VERITAS

VERITAS gegdl FINANCE

Professeanels - TP-PME - Artsans,

naCram
96k 2011 175 s o P

commandez ¢ igne
o mrfcatons
repementaces . .

o rionger et

CONTACTEZ-NOUS

9 Bureas Vermas

2200 Newsh

BUREAU VERITAS GERMANY Suche Q

.

BUREAU
VERITAS

Vertrauen Sie a

s erfahrenen Managem und Experten

» einTeam
» ein international
» indviduelle

KONTAKT

9 Bureau Veritas Deutschiand
P
o Eds

NEWS & EVENTS

Lustauf Wisen - Soermer Seminare 2013

Besuchen Sie uns vom 0406 Juni 2013 auf der Power Gen in
| POUGRGRY e

064

9713 et

http://www.bureauveritas.fr/wps/wcm/connect/

http://www.bureauveritas.de/wps/wcm/conn

bv_fr/local
France

ect/bv_de/local
German

Home About Us Hellenic & Black Sea Region

Our Services News Our Offices Contact Us

CONSUMER PRODUCTS

Giving confidence throughout the supply.chain !

Leam more >

T YT

/052013 . @ Marine industry
Posidonia Sea Tourism Forum - Award of 50 9001 & 14001 VeriFuel @ cervnin
Marine Fuel Management
Wi the Posidonia Sea Tourism Forum & Exhibiton, which too place in Megaron @ rrermations Tnce
Athens International Confierence Centre on May 28 & 29, the Certificates of IS0 9001 4 powerful tool for a
150 14001 for Quaity & Environment respectively were handed oct . Read more  comrehensive Fusl @ suice i
Mansgement System
&
170512013 [Marine Extranet : VeriSTAR ° Tyt
Wellenic and Black Sea Committee of Bureau Veritas © ooy

The 16th annual meeting of the Hellenic and Black Sea Committee of Bureau Veritas '. VeriSTARInfo
'was held on the 17 of May 2013 unde the Chairmanship of Captain Panagiotis
Tsakos and the presence of the Bureau Veritas Management. . Read more

~Real time access to your
Marine information.

.
peccomvoers fomeis |

10/06/2012

-

BUREAL VERITAS HUNGARY ® AJANLOTT S20LGALTATAS KERESESE ~

Todeaioh x2 SC amiskisrdl 3 hehes eigantibodis
gyeboriat broskisa ferapos, dymertes eadas 2013 pras 4

Tatonam rformacet

UNKEX

Tnistas ragaso

3 mriegekeisze

>

http://www.bureauveritas.gr/

Greece

http://Www.buréauveritas.hu/wps/wcm/conn

ect/bv_hu/local

Hungary

324



http://www.bureauveritas.fr/wps/wcm/connect/bv_fr/local
http://www.bureauveritas.fr/wps/wcm/connect/bv_fr/local
http://www.bureauveritas.de/wps/wcm/connect/bv_de/local
http://www.bureauveritas.de/wps/wcm/connect/bv_de/local
http://www.bureauveritas.hu/wps/wcm/connect/bv_hu/local
http://www.bureauveritas.hu/wps/wcm/connect/bv_hu/local

BUREAU VERITAS INDIA . BUREAU VERITAS GROUP

2012, a year of expansion

+160 BUREAU VERITAS
16% (-%t) IN MIDDLE EAST

€3 billion -

A YOURWOUSTRY OURSERVICES CLENTS NEWS CAREERS LOCATIONS ABOUTUS A AsouTus BUSINESSES FINANCE NEWS CAREERS LOCATIONS

CONTACTUS

—-—
Bureau Vet v s
“f""".‘ "? BN _ -

BUREAU VERTAS i’»:,“ G s

& Phove: . - .“i - eyl Jll PTG 0

o Sendm e B o e gl oo

NEWS & EVENTS = - ; ’ e

E*W.“ ! ncAcrsmm

vl edee g

i .
http://www. bureauverltas co.in/wps/wcm/conn | http://www. bureauverltas com/wps/wcm/co
ect/bv_coin/local nnect/bv_com/Group/Home/Worldwide-

India Locations/Middle East/Irag
Ira /Mlddle East

3 Navale
» Industria \
» Cansumer Products

» Verifiche In-Service @ Ispezioni HSE
| nostri 8 settori offrono un’ampia » Costruzioni - N $ .
gamma di servizi nel mondo N s SR ’f/ﬂ'— £ Z&ﬁ AP

» Commodities ( ) = {. )
» Commercio lternazionale P
A ILVOSTROSETTORE INOSTRISERVIZI AREACLIENTI NOVITA LAVORACONNOI INOSTRIUFFICI CHISIAMO # E1:54 ] BEER =3=2 SMEN e3P M A RARR auEE
chsisTuDIo . ! N CIZZZ
" o ’ SN L] o R
G o BUSINESS VISION

BUREAL VERTTAS JAPAN NEWSLETTER 0 BAREMR

BUREAU VERITAS ITALIA

BUREAU VERITAS

0 BUREAU VERITAS ITALA

LR L
- 1REAR
Segnatazin e Recam §EsRESE
e nchveste apemeempr-camrzrsc | 8 VATLEESR
ipknse & tol 02270814 0 (u-EINE
e [s BVSma o
o TERT SreARTICRET—X 8 2EF 474
Uivnin ™\ Registr " BUNTTHNES SRR
\ ngamuanonl
— tei0e WEHITEER 25!

News _ Scopei i Caendaro i Cors & Formazione
: programma per i secondo semesire 2013

110713 Lo e
ALzt ~

.

News._ Consegna deda arga d riconoscimento al pmo edfich

centicato GBC Home.

Partecipa ala Cenmona e vista ledfico!

http://www.bureauveritas. |t/wps/wcm/connect/ http //www bureauverltas ip/

HEMREEER (er
1§ L

bv_it/local Italy Japan

325


http://www.bureauveritas.co.in/wps/wcm/connect/bv_coin/local
http://www.bureauveritas.co.in/wps/wcm/connect/bv_coin/local
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/Middle_East/Iraq
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/Middle_East/Iraq
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/Middle_East/Iraq
http://www.bureauveritas.it/wps/wcm/connect/bv_it/local
http://www.bureauveritas.it/wps/wcm/connect/bv_it/local
http://www.bureauveritas.jp/

C noMoLLLbio MHCTPYMEHTa "MouCK petueHuin”
B CPA3Y HAUAETE KyKHYIO MHDOPMBLMIO

D T " 1
wocTa a s 3
chmvﬂlklmm e
wacTa crpsaheacTa C

- lnepmed

ro Crasgapniosgm

Pl Sy ool
Sundurdzeten and Qualty Conil) ocysecramams 1owtpans
CooTaeTCTIM sy KchopTIpyw 8 Pacarinmey Hpae u
ogepunirs cooraerciayosye  Ceprupmary  Coorsercrom

+ 200112

cagd cFMs2s o

by business

Gas, Ofishore 3T 2438 238U

© Bureau Vertas 2007

0] o

sozo |2 | Reg |52 |48 [dem3 |evan

=1 ‘ Discover our 2015 strategic objectives

http://www.bureauveritas.kz/wps/wcm/connect/

http://www.bureauveritas.co.kr/wps/wcm/co

bv kz/Local Kazakhstan

nnect/bv_cokr/Local South Korea

Ar Risindjumu mekl&taju
J0s atradisiet nepieciedamo informdciju dads sekundés

Miva partsart

http://www.bureauveritas. com/wps/wcm/connec

http://www.bureauveritas.lv/iwps/wcm/conn

t/bv_com/Group/Home/Worldwide-
Locations/Middle East/Kuwait Kuwait

ect/bv_Iv/Local Latvia

o -

it | oy poseogen | Khon | Wouponc | s |

Misy ;:'Ianas 2015 meta'ms 'g' i
¥
b :: 't 80000 5 o

by '”,‘ b 58000 34
() l‘ 'm dabuotojy  pajamy

_ —
. g
veuss i

Sauly vistydewi Aolagial cicalal Bektas \okybis vadybos [ ~——
srtfhatas Perdcdamas 4 sty dokments | mokyme Alagos IO —

Soowes Yol et norte Vad Jams sekns pvalot udes |
ekt 0 b 303 ¢ 1okl kokybes vadytos tatema oo 8

[NALIAS ADRESAS

)

BUREAU VERITAS EN MEXICO

ANADIENDO VALOR

AL CLIENTE

Ayuda a mejorar el rendimiento
y a gestionar el riesgo

A SUSECTOR NUESTROSSERVICIOS CUENTES NOTICIAS CARRERA NUESTRAS OFICINAS CONGZCANOS

“

> e NOTICIAS
i J
o Curso de Imerpretacion de las Normas.
S s
Vilahermosa
 Cenl e Gese s "
0 G Eqpos e

I@ﬁ

Bl ==
9 Bureas Vortas

ESTUDIOS DE CASOS

& Teefono: +42 85 5361 30309600
@ Envie un Cone Eiecying

Curso do Autitr Interms de Satemas
e Gestion imagradon en Vilahermoss

Curso o interpratacion de tas Nomas

e Satemas e Geston mmegrasos e
Vilahermosa

http://www.bureauveritas.lt/wps/wcm/connect/

http //www bureauverltas com. mx/wps/wcm

bv It/Local Lithuania

/connect/bv._commx/local

Mexico

326



http://www.bureauveritas.kz/wps/wcm/connect/bv_kz/Local
http://www.bureauveritas.kz/wps/wcm/connect/bv_kz/Local
http://www.bureauveritas.co.kr/wps/wcm/connect/bv_cokr/Local
http://www.bureauveritas.co.kr/wps/wcm/connect/bv_cokr/Local
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/Middle_East/Kuwait
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/Middle_East/Kuwait
http://www.bureauveritas.com/wps/wcm/connect/bv_com/Group/Home/Worldwide-Locations/Middle_East/Kuwait
http://www.bureauveritas.lv/wps/wcm/connect/bv_lv/Local
http://www.bureauveritas.lv/wps/wcm/connect/bv_lv/Local
http://www.bureauveritas.lt/wps/wcm/connect/bv_lt/Local
http://www.bureauveritas.lt/wps/wcm/connect/bv_lt/Local
http://www.bureauveritas.com.mx/wps/wcm/connect/bv_commx/local
http://www.bureauveritas.com.mx/wps/wcm/connect/bv_commx/local

BUREAU VERITAS NEDERLAND Zoskmachine Q

ambitieuze wi we L

g 1! '
o atile P 80000 €5 n
" ’.’_ ’ ‘ ’ - a I e b >
t ’”’ i 52,000 €3.4.40 ( :) vor e e kunder oppholder seg i verden,
” ’ werknemers omzet ! y \‘
i " ’u' VSR 8 O " r oppgave & hjelpe n-er" il v :

mme disse k

A UWBRANCHE ONZEDIENSTEN KLANTEN NIEUWS CARRIERE LOCATIES OVERONS

MOVE FORWARD WITH CONFIDENCE e

g bipver 0 i0 Amersfoort
0 Rotterdam
0 Gronngen HM Kong st st 201 Tn Pl Fabed -~
X . g sramearse -

LAATSTE NIEUWS e

Bureau Veritas Nederiand EEHA
gecertificenrd

De toagevoegde waarde van Bureau
Vorhas Nederiand in bet ichthys
Project n Australie

007113 Leos meer

u\

http //WWW bureauverltas nI/wps/wcm/connect/ http://www.bureauveritas.no/wps/wcm/conn
bv_nl/local The Netherlands ect/bv_no/Local Norway

o e =
Su Sector | Servicios | Cliestes | Novedades | Trabaje n (

Bl VOO CORPORATIVO BY [ACCESO DRECTO

Como. do confiansa?
(TR e 2

RS ugaes
o gy S v s
nads se da ol azw Video MOVE FORIARD Roporh
CONFIDENCE (2087)

reparacion 0e Qatar para Acarear su

grandes dingoos  la pr

http://www.bureauveritas.com.pe/ http://www.bureauveritas.DI/wps/wcmfconn
Peru ect/bv_pl/Local Poland

Procursrsite Q| BUREAU VERITAS ROMANIA $ CAUTAO SOLUTE~ Camnste Q

& R iy - 0 harta ambitioasa a dezvoltarii grupului §
MARINHA ~ a W B e 6.
" i b 52000 4
'“t deangajati  Venitde

A DOMENILDVS. SERVICIILE NOASTRE CLENTI STIRI CARIERE SEDIILE NOASTRE

BUREAU VERITAS PORTUGAL

Cuidar da seguranca no mar

Descubra mais >

Ee
—=
-

-

o

A MERCADOS SERVIOS CLIENTES NOTICIAS OPORTUNIDADES DE CARREIRA ESCRITORIOS ~SOBRE NOS

DESPRE NOI

QUEM SOMOS

Loaves W coricone

NOTICIAS E EVENTOS onvci G A S
‘Agende i o seu Plano de Formagio ® GASESTEOSOLUTE ok

Parao 2 semestrado 2063

280813 Ver mas Bureau Vertas Coricston omans
va mvita la Seminaryl cu tema
“Performanta prin Caltate”

Bureau Verias Riave celebra X012 Ceeste

contrato com Teixeira Duarte <2

280613 Ver mas

Pentry onicine poate fi interesat -
Centeares Satemeio oo

Bureau Verias participa na 8. Edicio Management

da semana da Responsabiidade Social 2081 Cleste ra

100612 Ver
The largest foating crane in Black Sea

‘ ! Vertodas as roticss RS Feed ) s classed by Bureau Vertas

http://www.bureauveritas.pt/wps/wcm/connect/ | http://www.bureauveritas.ro/wps/wcm/conn
bv_pt/local Portugal ect/bv_ro/local Romania

327



http://www.bureauveritas.nl/wps/wcm/connect/bv_nl/local
http://www.bureauveritas.nl/wps/wcm/connect/bv_nl/local
http://www.bureauveritas.no/wps/wcm/connect/bv_no/Local
http://www.bureauveritas.no/wps/wcm/connect/bv_no/Local
http://www.bureauveritas.com.pe/
http://www.bureauveritas.pl/wps/wcm/connect/bv_pl/Local
http://www.bureauveritas.pl/wps/wcm/connect/bv_pl/Local
http://www.bureauveritas.pt/wps/wcm/connect/bv_pt/local
http://www.bureauveritas.pt/wps/wcm/connect/bv_pt/local
http://www.bureauveritas.ro/wps/wcm/connect/bv_ro/local
http://www.bureauveritas.ro/wps/wcm/connect/bv_ro/local

BIOPO BEPUTAC POCCHA & HANTHPEIEHNE

MepcnexTveHbIA NnaH passutus § |
A o ot y
l,, # ! i [’.‘@e)
iith o
A BAUAJEATENGHOCTS  WAUMYCTTH KOWEHTM  HOBOCTH KAPEPA  HALMOSHCH  OWAC

CBAXHTECH C HAMM

9 Sicpo Bepurac

80000 €5..
52000 €3.4.

COTPYAHWKOB  A0X0Q

e

L ed

=

Home Abotls Helenc EBack Senfegon  OurServices News OurOffices Contact Us
Contact Serbia Offce
Bugara 1
. Bureau Veritas Serbia
Maltz b
fomea [ | ¥ &
£ Bures. Verias Serdia 8

Resident in Beigrade)
Address - Jove fica 140, 11010, Belgrade

< Website : wuw burenveritas 15

http://www.bureau-
veritas.ru/wps/wcm/connect/bv_ru/local Russia

http://www.bureauveritas.qr/HBS Serbia.ht

ml Serbia

Vyhladal »

vty | K | o s Sveshs |0

Certifikacia

Pomahame klientom zlepsit vykonnost

Aby ste bk Uiy munde 53 nevrtile bet
et 32 10 oové miesta, cové Wy L sovym
odbornj semink 2 obiast

g ey A
o iz mam vy 50 7001, e ek v kot
1CT 3 pr poskytovans sased TS t—u-

!’\lav

Ziskajte certificiciu

e Vertas 2001

)

REDNA PONUDBA
oL NASIH SEMINARJEV

- Prevesss hanpoq suctes

http://www.bureauveritas.sk/wps/wcm/connect/

http //WWW bureauveritas.si/wps/wcm/conn

bv_sk/Local Slovakia

BUREAU VERITAS ESPANA

CERTIFICACION

es0s eficientes
sostenible

QUIENES SOMOS

PTe 0

] SU SECTOR SERVICIOS CLIENTES NOTICIAS EMPLEO CONTACTAR

NOTICIAS

EFE
B

ect/bv_si/Local Slovenia

BUREAU VERITAS SWEDEN

& HTTAENLOSNNG » ™ Q

Bygger pa tre viktiga nyckelhllgéngar

» Ett
» Teknisk och tek
» Tatare geografiska

/
A ERBRANSCH VARATJANSTER VARAKUNDER NYHETER KARRIAR  KONTAKT ~OMBUREAU VERITAS

KONTAKTA 08§

9 Bureau Vertas
& Totor: §

PRENUMERERA PA VART
NYHETSBREV

Pyl doma formutar for an
prenumerea pi Bureay Verta

NYHETER

etitrey n il vie
OHSAS 18001 - 12 apel
Nama 010311 L e
Epont
Konforansen som fokusera pi
Foreag #rantidens haibaa afirsmodeler
e 200211 Las e
[ Arbatar i med s0cia® anavarsuagande

|0t verksamhet (CSR) olier funderar -
do?

http://www.bureauveritas.es/wps/wcm/connect

http://www. bureauverltas se/wps/wcm/conn

/bv_es/local Spain

ect/bv_sel/local Sweden

328



http://www.bureau-veritas.ru/wps/wcm/connect/bv_ru/local
http://www.bureau-veritas.ru/wps/wcm/connect/bv_ru/local
http://www.bureauveritas.gr/HBS_Serbia.html
http://www.bureauveritas.gr/HBS_Serbia.html
http://www.bureauveritas.sk/wps/wcm/connect/bv_sk/Local
http://www.bureauveritas.sk/wps/wcm/connect/bv_sk/Local
http://www.bureauveritas.si/wps/wcm/connect/bv_si/Local
http://www.bureauveritas.si/wps/wcm/connect/bv_si/Local
http://www.bureauveritas.es/wps/wcm/connect/bv_es/local
http://www.bureauveritas.es/wps/wcm/connect/bv_es/local
http://www.bureauveritas.se/wps/wcm/connect/bv_se/local
http://www.bureauveritas.se/wps/wcm/connect/bv_se/local

Standote | Uber uns

Mit unserer Erweiterten Suche
entdecken Sie die Vielfalt der Bureau Veritas Services.

S T S

Um erolgreich 2u sk at es wichty sch stindig

F&’ M

anex | xanss | kewar |6 | niea | owum | esv

BU=AMRAE
» BRI\ REREN
» BRERBFRSADT

) RERRSHERNY

o6
HESEHAN ALRRE ST IR0 9001 208

2018 E:lnl!lill-ﬂ:tlmﬂ:nurxlu:v TA) ) B!ﬂvil
TERE. aRARAS M .—w

et Fll!h!'HBEHWIHGNI‘II"!I«‘} l!ll IIH
BEFRARITROAANAMINTA.

Consumer Products Services

i SNGAI GLORA TRY
FRaRER
ARRES JUBCARLER - CHiFNI

SE. BN RERDARN. W | xioga 7
JsuShS AV ARRE LT

:.mum
| 4
uREl

0
EEETRMBOAY. BRLL. KN
T

http://www.bureauveritas.ch/
Switzerland

http://www. bureauveritas.cd'rh‘.twlwpslwcm/
connect/bv_comtw/Local Taiwan

BUREAU VERITAS THAILAND 'FIND A SOLUTION ~ sarchste  Q

BUREAU
VERITAS

A YOURINDUSTRY OURSERVICES OURCLIENTS NEWS CAREERS WORLDWIDELOCATIONS ABOUTUS

Rt pnas s B r—

LATEST NEWS

P
BV dnpdnveluisnnalu lu
e

Avin Baau sudumn (Inusaue)
el () daniunrsiveessn
wasndin udszomnoleduns
Susos sy 1S027001:2008 wson
oqu e nnige

1 2015 stratejik is planimiz:
& kesfedin

http //WWW bureauverltas co.th/wps/wcm/conn

http: //WWW bureauverltas com.tr/wps/wcm/c

ect/bv_coth/local Thailand

onnect/bv_tr/local Turkey

BUREAU VERITAS UK & IRELAND 0 A SOLUTON schae Q

IN-SERVICE INSM\\
& VERIFICATION \
Enablin es$ continuity and equipment rehawnyk

A YOURINDUSTRY OURSERVICES CLENTS NEWS CAREERS LOCATIONS ABOUTUS

CONTACTUS

Outside the UK. §

S o
< NEWS & EVENTS

GRI GA An Inside View
' i Bureau Vertas stikes gold not oace.
e < but twice, at RoSPA Awards.
“ b [ “FoAsoLUTON |

Buraau Vorkas” stand s ull o energy
= RenevabielX Ofhore 2813

IR ) [ )

http://www.bureauveritas.com.ua/wps/wcm/co

http //WWW bureauveritas.co. uk/wps/wcm/c

nnect/bv _comua/Local Ukraine

onnect/bv_couk/local United Kingdom

329



http://www.bureauveritas.ch/
http://www.bureauveritas.com.tw/wps/wcm/connect/bv_comtw/Local
http://www.bureauveritas.com.tw/wps/wcm/connect/bv_comtw/Local
http://www.bureauveritas.co.th/wps/wcm/connect/bv_coth/local
http://www.bureauveritas.co.th/wps/wcm/connect/bv_coth/local
http://www.bureauveritas.com.tr/wps/wcm/connect/bv_tr/local
http://www.bureauveritas.com.tr/wps/wcm/connect/bv_tr/local
http://www.bureauveritas.com.ua/wps/wcm/connect/bv_comua/Local
http://www.bureauveritas.com.ua/wps/wcm/connect/bv_comua/Local
http://www.bureauveritas.co.uk/wps/wcm/connect/bv_couk/local
http://www.bureauveritas.co.uk/wps/wcm/connect/bv_couk/local

BUREAU VERITAS VENEZUELA
TNowex Ok .

Bowa posremocrs | Houn yenyrn | Knwear | Honocrn | Kapueps | pancramuremcron | 0 wac

{ Discover our 2015 strategic objectives
by business

in UZBEKISTAN

- m UZBEKISTAN

ABOUT US

CONTACTENOS

2 Boress Veras Venezorls

Inpectom Ser

[

I e wppon o S prt compuy Bress Vrka Gz
| Memeter (Tukey) received accredtafon by Urstandwd
accrodtation agency for Casfcaton and Goveriment Senices &
Itanatons Tade

— Today Buress Vert

smal tat and handies

PSI nspections for ongacts of exporing raw Tt ©
coton, caton yarma, wheat ol & gan products and B
901 2008 QMS certicaton s 18
| 150 90912008 OMS cotcason servces. NOTICUAS Y EVENTOS s
o 8 p— Uzbekstan s now fhe werk s sacond iges coton axperer & @ Send el
arge producar f gokd and ol & gas. and » regonsly signficant Oomcemnsto Capactac
e ofchemcal 1o machniey arA. sdomoe andacre s e 65 opprty b Bt Vet [ :Oommca ot Fgamards Copmcucia pome iu
& el Tade witin & st pard semesre 20
OUR OFFICE LOCATION ¥ UZBEKISTAN
Bureau Vertas nspections Sarvices Tashhest
Intomatioa Eusmess Certer
1078 Amk Tomr Avese
100084 Tanhbant
Uzbekitan
™o
o
Fre /99871 1400005
SUSECTOR SERVICIOS mLDﬂWI m!uam BUREAL VERITAS VENEZUELA
Gureas Vertan Certication sersean: st e » iy [ Conticrens ]

http://www.bureauveritas.kz/wps/wcm/connect/ | http: //WWW bureauverltas com ve/
bv_kz/Local/Home/Worldwide- Venezuela
Locations/Uzbekistan/ Uzbekistan

BUREAU VERITAS VIETNAM & TiMGIAIPHAP v | Tim kiém Q

Dich vu % ",
Céngnghigp Danh Gia X

va Giam Dinh £

Kham pha nhirng muc tiéu chién
Iwore den nam 2015
. Hop dén ey
Ching nhan _Hang hoa - chinh pha < Vui long truy cap

thwong mai va thuong

mai quéc té BUREAU

A  NGANH CONG NGHIEP DICHVY KHACHHANG TINTUC NGHE NGHIEP HE THONG VAN PHONG

THONG TIN CHUNG

THONG TIN CHUNG KHACH HANG TIEU BIEU

Bureau Veritas Viét Nam cung cap cac dich vu trong finh viec quan Iy chéat lwong, an “ D4y la nhiém vu tién phong Bureau Veritas Viét Nam

toan, strc khde, méi trirdng (QHSE) va trach nhiém xa héi. Bureau Veritas Viét Nam hang déu. Bureau Veritas quan ly Téng 4, Toa nha Etown1

hoat dong trong cac nganh cong nghiép chinh bao gém cac nganh Hang khdng; Nong toan b6 duw an va Khéach hang chi viéc 364 Cong Hoa, Tan Binh, TP HCM

nghiép; T dong; X& ; B4t dong san; Hang tiéu dung; Thec phdm; Dich vu Chinh quan Iy chi phi va dua ra quyét dinh E Dién Thoai: @ +84 (08) 3 8122196
bi cong ngr] p; Thuong mai quéc té; Thong tin, Vién . cubi ciing. Gidp x4y dung mét céng @ Vui long gtri email

théng; Dién t¥; Hang hai; M6; Khoang; Dau khi; Nang lrong; Tién ich; Céng nghiép ché trinh tim c& nhu Splendora Ia thanh ENGLISH WEBSITE VERSION

bién; Ban I&; Dich vu; Van tai; Co’ s& ha tang.. Doc thém 3

cbng va la niém dam mé cda Bureau
Veritas.

Boc Thém

Bureau Veritas Certification Forum 2013 tai H5 Chi Minh
28/06/13 Boc Thém

CAC DICH VU LIEN QUAN

= B6 Luat Quan Ly An Toan Quéc Té
ISM) 1SO 25999-2
( Bureau Veritas
= Chirng Nhan FSC® Cattiioso)
= Chirng Nhan FSSC 22000 = = =
SA 8000 — Xu huéng khang dinh Trach nhiém Xa héi ciia nganh DICH VU CUA CHUNG TOI
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Appendix 6 Screenshots of Websites Studied — Technip

Aboutts  OuBSusivess ez Cown  Swisnblly  MedaCee (o0 L
Technip 3
ki 4
ot rter, g I,

VS

Tecwgta esebce Qs 20 ot [ e e
oo me. [l ...,...l S
1] 805 00

TECHNIP IN
AZERBAIAN

Technip

take it further,

Delivering the best of Technip's technology and
Expertive in the Caspian region

http://www.technip.com/en
Corporate

n Ty |
http://www.technip.com/en/entities/azerbaidj
an
Azerbaidjan

TECHNIP IN ANGOLA

Technip

take it further.

A local partner focused on onshore and offshore
| engineering solutions in Angola

TECHNIP IN AUSTRALIA

Technip's operating centre in Perth, Westem
Australia services Onshore Offshore. Subses and
Brownieid ol and gas segments i the Ausrakan
a0 New Zeaiand region.

http://www.technip.com/en/entities/angola
Angola

http://www.technip.com/en/entities/australia
Australia

TECHNIP IN BRAZIL

Technip

take it further.

TECHNIP IN CANADA

Technip

toke it further,

One of the leading ful field development solution
providers supportng the o and gas industry in
Atintic Canada

http://www.technip.com/en/entities/brazil
Brazil

http://www.technip.com/en/entities/canada
Canada
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http://www.technip.com/en/entities/azerbaidjan
http://www.technip.com/en/entities/azerbaidjan
http://www.technip.com/en/entities/angola
http://www.technip.com/en/entities/australia
http://www.technip.com/en/entities/brazil
http://www.technip.com/en/entities/canada

TECHNIP
IN ASIA-PACIFIC

Technip

take it further

Technip in the Asia Pacific region Theough it regional headguarters in Kuala Lumpur

B ERRD ABEE @C =

EHEEEMAME  EPCBusiness

DRBR & BXRER AV EFERR

Technip

BHHE  smews OWES  WEGE  RERD

2011.04.27 BECHSECFRBHAE i -
s oM. —
X j 5 cec ,;.J-

SYSTEM CERTIFICATE

AMELARRE REVEOLR.  AENGED.
. WS HNERR.
2010-11-17 BHTEd Khakovll R
HeIm
http://www.technip.com/en/entities/asia-pacific http://technipchina.com/cn/index
regional website covers China, Indonesia, China
Malaysia, Singapore, Thailand, Turkmenistan,
Vietnam
TECHNIP IN FINLAND ﬁ(hnip TR RerRANCE kchnip

toke it further.

take it further.

One of the Group's centers of expertise.

1t operates in all three of the Group's segments of
acttty

http://www.technip.com/en/entities/finland
Finland

http://www.technip.com/en/entities/france

TECHNIP IN GERMANY

Technip

toke it further.

The competent engineering contractor for the
implementation of process plants for the ol & gas
petrochemical and chemical industries

The Dusseldor office provides engineering services

http://www.technip.com/en/entities/germany
Germany

France
&

TECHNIP IN GHANA

Technip

take it further.

i TR
ol R X i

http://www.technip.com/en/entities/ghana
Ghana
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http://technipchina.com/cn/index
http://www.technip.com/en/entities/finland
http://www.technip.com/en/entities/france
http://www.technip.com/en/entities/germany
http://www.technip.com/en/entities/ghana

TECHNIP IN INDIA

Technip I

Technip KT India is

Technip

The Largest EPC Organizaton in the Middie East

http://www.technip.com/en/entities/india
India

http://www.technip.com/en/entities/middle-
east Regional Website, Covers Qatar, Iraq,
Saudi Arabia, UAE

TECHNIP IN ITALY

Technip

taly's pace-setting global contractor.

http://www.technip.com/en/entities/italy
Italy

TECHNIP IN NIGERIA

Operating in Nigeria since 1995

http://www.technip.com/en/entities/nigeria
Nigeria

TECHNIP IN NORWAY

Technip

The leading subsea engineering contractor on the
Norwegian Continental Shelf

Technip

take it further.

b [ FVia \
S i '/"\‘\' J

(2=
|
Technip Portugal

Recrutamento  *

http://www.technip.com/en/entities/norway
Norway

http://www.lusotechnip.com.pt/index.aspx

Portugal
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http://www.technip.com/en/entities/nigeria
http://www.technip.com/en/entities/norway
http://www.lusotechnip.com.pt/index.aspx

v
TECHNIP IN SPAIN

H Technip
-,

http://www.technip.com/en/entities/spain
Spain

I
,!

TECHNIP IN
THE NETHERLANDS

[T S e C—

http://www.technip.com/en/entities/netherlan
ds
Netherlands

TECHNIP IN THE UK

Technip

take it further.

Think Subsea, Think Technip

Part of the Technip Group

f

TECHNIP IN THE USA

Technip |

toke it further.

Technip in the USA

http://www.technip.com/en/entities/united-

kingdom
United Kingdom

http://www.technip.com/en/entities/usa
United States of America
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Appendix 7 Screenshots of Websites Studied — Conoco

Corocis

http://www.conocophillips.com/

i viorkwide | Conact Search Q

Investors Newsroom US. Interest Owners

ANEW ERA
OF ENERGY

POWERIN
COOPERATION
PARTNERSHIP PROFILE Wiorkng togethes for el
Responstie deveiopment n Tiordeste~ benedit

STOCK QUOTE

SUSTAINABLE DEVELOPMENT
REPORT
Transisting our values into action

Corporate

MOUTOXC TEOWOLOGY S INVOVATION  SUSTAINARLE DEVELOMENT  VENDOR RELATIONS  CAREERS  CONTACT (8

Ml

ComocoPhips Caacy
e

] Sustainable Development Portal |
A website devoted 1o ConocoPhilips Canada’s
.'d social, environmental and economc

performance
T

Rascurces

http://www.conocophillips.ca/EN/

ConocoPhillips
¥ E &

with PetroChna

Recovery Eforts

3804301 ConocoPhiliips Commits RMS 1.8 Million to Support Sichuan Earthquake

oPhitips China Statement Media Reports

MM ETEMP CONIACTUS  WOmOWEE  $X

' COPC 2012 Sustainable Report s avaiable
R ..

with PatroChing

183 Field

SOPC receives approval for step by step resumption of production at the PY

AT conacoPhilips China inc. Enters 3 Joint Study Agresment with Sinopec

for the Giiang Shale Gas Block

More News Releases

Canada

http://www.conocophillips.com.cn

China

http://www.conocophillips.com.au/EN/

Australia

http://www.conocophillips.com/Pages/defaul

t.aspx
Libya
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MOME | SITENAP  CONTACT U8 WORLENICS

http://www.conocophillips.com.pl/EN/
Poland

http://www.conocophillips.co.uk/EN/

United Kingdom

1 &lonan + B

— T A
http://alaska.conocophillips.com/Pages/default.as
pXx

US Alaska
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Appendix 8 Screenshots of Websites Studied — Chevron

Muman Energy

.o

Inthe News
The Power of Human Energy e
WER THE WORLE eveiop Vaca Muara Shal

NOING NEWER, CLEANER WAYS TO P

hewton Cantems Fist Cargo from Angola
NG

m - Chewron CEO Talks Energy
Wan Sed & Wessel

Producing Oil to
Drive Progress

S Ecuador Lawsult

~ g Chevron em Angola

0 Poder da Energia Humana

Inicio  SobreaChevronem Anqoia  Ambiente  Comunidade  Carreiras

Programa de Coragdo Sauddve

unidades para
Fornecedores

Carreiras

Noticias Pubiicacoe

Enlrigue o primero camegaments 03

Responsabidate
dspenive

www.chevron.com http://www.chevroninangola.com/
Corporate Angola
£ AREE Chevron NOOM | NEWS
= Chevron Australia The Power of Human Energy
F.,H o :<4~’—'»“= — " it S s Qur Busnesses Emvironment  Communty  Careers Search

LI e

Chevron produces crude oil and ratural gas n Argentina hrough 3 wholly owned subsidary,

Chevion Argentina SR L Chevron in Ecuador
Chevion Argentina s the sodh-fargest producer of ol n the country, with concessions in the Get e facks about e Ecuadr
it

Neuquén Basin Expanded waterfood operations are sustaning of oupult at the 1 Trapal Field
and the campany has begun exgilonng for unconventonal ol and gas fesources.

Separately, Chewron Corporation operates s Shared Services Center in Buenos Ares, which
provides information technology support services for ogerations i Latn Amenca, the Unied
Kingdom and the United States.

Empowering Communities
Out requonat comorate
responstuly repert describes
o we help it Dete bves i
Latin Aerica

%, Rea the Report (37 M8

Chevron Argentna supports programs that educate and provide assistance 1o those in need

Updated: Apri 2013
sy St Join Us
Search open postons i
Anentra

Fact Sheet
x 43 KB)
=

(38K8)

v
"
’

| g

Chevron City to Surf for Activ

About articipate

Latest News Supplier Opportunities Supporting Industry

New Leaming Advestures fox Onsow

Chievton Ausiraa Grants Boost ﬁ
Communty Spét i Cnsiow

P Pragress mages Updse

- Find Out More

Find QutMore

Companes His $308ikn

http://www.chevron.com/countries/argentina/
Argentina

http://www.chevronaustralia.com/home.aspx
Australia

Muman Energy
&y

Home  Muman Energy Stories  Global Ixsues  Energy Sources  Products b Services €

i Azerbaijan

Highlights of Operations

ENT

Join Us.

Thvough a wholly owned subsidiary, Chevion Khazar, Lid, Chevron has important pipeline and
oil production ivvestments n Azesbaijan and, theredore, strong tes o the nation's economy

Our work in Azerbaijan began in 1994, when the company obdained an interest in the Azerbajan Search open postons

international Operating Company (AIOC), which produces and develops offshore crude ol Asatepea
reserves from the Azers-Chirag- Gunashii project in the Caspian Sea. First production at a new on Can
deepwales platform is expected o late 2013
Fact Sheet
Chevron i a partner in the Baku-This-Ceyhan Pipeine, which ransports o from Baku ) Arotogn (53K0)

Agerbaian, hrough Georgia to deepwater port faciibes at Ceyhan, Turkey, on the

Medierranean Sea The pipeine devered ts frst cargo of ol n 2008

Chevron and the AIOC invest in the raining and development of local staff About 75 percent of
all Chevion employees, supervisors and managess are from Azesbajan

jpdated April 2013

Chevron

= Chevron Bangladesh

The Power of Human Energy

Home AboutUs OurBusinesses Community Careers

intheNews Latest Pudlications Chevroninthe Community
Lean how Chevon
- Bangiadesn is waridng for
-
the empowerment of its

‘communiges.

http://www.chevron.com/countries/azerbaijan/

http://www.chevronbangladesh.com/

Azerbaijan

Bangladesh
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g Chevron Brasil 0 Poder da Energia Humana

Home ScbreaChevronnoBrasi NossoNegdco Meio Ambiente Comunidade  Oportunidades

Retomada no Frade

uzir em Campos

on & Museu 02 Pesso ancam o
R0 0 10 ‘Runos da i hstiias 06
S0nos, esooas @ superagio’

M grotego 20 metores dos Cheon e Ecopescsgarra s
tomines Booo ho Ceard

Chevton patroona Semmand sctve
Polficas Pubicas para Muheres
Chevon & mstiun Alanga Sncan duas
novas unciades para capactacio ce

]

g Wespon 8 Burapus

The Power of Human Energy

trano  3aWeopow  PaxpataTaae w

mpaam (a1 Owon Cpeaa

TPEMEX KbM GhA(Ie, BOFITO Ha BHEPIWAHN [

r T s K w00ENa 1 DowyCT v LLiewpom Evpey
GexonaowocTra
N FOp S —— Toceeminw coe ce v 1008 28
o T8 W 7 ROVIO O PRI Ot 00WD Chce 28
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http://www.chevron.com.br/
Brazil

http://www.chevron.bg/
Bulgaria

Home  Human Eneeqy Stories  GlobalIssues  Energy

I Cambodia, Chevron explores for energy resources and ofers fusl and automotve products 1o
consumers through our subsidianes Chevion Overseas Petroleurn (Camboda) Limied and

Chevron (Cambodia) Limited
Search open postions

Chevron is exploring for crude ol and ratural gas off the coast of Cambodia. Government Cantote.
approval on a production permit wil be tssued afer commercial agreements are i place
The most wisie evdence of Chevron in Camboda s our network of Caltex® service stations Fact Sheet

We aiso have conversence stores, lube centers and coffee shops

n additon, we support the commundty Shrough health, educabon and safety miiatives

Updated Apnl 2013

hevron Corporaian 44 B Peserved. Temma ol Ust | Frvec Satemen | 50 Mi3

Chevron % Home Contact Us
Chevron in Canada

e

Who We Are  Canadian Operations  Heaith, Environment & Safety ~ Careers  Community Engagement  News & Events

Performance

Im

Retail &
Commercial
—

People
Partnership

Exploration &

Calgary Flood
Production

Disaster Update

Latest updates on the
status of the Chevron
faciities in Calgary

Refining

Read More
Chevron Canada i
Ovarview Bumaby Refinery Chevron for Motorists Latest News

Westem Canada Chevron Commercial » Dr. Alison Malcolm Appointed
G Cardlock Network Chevron Char in Reservoir
Atlantic Canada Charactenzation at Memorial
Real Estate Opportunities University of Nawfoundiand
{20 3un 2013}
* Chevron Subsidiary Acquires
Operating Intsrest in
Westarn Canada LNG Project
[24 Dec 2012]

Northemn Canada

S Ecuador Lawsuit

t Get the facts about
Chevron in Ecuador
Bead Mare

© 2007-2013 Chevron Corporation. AR Rights Reserved. Terms of Use | Privacy Statement

http://www.chevron.com/countries/cambodia/
Cambodia

http://www.chevron.ca/
Canada

Mome  Human Energy Stories bal Issues  Energy Sou

e n Highlights of Operations
In 2000, Chevron, through s subsidanes, became a parsapant in wo majer projects in Chad avifl Qo
The frst was the development of the Doba crude of feids in the south. The second mvolved the Join Us
Constuchon and cgevatin of & ppeline o Yansgrt od from Mose fekds 1o an export teminal n Seach cpen postiors n Chad
Cameroon Together, they represent cne of the largest ndustnal projects in Atica
The Chand Camercon deveiopment geciect 13 heipng 1o K ge 3 s50ng relabonship tetweer: Pact Sheet
these two nations The ppeines have a mayor mpact on the local economes of bofh countries » s

During construction of the feld faciibes and the pipeine, the ©
employed more than 35,000 peaple. Between 2000 and 20

nsorbum that bull the project
04, more than $7°

on was spent
focally and spit between e two courtes. As the project went forward, the parrers a0

worked 1o preserve biodversity and protect local people and ther culture

Updated Agel 2013

NVESTORS | NEWS | CAREER " NTACT

sues  Energy Sources  Products & Services  Corporate Responsibiity . About Chaveon et )

ome  Muman Energy Stories

o China

In e Communey Highlights of Operations

AR A

Chevron has expands

operaons in China Bough our subsidkanes. The range of businesses
inchudes petroleu exploratin and producien and fuels and lubecants marketi). In addtion,

1B
Join Us
e cantrbusie 10 the deveiogement of peaple and fechrclogy
Sech open pestions 0 Cina
Chevron hass & producton-shanng coetract wih China Naticnal Petroleum Corpeeation fot the 0t Che
it developmentof the Chuandongbel natral s area n the Sichuan Basin i certral China
resources n the Souh China Sea Fact Sheet
and in Bohas Bay. % Chia 148

Chevton also warks with pariers to develop offshare energy

We are a0 explorng lor o ake 1 the Qiannan Basin

Our Cattet® brand has become an estabished mrketer of gasolie and lubrcant products
China

Our jort verture Chevion Philps Chemnical Compary LLC (CPChem) and s affkates cperate a
plant in Zhangiagang and alsa hokd an nterest i a faclfy in Jishanwe, near Shanghal

We support social and educaiona programs in e commuries where we work
Ipdated Apnl 2013

07001 2912 Chwwrs Crporatin 6 gt vt i e | P Ssieme | 20 Mg

http://www.chevron.com/countries/chad/
Chad

comdwie| o W

http://www.chevron.com/countries/china/

China
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Home  Human Enerqy Stories

vices Corporate Respo ut Chevon

Colombia

Highlights of Operations

As Calombia's largest produces of natural gas, Chevron plays an infegral role in meeting the
cauntry's energy needs. Though our panership with Colombia's nationaloil company.
Ecopetrol, we prodice enough natural Gas to suppy Ipproxemately 60 percent of he naton's
demand

sv @ Qs
Empowering Communities
o regores corporae
esponse tepor descrbes
Do e hep bl bt ves
Lann Amenca

ad tre Report (37 MB)

Our production actwities are focused on three natural gas fiekds—one offshore and wo onshore.

Chewron also 15 amang Colombia's leading supphers of fuel and lubncants, through our 2
subsdiary Sociedad Portuana de s Zona Atlantca S A We sell ubrcants under the Texaco®
and Chevion® brands, operate a netwark of Texaco service stations, and hold mterests i mapr donle
ct terminals countrymde Searcn open postions
Colombia

As an active member of the community, we also support education, culture, health, sustainable o
business development and envronmental projects in Colombea

Fact Sheet
Updated: April 2013
B Engeen (87 48)
autonary Statement R Spoan (49 KB)

0 2001 . 3012 Commean Corporasan. AD g Sasmrvee. Tiumns 2 e | Erweca, Shtemest | BB Comwet winss  §

http://www.chevron.com/countries/colombia/
Colombia

in W&

The Power of Human Energy

g Chevron Indonesia

Boranda  Profi Chevron indonesla  Bisnis Kaml  Lingkungan  Masyarakat  Kark

hevron di Indonesia
30 tahun, Chevron telah me
menuhl kebutuhan e

buhan ekonomi Indone

Berita Melindungi Lingkungan Chevron dalam Masyarakat

Dapatkan réormas ferbary mengenas Cheviondi Kami mendukung program, ™
indonesia program pesiodungan
22 bt ingungan

Pelajan lobi

Karni mendukung berbargaijenis program uniuk
memajskan masyarakat d sektar wiayah
operasi

http://www.chevronindonesia.com/
Indonesia

Human Energy

L

Home  Human Energy Stor

lssues  Enerqy Sources  Products b Services  Carporate Respi

ity  About Chevror awch

Kuwait

11 the Comesuny Highlights of Operations

econd of Achweverment

Chevron maintains an mportant business relationship with Kuwait

B

Our operations are i the onshore Partttoned Zone, an area between Kuwat and Saudi Araba el

Joirt Operations—staffed and funded equall by Sauch Arabian Chevron Inc. and the Kuwast
Gulf Ol Ca —explores for and produces crude oil and natural gas there. The production from
hese operaticas is shared by the govemments of Kuwast and Saud Arabia o 10 Chav

Search pen postions
Kuwat

In additon, Chevion Kuwait Linited maintains a business development and haison office in
Kuwall Ciy as we coninue to seek new ways 1o

share our energy expertise in Kuwat

WE AGREE.

Globally, Ghevron and Kuwat are important strategi trading and investment partners. For Do \’OU?
1 Foreign Peroleum Exploratian Company is 3 pariner n the Chev
# Wheatstone natural gas project in ™ See our
advertising
campaign.
Fact Sheet
Kol (49 K8)

Kazakhstan

Highlights

Operations

0 gt

Pewon i araversary of e comgany's successhd partnership with

vk o Kazakhtan. Theough our s Tengizchewol LL
Chevion s Kazakfstar's targest
% two bigpest o producng projects—he Tenge and

Karachagarak

Petiieum Operatng e of produces and hods

rrpatart stakes n e

Karachaganan bedds

00 et (3,657 ) bedow ground. Chieweon hekds
) which cperates the §

15 bukding on s §7 4 bllon expansen referred 1o 35 e Sour Gas kyechon and Second
senecion Plant Cusven

ovects are ooy tecoinges fo ncrease Capacty and
bty

ewon aiso holds an ievest 1n the Karachaganak Field, Kazathstar's secon lgest
oG petrokeum reserve

Chevion & the largest prvate shareholder  the Caswan Peine Consortum ppetne The
Psine provides a crical export oute for Cude ol from TCO and Karachaganak The ppeine

s undergoing

hewon ais0 cperates 3 polyetylene pe plant n Alyra

10 Kazahstan, s in any country whese Chevron does business, we ae 3 srong suppone of
programs that help the communty

http://www.chevron.com/countries/kuwait/
Kuwait

http://www.chevron.com/countries/kazakhstan/
Kazakhstan

alissues  Energy Sources  Products § Services

Liberia

Highiights of Operations

Oursubsidiary Chewon Liben Limined s exploning for enerqy resources i deepuaes
concessions of e 9 and L we are
ing some ofthe frs! deepwater wells in Liberia i decades.

s partof our commiment 3 Liberia, we crested the: Chevron-Liberia Econcmic Development
nicive. Through s nfiaive, Chewon has imvested n 2 varely of successid programs
facused on heslf, educston and enteprise deveiogment

Upcted e 2013 2 tresa i)

02001 - 3013 Caemn Corpaation A8 Fighs Reserved. Tems of e | Pivecy Ssement | St Map. o

http://www.chevron.com/countries/liberia/
Liberia

Chevron |

&

g Chevron Lietuvoje The Power of Human Energy
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pries  Global issves  Energy Sources

Malaysia

Highlights of Operations

11 Maiaysaa Crevion does business Brough out subsdary Chevion Maiaysa Limaed We are
08t wle Tough Ot neteork of Caien® servce sations

Ous presence 1 Malaysa sparm 6 years. and we have emgioyees workng n marketng
bcants and el cperatons

Chevron aiso plays an achwe role n bocal communties, where we forus on socal vesiment
Fiiaves, for eucaton Ve and 4 deveiopment Fact Shest

Updated Agel 2013

http://www.chevron.com/countries/malaysia/
Malaysia

Human Energy
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»Netherlands
Netherlands

Highlights of Operations

ess Pt

In the Commenity

Record of Achevement

In [ ¢ fesaurces,
needs of consumers et out o
Production Nethertands BV Chevron Nethedands B V. and Chewran Oronte Technology 8V

where e
nerests in 10 ofishore blocks 0o Cheveon
Roterdam is Chevion Fact Sheet
o Thelab bl for 9 for

%) Nemertancs (53K8)
Europe, Altca and the Midde Ea¢t

Chexton biends lubricants i neighbonng Ghent, Belgum, an sels ndustral, marne and
We aiso

n Roterdam and

venture
Updated Apri 2013

Cautionary Staement

§

http://www.chevron.com/countries/netherlands/

Netherlands

Human Energy
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New Zealand

Highlights of Operations

With 2 network of more than 230 Caltex® service stations and diesel truck foeling stations. our
subsidiary Chevron New Zealand is one of the country's leading markeders of fueks and SolaUs
lubricants.

Chewron is a shareholdar in New Zealand's oy refinery and plays an mponant rle in meeting

the nation's fuel needs. We also have 2 share of the aviaton fuels market through our operations 30 1o Chevion Caseer
¢ Auckdand Arport and are a shareholder in Coastal Off Logistics Limied, which tansports
finished products by sea 1o coastalterminas Fact Shest
Ry New Zeatand (49 KB)

We have 3 fich hstory i New Zealand that goes back more tan 60 years
Updated: Apri 2013

http://www.chevron.com/countries/newzealand/
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Nigeria

Highlights of Operations

B Qs
KS Endeavor Updste

et mkamaton 3ot the
B 1 NELTs P

Cheveen s he thrc argest of producer n Nigena and cre of & largest ewestons spendrg
more han $3 bilon anualy

In Nigesia, we d0 busivess Bvough our subsidiry Chevron Ngena Limited The company
cpmraties under a oint verue arTangemert wen the Nigerian Nascra Petioleun Corperaton

Pt
23 s assets on land. swamp and near Cfshcre CONCessIons covenn apgroxinately 22

malion acres (8 500 5 Am) n the Nger Dedta region.

Chevecn aiso has extensive edesests i deepwater Ngeria The Agbams Fiekd i one of Ngeri's Join Us

largest deepwater dscovenies. The company alio has an rderest i ancies despwaler Secn open possom
dmvelogment. the Usan project Noera

(Chevrcn provades career opportuntes for Negenans e as emgloyes and workers wha are
under contract

Fact Sheet
%, o 45481

Updatedt Aged 201

http://www.chevron.com/countries/nigeria/

New Zealand

Nigeria

Human Energy
=

Home  Human Energy Stories  Global lssues.  Energy Sources  Products & Services

cate Responsolty_AboutChewon | sera ;
A Philippines

Highlights of Operations

Busness Porole
n e Communty

Recoa

aBv@ Qs
Join Us

‘Search open postions
Pigpres

Chevron is one of the fargest nvestors in the Philppines, with more than $2 bilion in captal
nvestments

Our subsidary Chevon Philippines inc. markets Catiex fuels. hbxicants and petroieum
products. Our network of service staions, lerminals and sales offices forms the backbone of our
presence in the Phiippines 30 %0 Chesron Careess

Chewron's geothermal operations in the Phiippines help 1o make us one of the workd's leading Fact Sheet
producers of geothermal energy We operate steam fieds that use heat from the earth 1o provede
power o plants thatserve key popuation centers i the country Our nnovations have helped
make the Phéppines the second largest geothermal energy preducing country n the word, ater
the Urited States. and we are exploring few opponunites for geothermal power i the
Philippines. This work i done fhvough our subsidiary Chesron Geothermal Services Company

%, Priggnes (50K8)

Chevron holds an interest i the Malampaya gas-1o- powes project,the first natural gas
development and argest industral project m the Phlippmnes Cheion Matampaya LLC s one of
our upsiream subsidanes in e Phiippines

Our subsidary Chevron Hokdings Inc_ provides operaional support 10 Chevron ffices on four
continents. The warkforce supples ransactional, processing and consiling services in areas
ranging from finance 1o informatin technology

Updated Apri 2013

Chevron

<

g Chevron Roménia

The Power of Human Energy

Home DespreChewon ChevroninRomdna Dezvolares gazuinatwral Medulinconiuriter  Comunitate

Gazul natural din argiite: Prot locainicilor §i Activitatea Chevronin
Introducere amediului inconjurator Romania
Miceeses PP | Acesta esie angaaments rost s ‘Explorarea gacek ratraie dn

amese -
prods

ceea ce ne motweazs in achitaes argitte in vedere3 2sgurin un
dencun vitor bogat In resurse energetice:

http://www.chevron.com/countries/philippines/

http://www.chevron.ro/

Philippines

Romania
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Russia

ghigt

erations

Chevron's work in Russia ranges om exploration and ansportatin o lechnalogy Scensing and
consumer products

avn o

Join Us

Chewon is a magor vestor in e Casgian Ppeine Consortum (CPC) Appronmately $22 Search cpen postons B

bilicn of the $2.7 bilon CPC ppeine consiruction budget was spent in Russa. Another $6.4 R

bilon 1 expected o be spert on an expansion project fat began comstucton 1 2011

Thvough cur subsidary Chewion Neflagaz i Chewron s iesested n buking 2 proftatle Fact Sheet
crude of and ratural gas busness n Russa and s Conductng extensive sechmical studes 10 - -

ertdy opponunes for possble partnership wih Russan companes

Our subsusary Cheevion Oronte has developed partnesshos wih several Russan of companes
1t we supply with kbocants addtves. We market Chevion® kibrcants fvough 3 separate
Gsirdutorn network.

Through Chevron Lummus Global LL
been icensed 1o Russian of companses.

several of Chewon's industy-leading lechnokoges have

Chewon's manne kubncants e a#50 sokd i Russa

i 2ddton, Chevron 5 a commied memter of e communty 1 Russi, Supponng socal
programs, educaton and e arts

Cheveon s e oy large rtermaticral enesgy Company 1o have 3 Cortrucus (Al eam presence
1 he Kingdom of Sauxk Acade for mare han seven decades. Through o sabscdary Saus
Acatian Chewion . we ace enaged i & wide cnge of petroleu related itesests o e
Nngom, and we work cosely wih Saus Aamco, e stae-owned ratonal of compary, a8 wel
25 wh ot s,

We pul specal emphass on projects at provde Qually employment cpportnties professond
g and exponre 1o new lechnckogy
The company condicts exploraton nd producton n e crshore Pattoned Zone P7) o0

behalfof Sl A The PZ les between Sau Aratia and the State of Kuwat. Petrcieurs
03 mmera esources n e 7 e shared oy by e governmerts of S A and

£ AGREE.
w\';o you?
ot See our
advertising
campaign.

evicn Philgs Chemcal Company LLC (CPChem) and & afiates have rierests n Soud
Chevion Philigs Campany, Jubad Chevion Phiis Company, Sau Polymers Company and
Petrachencal Conversion Company. Al compares have faciites o At

Sr

http://www.chevron.com/countries/russia/
Russia

http://www.chevron.com/countries/saudiarak;ia/
Saudi Arabia

Glodal tssues  Energy Sources P

ts § Services

Singapore

Highlights of Operations

Singapore plays a crtcal role in Chevron's global operations

Singagore s the regional headquariers fo our downsiream operations n the Asia Paciic regon
indluding our manutacturing, supply and rading, marketing, and lubricants businesses We
operate undes ous subsidiary Chewron Intemational Ple. Lid. Cheveori's shipping. power and gas
ommercaic ses Singapore. The s of Chevion
Asa Paofic Exploration and Production s n Singapore

Our lubricant aditives manufachuring faciity in Sngapore, operated by Cheyron Cronte P

4,15 e largest in Asia Chewion has 2 50 percert interest in 2 Singapore refinery that
produces petroleum products fo the Asa-Pacifc region. Through ur aflate Chewon Philips
Chemical Company LLC (CPChem), and s affiates, Chevron aiso has an interest in Chewon
Philips Singapcre Chemicais (Private) Limited

The Catex® brand, which senves customers in the Asia Paciic region, the Middie East and
Airica, is managed from Singapore. There s a network of Caltex service stations and
convenience stores in Singapore a5 wel

Updated: Apeil 2013

Haman Energy
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South Africa

Highlights of Operations

Chevion South Al and marketer South Aica XA <1+ EST
We do busisess theough oue subsciary Chewion South Aica (Pty) Liied Jlobs

Our network of Caltex® service stations helps make us one of the country's top five petroleum ‘Search cpen pouteas i Souh
tvareds. e cperate  renery in Cape Town and have nerests in 8 lubocants plant in Durban s

Chevion th Al ¥ educanon and

econami development Fact Sheet

Updated Aprl 2013 B omanamn

http://www.chevron.com/countries/singapore/
Singapore

http://www.chevron.com/countries/southafrica/
South Africa

South Korea

Highlights of Operations

Chevion operates in South Korea as 2 50 percent shareholder i GS Cafiex Corp , the country's
second largest energy company

G5 Catex operates one of the workd's Lrges! refinesies, i Yeosu, and has 8 karge network of

GS Calex® servce statons 1 also 6 achve 1 power Qeneralon and drstnbubig ratural gas 10
Industnal commertsal and resdentl Customers

Chevron also mamtans an mmgortar role £ the pebochemica tusiness through the operatons
of GS Caflex, Chewron Orontle Co . and Chevron Prlips Chemncal Company LLG (CPChern) Coovn Agpiasts U8 4on
and s afibates FTA Agreement

Related Links

Chevron Global Aviation prowdes awwation fuel 10 the Assa Pache region Our custormers nchade.

the Korean Ax Force and the Korea Aspon Service, & subsdiary of Korean A

In 33600, Chevion is working with Karean shipyards and tackones as we search for enevgy R, s woxea (52 00
resources around the workd. By the end of 2012, more than $4 bilion had been spent in South

Korea %o manutacture o and gas expioration platiorms 2 wel 25 production modues and ships

used 1o tampont bauehed natural gas

Updated Aprd 2013
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http://www.chevron.com/countries/southkorea/

ttp://www.chevronthailand.com/

South Korea

Thailand
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Hame » Chevian tanwde » .

nidad and Tobago

Trinidad and Tobago

Highlights of Operations

Chewron, hvough our subsidiary Cheson Tridad and Tobago Resources SRL, exploes for and
produces natural gas n the waters off e east coast of Trmidad and Tobago

*00s

Empowering Communities

We aim 1o bukd D with the country by developing g Out regioral corporate
Tesponsilty report descrbes

That ctyective is being fusled by pr the Doiphin and Dolph how we help Dulc defler ives m

ks ofishore in the East Coast Marine Area. The Dolphin platform was mstalied n 1965 L

Natural gas is supplied 1o the domestic market and is converted to iquefied natural gas (LNG) at 5 el

the Atantic LNG plant for export o markets workdwide

Work 10 supply more natural gas i under way

Updated Apeil 2013

L] Komnasis Chevron 8 Ykpaini The Power of Human Energy

Tonossa Cropissa  Npo somnasio Chevron  BuaolyTos npwpogoro razy  Aosxians  Micuese Hacenesmn

-

-

-

3 NPUPOAHOIO rasy 8 YKpaiHi

Cravuesmin
3100

Jaxucr mogeit |
Rosanm

Kownarin Chevron i

Hawa 0cnosna yreacTs - ue.

-

Dpwasirecs
0 Te, up e
T | i

e 30foszimnn, me wn yan 1
Cele | e (WO KEDYE KALOD

http://www.chevron.com/countries/trinidadtobag

http://www.chevron.ua/

o/ Trinidad and Tobago

Ukraine

PIVESTORS | NEWS | CAREERS

Mome  Muman Energy Stories  Global issues  Energy Sources  Products & Services  Corporate Responsidiity  About Chevron < Sewch ’

o United States

Yot

ommunty Highlights of Operations

Recon of Actvevement

" the

Headquartered in San Ramon, Calfomia, Chevron Corporation is the second argest integrated & w i s
energy company in the United States. We produce crude of, natural gas and many other JoinUs

essential products
‘Search open postions n Uneed

We also invest in the communities where we work by providing qualty jobs, partnenng with Siatos.
contractors and supporting local chartes %

NEWS | CAREERS RLOWOE | CONTACT

Nome  Muman Energy Stories  Globallssues  Energy Sources.  Products & Services  Corporate Responsidilty  About Chevron . sewen 50y

Venezuela
Highlights of Operations

s Portion
nthe Community
Recerd of Acweverment

Contact Us

avll
Empowering Communities.

Our regional coorate
resgonsbisy repor describes

Chewtor's legocy in Venezuela dates back 1o the 19205, and we currerty partiipate i six
onshore and offshore production projects in the country

¢ i " affkates i westem
Venezuela and ancther in the Orinoco Beit We are parnered with Pretdleos de Venezuela,
S Venezuela's national crude of and natural gas company, on each of he projects.

Latn Amerca
AL i S D S s s I westn Ve, Chvan s e gt Pestcscan SA, 8, et 3710
Cheveon contraciors in Nol SA. proects of bgh respectvely
Chevror's five LS. refneries have the combined capaciy 1o process approximately 956,000 m"“‘m"’:‘,:‘:"'":;“““""”‘ I eastem Venezuela, we are invoived in the PeiroPiar, S.A., operation, which produces extra Join U
barrels of of per day aperations. heavy crude ol and upgrades it Ik syrthetc crude ‘Search open postions
: s
Here are some other highlights of our U S operations T Chevron hokds a natural inBlocks 2and 3 Veneziela ok
_ . s et b
e et et e e s 01 o
+ In 2012, Chevron again ranked No. 1 in net oil-equevalent production in California . Unied Siates (99 KB) Our operatons are accompanied by socal nvestment projects that enable growth n the areas
+ Chevron operates mare than 10,370 net miles (16,695 km) of ppelines in the Unied where we work We aisa make signiicant contrbubons to educaton. health. social and cullural X, Engtun (54 K8
States programs % Spanish (48 KB)
« We are a leadng developer, manulacturer and marketer of ubncant and fuel ol addiives
+ We are buildng a $1.4 billon base of plant at our Pascagoula, Mississipp, refinery. When Updated Apel 2013
‘completed. it wil position Chevion s the workd's largest premium base oll suppler siioniry Statoment
Mechancal completion ts expected in late 2013
+ Our Chevion Shppng Co managed approxmately 2 100 deep-sea tanker voyages in
o
http://www.chevron.com/countries/usa/ http://www.chevron.com/countries/venezuela/
United States of America Venezuela
v‘ 1 Human Energy
Home Muman Energy Storles  Giobal Issues  Energy Sources  Products b Services  Corporate Responsibiity  About Chevron Sawch 0

Vietnam
Highlights of Operations

ontact Us

Chevian's work i the country's uture and h
- JoinUs
Theough our subsidary Chevion Vietnam, LI, we partner weh Petzolietnam and the Search open postions
gavemment of Vietam on an offshore natural gas project and pipeline that are designed to feed Viskare
i ew Gas-ired power plants 10 g y for industnes, nd 1010 Chevion Caroers
homes in souther Vietnam
Fact Sheet
Our uticants are 50k in Vietnam fivough our subsidiary Chevion Luricants Vietnam Linied 2, Vetna (4513)

We also are engaged i prograims that help communiles in Vietnam reach their ful potential
Updated Apri 2013

Cautionary Statement

http://www.chevron.com/countries/vietnam/

Vietnam
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Appendix 9 Screenshots of Websites Studied — ExxonMobil

ExtonMobil ) s

Taking on the workds toughest anergy chalenges

DOMe  consumers  media Investors careers  contactus

Let's Solve This
The more we invest i oachers. the
‘beer ous stiderts wil perform Lefs

The 2013 Outlook schve I

for Energy: A View to 2040
Visit our data center ©

About natural gas website
Lo moce about e enets o
ke g
- b L Energy Policy Blog
June 21, 2013 Our views on Ihe ssues,
More Progress on Alaska South Central * Mayomer, AR shoamp poleies,techologies and
LNG Project Lo s erds shapung he energy
+ About natural gas website ity "
June 21, 2013 + Energy policy blog
Rosneft and ExxonMobil Advance + ExxonMobl credit cards Laam mors
Strategic Cooperation + Find a service station
+ Recruiting scams
June 19, 2013 + Working and royalty owners The smart way to pay
ExxonMobil Launches a New Signum US customers can choose the =
Laboratory in Asia Paclfic ight Exscrbobi Card 1o
manage purchases wheher
June 11, 2013 investors. » Your needs e personal o E
Rosneft and ExxonMobil Finaize Arctic busiess
Research Center and Technology Sharing XoM $9040 0 0013
Agreements. 4 0/0400pm ETon Ml 12,201 Leam more
€) Cubaivweostes | @ Comact Us

Copyrght | Terms & Condlions ~ Privecy Poky | Accessibilty | Ste Map
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TR et P

o iy g e
-

Benefit from the world’s most experienced synthetic lubri Welcome to our Canada Mobil™
site

Whether youre aher fueis, car engre ok
eavy duty Sesel engne ofs or razsry
Arcarts, Mobd kibecants can be busied
leep everyihing running smoottly

Modd trcats continue to develop new

Mobil 1 Lube Express™
rsamangwhatanoicrarge  Mobllll
cando Get your of changed today| LUD®
312 Mob 1 Lube Express.

Premum of Premem Serwce

workd's leading Syrthetic car
engne ol the Mobk Super™
famby of premim car engme

ols, and other engee ois for R
v, sy
Operators and fleets cortinue 1 put e trest n
Mobil Debvac
) industrial and speciaity lubricants » 3 populariinks Mobil 1™ Advanced
Fuel Economy 0W-20
*! iy iy Vobil 1 Advanced Fuel Ecanomy
+ Mobil 1™ AFE OW-20 OW-20 15 an advarced hgh
+ Mobil Deivac 1™ ESP OW-40 pertormance syrnetc engmne of
designed o help debver

* Mobil Super™

auichndescosnessstecionnd.

http://www.exxonmobil.com/Corporate/
ExxonMobil Corporate Website

http://Ww.mobiI.ca/Canada-Eanish-

LCW/default.aspx Canada

Frangais | Wedeconds

Sdes g pays

Acconl Nowvesstin vestesners  Comiioms - Contacut aoen

Bienvenus chez Mobil™ au
Benelux

2 huiles motr pour une wiisaton quatidiennd
*&N‘—memwcwm

s Mabi Super™

e st

3 hulles moteur pour service sevére ’

rumuuwmwmmn
Diesel Crése i y 2 plus de 30 ans, Modd

¥ Frangals | Nedertands
Negertang Ancere landen

Wome Newws lnvestserders Loopbasn  Contact opnemen

Welkom bij Mobil™ in
Nederland

producten en
Vot bekerd om bun

2 motorolsén voor dageiies gebruik b % industritie smeermiddelen »

* Mobil™ - Voor vesleisende 7 Voor sen parfect drasiende
“ rijomstandigheden machineproductie

 heavy duty-motorolie » » quick links.
Mobil Deivac™ - Heavy Duty ol voor + Welke ol is geschikt voor mi 3uto?
bedrifisvorrtuigen + Wielke otie voor mijn bestelauto of vrachtwagen?
+ Een ExxonMobil-distributeur zoeken
+ Automobilisten
* Industrie

http://www.mobil.com/glp/Default.aspx?cou

http://www.mobil.com/glp/Default.aspx?countr

ntry=BE&language=FR Benelux (Belgium,
Netherlands and Luxembourg)

y=BE&language=NL
Netherlands

343



http://www.exxonmobil.com/Corporate/
http://www.mobil.ca/Canada-English-LCW/default.aspx
http://www.mobil.ca/Canada-English-LCW/default.aspx
http://www.mobil.com/glp/Default.aspx?country=BE&language=FR
http://www.mobil.com/glp/Default.aspx?country=BE&language=FR
http://www.mobil.com/glp/Default.aspx?country=BE&language=NL
http://www.mobil.com/glp/Default.aspx?country=BE&language=NL

von st

-
Mobil o -
R i

lovessoren  Kamiese  Koatakt

rgrarodcerter
e b efektvicten f produbter 0 servwce
e Mot ket vunded sir

bland vores kunder ¥ bide o og
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Industreschmeerstofien suchen mi den
Schmserstofien von Mobi ™ karnen Se ad
eren retungsioten Betned veryam

Mobd ectwrc ket kontiruserich neve Produkte
nd Losungen. um de heutgen Acdordenngen
or Kunden 7u ecfulen. Wemn Se Hife bes der
Watd des nchigen Ofs r I Fahezeuy
berotigen rutzen Se bite unseren

Of Umpheniung ankorsern

dexos

dexos2™-Motorenol
Spezifikation

Mobil™ ist deutschiandwet enes
e rartaesten
Ureraicirtermetimen 7 et

M industne- und Speziaischmiersiofte ’

2 Beliebte Links

- it it et i 10X + Wialobaa Al et dua siohsinn i main it dexos? Fresate

http://www.mobil.com/glp/Default.aspx?cou

http://www.mobiloil.de/Germany-German-

ntry=DK Denmark

LCW/default.aspx Germany

-
Mobill wiw cosme - -

home sews imvesin  camen  conact i
carengine ofs  heavy duty engine obs  Indusrial & specialty lubricants  whereto buy  Mobil brands

/ PLAY NOW /

Welcome to our Mobil™ site in
Egypt

Whether you ae lookig for engin cis, heavy
chty desel engre ols or ndustral brcarts,
Mot lubricants can be trusted 1o keep.
‘everythng rurnng smoothly

¥ ) heavy duty engine oils »

Technical help desk "
Reach us via our Contact Us

form or cafl E
227916360

21916390

o premauem motor o8
day drvg

Super™ fa and cther

3 industrial & specialty lubricants > 9 popular inks
e 8 century, Mobé™ + Mobil ™
nareact Mobil Detvac™

+ which lubricant s right for my industry?
- Mobi 1 in motorsoorts

I

ool achaités  actonnares  recndement  nous contacier

brifants aato  lbrfants transpors 9 a9 ncustie  quelle hue  points devente - carburants - margues Mobd

Bienvenue sur notre site
Mobil™

Que vous soye2 & k2 recherche S hules mateer
6t specaltis pour vt voture camion
engi e tavaut bl o G ks powr
Iindaustrie :fates confance aux procuts Mobi
‘pour assurer i fonctiommement ok vos
‘€Quipements. Les produfs Mobi évoluent sans
tess8 pour s ot ces sokions imovaries
et adagiées 2105 Des0rs, Lassezous
guidera Yaers no sleceur e produl
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1 procut ¢ kibeficants Mobd sono o futto §
mando pes e evate prestason. frnovazene
4 know bow L'ata Secrsoa de prodoms
Mabd & iconcact dm produfion &
camposers pes 240 1 tutc § mondo. | nesm
chenti, da moR arvx, apprezzan0 e prestazion
o1 procul & serviz con § marchis Mol che
0838100 ke 0 dwerse esenze

3 lubriicanti induatrial ¢ prodom speciall )

Far crescers 1a produmits deilmpuants o
doi macchinan

Mobil" ...

3 motoralje v super kvalitet ’
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Bienvenidos a Mobil™ en
Argentina

£ fodo el mundo, b familia de productos
ubsicandes Mobil es conocida por s
desempefio, INNovacén y expenencia Somos
feconocisns por nuesira avanzada tecnologia,
que resilta en productos Mot que gozan de
la conflanza de los fabricantes de equipo
oniginal en todo el mundo. Por afias, nuestros
chentes han Regardo a reconacer ef
desempafio de los productos y sevicos de
marca Mobi para salistacer sus necesidades
personals y de negocios

 Axion Energy Argentina SRL. )} » contictenos 3 central de servicio alcliente

T

Informacion
Tel: §

romina gazzog@axonenergy.com
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donde comprar productos

Bienvenido a nuestro sitio web
de Mobil™ Colombia

Ya sea que usted esté buscando acetes de
‘mator & gasolina, de maotor a deesel para
€qupo pesado 0 libricantes industrisles.
puede confiar e que Mobi martendri toda
trabagando s prodlemas.

Los kubricantes Mobil continian desamolando
nuevos productos y soliciooes para ayuder &
‘cubr las necesidades de los chentes.
actusles

» aceites para motor P aceites para motores de equipopesado ) ) enlaces populares
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acete smiétco Wer en ol sorprenderse que Moot + Mobil Delvac™
mundo, la tamia de Dedac sea la eleccion de Mobi'™ Ol Express
Recartes mineraes Mobd muchos de los fabeicantes d
e antes minerales Mobi uchos de os tabeicantes de g

Super™ de acetes Premumy cros acetes para camiones en el mundo. Al con

+ localizacion de distribuidores

+ Buscador de Estaciones Esso™ y Mobll™

+ hojas de informacion de productos.

+ hojas de Informacion acerca de seguridad de
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Appendix 11 Screenshots of Websites Studied — Petrobras
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Appendix 12 Screenshots of Websites Studied - Dong Energy
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Appendix 13 Screenshots of Websites Studied — Lukoil

[Twron J——
[p—

";' ot
-~ i, L'L“f‘
v wdy
; iy
' &

P ———

Gt 1L b

mn
3KT0W : ; Howipw

Jreep—
tgonpsny

ropeus i 00 01 1100

e rye— o

TONMEBHAN KAPTA

www.lukoil.com
Corporate

http://www.lukoil.com.ua/

}J kraine

—
0 NIYKOAN-Komm

ol Cor e e THHT

sraemn
o werms
Mo
Lo
o
Foeian 8
o ¢

R

Bl 157 <Cenons wmn:
.

1 s .

OfucTs0 RAMTCR ipiPHei WeDOnOTei0saTeNen (020300t ocOm W OC/LECTRTIET (RTERMOCTS B
Tiasoleaponh hegreraoeoonl oo, Ooxewe B pafor - piomena, cbCTpRikTE0 W paxeiona

5 s 000 oTOHDowe oo T O Yomcegrers, T oNON ey, T

OFWECTR0 SEIET CXND JEATENACTS 12 TEAPITOGH I emansinss Epceank: 10 Yoy, 10 e, M
fewpss, cpooe, WP i,
3a1 </YNOHHcwes - b Grraiume 10 heT uecTDEnO 19PACTVTy o Mot W, [ RocTinen

VR TRETAMIOOR PN o N BB,

MHYKOWI oz

HABOUA KWL VKON Cpliefa A YBEK Y NOKPETY  cory rswiag e TWME .

S —
| L L

b 0t Y @iy

D ]

L

http://lukoil-
komi.lukoil.com/main/default.asp
Russia

http://www.lukoil.rs/main/default.asp
Serbia

ks ciher ebstes, sbsdares o

m o
il WTHPRAERT 0 CTAL STAAN «L AR MOLOOVA SRL
+ Pagina principati Carburant NOU

+ Despre conganie x T
« Produse ¢ servici - ’16’0% ‘*« 0 P »
B o .
" %

+ Politica sociali
+ Oferte comerciale
+ Card de combustibd

+ Contacte

CU PROPRIETATI DE CURATIRE
3 ~ENERGIEPURA
‘8. R 7 -

Aparita i actviitie de baz ae "LUKOIL- Moldava” SRL: Yro Takoe
et cu memandund Kayecrso
Ku3HM?

LUKOL:Mokdovo ot creath
dn 19 decesmbre 1995, ca fl

Angiasarea volllor
LUKOIL i» Google Maps
Princialele acthithy) ol comp

e .

O] Pecher 5 @ garsh i, constcte 5 b ‘ ntry stocares “
P ere § 2 gazekor Ichefiate, constructia §i exploatarea statiior de dimentare § of
e 4 2

lUKOII- Mereu in miscare! ! E é

OIL COMPANY

| Meda | | vk | Canese

Cardul poate f folosit in orice statie
de distributie carburanti LUKOIL

de pe teritoriul Republicil Bulgaria
sl are o valabilitate de 3 anl

»

NST.
+ Compania LUKOR, prezenta pe piata romaneasca de 15 ani, se mandreste cu o cota
importanta de aprovmati 20% din piata totala de produse petrobere din Rominia, lucry
care certifica faptul ca soferi suat multumiti de produsele marca LUKOIL NSO

+ Deoarece LUKORL Rominia acorda o importanta majora caltati produselor petrobere, dar

http://www.lukoil.md/ro/main
Romania

http://www.lukoil.ro/

Romania

361


http://www.lukoil.com/
http://www.lukoil.com.ua/
http://lukoil-komi.lukoil.com/main/default.asp
http://lukoil-komi.lukoil.com/main/default.asp
http://www.lukoil.rs/main/default.asp
http://www.lukoil.md/ro/main
http://www.lukoil.ro/

[TILUKOIL wnars wonwe rorwaes

ACTION PARFUMS

EXCLUSIVE m

ARTECARBURANT LUXOI,

BOLUTION 1DEALE POUR REDUIRE
U5 COUTS DE CARBURANT

r l&!.!KOll . e m——m— e

-
;3 44
¢ %
2
= %

http://www.lukoil.be/
Belgium

http://www.lukoil.lt/en/home
Lithuania

-
MHYKOMH HAYANO 34 KOMMAHMATA 3A LOGHOPH 3A BMIHECA MHOOPMALMA KAPTA HA CAHTA EN

— NYKOWN-B

mx,oun W Beeraa s pnxennn

AYKOAR

CeroASC  Tosapsimycnyrn  Onvosan Toproans  Jenossie npegrowennd  [opauas s Kowtaxts

€ 1rmarpe = Ba e OO e O SevonT)
O Bageonabieeet w obvenrax 00D « VDA Berapyccn-

Ja Komnanusma 30 wogropu $a buineca Hudopmanus UACTHE B TOmIEpe 5 OO0 IGO0 INOTERCE ct
AXC W1 7. Abpomeo, pevoscrope AX NIZ 1. Jyfigones)
W f obex Togr 200 Hobims
Qi o parot Havepw obecr Nepomes S Otan: — - ——
Yrossrene Mooyt Hegrovws Kaoweps
Nywola no caers TpaayT u yeayrn Nomepn Kowrame
Nywoien § Barapin BaweTo e Spaeaia Noresna unopuayrn KOHTBKYH
Cvpmienn a0 Ofparva sovsa preTe
rreilukoil.by
ey, Hewera 36, Mowox d oos
reconns )
Hocreonu nosunn
mum “ ums 11062013 s
sl Ofewy B 14 Cobwe wews 33 nafiove
http //WWW Iuk0|l bq/ http://www.lukoil.by/
Bulgaria Belarus
v
.
[Tjuuwon LUKOIL North America A omcronin

o s necases D

0 LKL ASDRESRNT
STRECTIRS TR IEHESSAT
ST TR

Todafs UAD 0 STRLNG I ATINY

RS (NS B UMK

0 L TN NG
T

0 RES S SBET

Ahe LREK RSO ST
B NARR

e LS HUS WK N
SWELIBSHTIG

I-UKOII- ALWAYS MOVING FORWARD "

GALLERIA STAZIONI

FAILUN $Al\'0 NEL FUTURO
O »)

¥ Ricesile time octise Repares mrantent (L) B

LUBRIFICANTI LUKOIL

A

http://www.lukoilamericas.com/
United States of America

http://www.lukoil.it/
Italy

362



http://www.lukoil.be/
http://www.lukoil.lt/en/home
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Appendix 14 Screenshots of Websites Studied - OMV Group

Fone | Contact | Socaleda Coamnes | Stem oY Wetstes S (60| Btenddsennch Hone | Korisit | Stensp ~ 2
OMV Group Ouv OMVin Osterreich B (1"\4
Moving more. Moving the future. OMV T T T Mehr bewegen. Mehr Zukunft. OMV

Tankstellen | VIVA | Kraftstoffe | OMV BIXXOL Motorol | Autowasche = Heizol | Aktuelle Aktionen

About OMV | Business Segments | Sustainability = Investor Relations | PressRoom | Jobs & Career | Purchasing | Products
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Germany

http://www.omv.cz/portal/01/cz/private
Czech republic
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http://www.omv.sk/portal/01/sk/private
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Appendix 15 Screenshots of Websites Studied — Talisman
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http://www.talisman-energy.com/
http://www.talismanusa.com/
http://www.talisman-energy.com/operations/the-americas/colombia/
http://www.talisman-energy.com/operations/the-americas/colombia/
http://www.talisman-energy.com/operations/the-americas/colombia/
http://www.talisman-energy.com/operations/the-americas/canada/
http://www.talisman-energy.com/operations/the-americas/canada/
http://www.talisman-energy.com/operations/the-americas/canada/
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Appendix 16 Screenshots of Websites Studied - RPS Energy

Welcome to RPS in Australia and Asia Pacific

850 S e gt e b & e et

http://www.rpsgroup.com/ http://www.rpsgroup.com/Australia-Asia-
Corporate Website Pacific.aspx Regional website

Welcome to RPS in Ireland
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Ireland Netherlands
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United States of America Canada
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http://www.rpsgroup.com/
http://www.rpsgroup.com/Australia-Asia-Pacific.aspx
http://www.rpsgroup.com/Australia-Asia-Pacific.aspx
http://www.rpsgroup.com/Ireland.aspx
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http://www.rpsgroup.com/Canada.aspx
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United Kingdom
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Appendix 17 Language use on corporate websites

BP

Bureau Veritas

BUREAU VERITAS GROUP
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f  ABOUTUS  BUSINESSES  FINANCE  NEWS  CAREERS  LOCATIONS
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English only English only
Chevron Conoco
Workiwide | Contact Sewch Q
[ g G e o iawatowen

Inthe Ne

The Power of Human Energy

-

' Producing Oil to
Drive Progress

See how Chevron is developing some
of the world's most complex oll flelds

ws

a Notura Gas

" Ecuador Lawsult

ANEW ERA
OF ENERGY
ABUNDANCE

Sustainable POWERIN
Development COOPERATION
PARTNERSHIP PROFILE ok kit il

Responstie development i Tinor-esie benet
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http://www.conocophillips.com/
English Only
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http://www.bp.com/
http://www.bureauveritas,com/
http://www.chevron.com/
http://www.conocophillips.com/

http://www.fugro.com/
English Version, Accessed 2012-2013

http://www.fugro.com
English Version, Accessed June 2014

Dong Energy

DONG

energy Seach Sean

MOVING
ENERGY
FORWARD

ENERGI I
FORANDRING

http://www.dongenergy.com/
English Version

http://www.dongenergy.com/DA/

Danish Version

http://www.eni.com/
English Version

http://www.eni.com/it
Italian Version
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http://www.fugro.com/
http://www.fugro.com/
http://www.dongenergy.com/
http://www.dongenergy.com/DA/
http://www.eni.com/
http://www.eni.com/it
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=
50 | Extered sewch e v >

ouv ouv
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Appendix 18 Language Use on Country Specific Websites

ENGLISH

Fugro Africa, Belgium, Canada, Egypt, Hong Kong, Italy, Norway, Pakistan (Arabic
version available, Saudi Arabia, S.E. Asia, UAE, UK, Vietnam, China

Shell Australia, Canada, Egypt, Guam, Hong Kong, Macau, India, Indonesia, Ireland,
Kuwait, Madagascar, Malaysia, Mali, New Zealand, Nigeria, Oman, Pakistan,
Philippines, Puerto Rico, Qatar, Singapore, South Africa, Tunisia, UAE, UK, USA

BP Azerbaijan, Belgium, Cyprus, Czech Republic, Denmark, Georgia, Greece,
Ireland, Luxembourg, Russia, Slovak Republic, Sweden, Canada, Trinidad and
Tobago, USA, Australia, China, India, Indonesia, Mainland China, Malaysia, New
Zealand, Philippines, Singapore, Taiwan, Algeria, Angola, Egypt, Iraq, Jordan,
Kuwait, Mozambique, Oman, Saudi Arabia, South Africa, UAE

ENI Austria, Belgium, Czech Republic, France, Germany, Hungary, Netherlands,

Romania, Slovakia, Slovenia, Switzerland

Bureau Veritas

Pacific Zone, Bahamas, Middle East, South Asian, North America, Africa, South
East Asia, Greece, India, Serbia, Thailand, United Kingdom

Technip Azerbaijan, Angola, Australia, Brazil, Canada, Asia Pacific, Middle East, Italy,
Nigeria, Norway, Spain, Netherlands, United Kingdom, United States of America

Conoco Canada, China, Norway, Australia, Poland, United Kingdom, USA

Chevron Argentina, Australia, Azerbaijan, Bangladesh, Cambodia, Canada, Chad, China,
Colombia, Kuwait, Kazakhstan, Liberia, Malaysia, Netherlands, New Zealand,
Nigeria, Philippines, Russia, Saudi Arabia, Singapore, South Africa, South Korea,
Trinidad and Tobago, United States of America, Venezuela, Vietham

ExxonMobil Canada, Egypt, Ireland, United Kingdom, United States of America, Asia Pacific,
Finland, France, Germany, Ghana, India

Perenco Brazil, Democratic Republic of Congo, Gabon, Guatemala, Peru, United Kingdom

Petrobras Angola, Benin Republic, Argentina, Bolivia, Brazil, Chile, China, Colombia, Gabon,

Japan, Libya, Mexico, Namibia, Netherlands, Nigeria, Paraguay, Peru, Portugal,
Singapore, Tanzania, Turkey, USA, United Kingdom, Uruguay, Venezuela

Dong Energy

United Kingdom

Lukaoil USA

OMV Group Hungary

Talisman The Americas (Canada, Colombia), USA, Asia Pacific(Algeria, Australia,
Indonesia, Malaysia, Papua New Guinea, Vietnam), Other Areas (Iraq, North Sea)

RPS Energy Australia and Asia Pacific, Ireland, USA, Canada, UK
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FRENCH GERMAN SPANISH ITALIAN CHINESE ICELANDIC
Fugro France Austria China
Shell France, Germany, Argentina, Italy China Iceland
Luxembourg | Switzerland Dominican
Republic,
Mexico,
Spain,
Venezuela
BP France Austria, Spain, Italy
Germany, Mexico
Switzerland
ENI France Austria, Spain Italy
Germany,
Switzerland,
Bureau Chile, Italy China,
Veritas Colombia, Taiwan
Venezuela,
Ecuador,
Mexico,
Peru, Spain,
Venezuela
Technip
Conoco Italy
Chevron
ExxonMobil | Benelux, Germany Argentina, China
France Chile,
Colombia,
Mexico
Perenco
Petrobras
Dong Germany
Energy
Lukoil Belgium Italy
oMV Austria,
Group Germany
Talisman
RPS
Energy
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DUTCH PORTUGUESE LITHUANIAN DANISH FINNISH
Fugro Netherlands Brazil Denmark
Shell Austria, Brazil Denmark Finland
Netherlands
BP Netherlands Portugal, Brazil
ENI
Bureau Belgium, Brazil, Portugal Lithuania Denmark Finland
Veritas Netherlands
Technip Portugal
Conoco
Chevron Angola, Brazil Lithuania
ExxonMobil Netherlands, Brazil Denmark Finland
Switzerland
Perenco
Petrobras
Dong Energy | Netherlands Denmark,
Norway
Lukoll Belgium Lithuania
OMV Group
Talisman
RPS Energy | The Netherlands
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GREEK

HUNGARIAN

JAPANESE

KOREAN

TURKISH

SWEDISH

Fugro

Japan

Shell

Greece

Hungary

Japan

South Korea

Turkey

Sweden

BP

Hungary

Japan

South Korea

Turkey

ENI

Bureau
Veritas

Hungary

Japan

South Korea

Turkey

Sweden

Technip

Conoco

Chevron

ExxonMobil

Japan

Korea

Turkey

Sweden

Perenco

Petrobras

Dong
Energy

Sweden

Lukoil

oMV
Group

Turkey

Talisman

RPS
Energy
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SLOVENIAN | RUSSIAN NORWEGIAN VIETNAMESE | POLISH
Fugro
Shell Slovenia Kazakhstan, Norway Vietham Poland
Russia
BP Norway Vietham Poland
ENI
Bureau Slovenia Kazakhstan, Norway Vietham Poland
Veritas Russia,
Ukraine,
Uzbekistan
Technip
Conoco
Chevron
ExxonMobil Russia Norway Poland
Perenco
Petrobras
Dong Energy
Lukoll Ukraine,
Russia,
Belarus
OMV Group Slovenia Serbia Norway
Talisman
RPS Energy
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CZECH

ROMANIAN

SLOVAK

BULGARIAN

ESTONIAN

LATVIAN

Fugro

Shell

Czech
Republic

Slovakia

Bulgaria

BP

ENI

Bureau
Veritas

Czech
Republic

Romania

Slovakia

Estonia

Latvia

Technip

Conoco

Chevron

Romania

Bulgaria

ExxonMobil

Romania

Perenco

Petrobras

Dong Energy

Lukoll

Romania

Bulgaria

OMV Group

Czech
Republic

Romania

Slovakia

Bulgaria

Talisman

RPS Energy
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THAI

TAIWANESE

CROATIAN

SERBIAN

INDONESIAN

UKRAINIAN

Fugro

Shell

Thailand

Taiwan

Ukraine

BP

Thailand

ENI

Bureau
Veritas

Croatia

Technip

Conoco

Chevron

Thailand

Indonesia

Ukraine

ExxonMobil

Thailand

Taiwan

Perenco

Petrobras

Dong Energy

Lukoil

Serbia

OMV Group

Talisman

RPS Energy
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Appendix 19 List of Standardised Websites

Fugro All Websites have a standard layout apart from Japan, South East Asia,
Saudi Arabia, Pakistan, Italy, Egypt, Africa, Austria

Shell All Websites have a standard layout apart from Morocco, Mali,
Madagascar, Japan, Gabon

BP All Websites have a standard layout apart from Japan, Philippines and
Turkey.

ENI All Websites have a standard layout.

Bureau Veritas

All the websites have the same layout apart from Uzbekistan and Serbia

Technip All the websites apart from Portugal.

Conoco US, Poland, Libya, Norway

Chevron Angola, Australia, Bangladesh, Brazil, Bulgaria, Canada, Indonesia,
Lithuania, Romania, Thailand, Ukraine

ExxonMobil All the same apart from Brazil and Chile

Perenco All Websites have a standard layout.

Petrobras All the same layout apart from Argentina, Chile and Colombia which are

different.

Dong Energy

All Websites have a standard layout.

Lukoll Italy, France and the Netherlands have the same layout. The others have
varying layouts.

OMV Group All Websites have a standard layout.

Talisman All Websites have a standard layout.

RPS Energy All Websites have a standard layout apart from the Netherlands.
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Appendix 20 Cross Section of Websites Featuring Local Sites

aito map ontact

=

about Fugro Hong Kong Group _ carears _ datasheots

[T cicome o Fuiro

Fugro Hong Kong Group

Fugro has been operating in Hong Kong since 1973 and was amang the frst geatechnical consultants
shed . th ugh its offices i Hong Kong, the Peopla's R
tror

foundation design through t

kated under Contacts / Office
company. Hong Kong is the
fices in Shanghai, Baipng,

Emglayment

Datashests Fugro's underying piviosophy s a commitment to the provision of high qualty services

If you experience any difficulties while visiting our wabsite please contact: yebmastarfLAQr,com.bk

BUREAU VERITAS GROUP & FINDASOLUTION~

BUREAU VERITAS
IN SOUTH EAST ASIA

CONTACTUS

@ Burzau Verea:
& Prone: © (iutap
omce)

(K Setak Office)

BUREAU VERITAS BRUNEI

Fugro Hong Kong

otact us > Tunisia

About Shell in Tunisia

Shell has been active in Tunisia for almost 90 years. Bullding on Sheil's proud history in Tunisia, we believe Tunisia
has significant untapped ol and gas potential and could play an increasingly important role in meeting the present and
future energy chalienges.

Shell in UAE s imvolved in every stage of the petroleum
vakue chain from the discovery and production of ofl and
9a% 10 the distribution, marketing and retailing of o, gas
and petrochemicas.

SNLRON MORE INFORMATION

@ Jubosshuns @ st 0 General Terms & Conditions Applicable to supply of
Shefl branded Lubricants products and services

B General Terms & Conditions for Commercial Fueds.

About Our Webaite saln Areas. Tools St 0 2 gl g o gy

Shell Tunisia

Shell UAE
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NVESTORS | NEWS

Human Energy

Home

Mumao Energy Stories  Global tssues  Energy Sources  Products b Services  Corporate Responsidisty

LR ————

About Chevion

CAREERS | WOR

WIOE | CONTACT

Sawcn or

“Azetaan .
e Azerbaijan
s P
Highlights of Operations
Conlaci U§
(Chevron Khazar, Lid, Chevron he
Azerbs therefore. fes fo the
Our work 1904 Azerba
International Operating Company (AIOC), which produces and deveiops offshore crude ol
o it prodctonst
deepwaler platiorm 1s expected n late 2013
Fact Sheet
“hewre Toiks-Ceyhan Pipeine. ) Avertagan (5 KB)
Azerbagan, through Georgia to deepwater port faciibes at Ceyhan Turkey, on the.
X0

‘Chevron and the AIOC investin the training and development of local staf About 75 percent of
i nd from Azesbaian

Updated Apri 2013

autonary Statement

PIVESTORS | NEWS | CAREERS

Human Energy

Home  Human Energy Stories  Gioballssues  Energy Sources  Products & Services  Corporate Responsibiity  About Chevron

Cambodia

Highiights of Operations

In Cambodia, Chev for energy and offers foel and
‘consumers through our subsidanes Chevion Overseas Petroleum (Camboda) Limded and
Chevon (Cambodia) Limted

Ches sde ol Cambodia. Governmert

approval on a producton permit wil be issued afer commercal agreemerts are i place *

The most wisible evdence of Chevion in Camboda s our network of Caltext® service stations. Fact Sheet

We aiso have convenvence stores, lube centers and coflee shogs 2 Caroosa 208)

In additon, we support the communty Soush heatih, educatin and safely mitiatves.

Updated Apel 2013

Chevron Azerbaijan

Chevron Cambodia

Haman Energy

«i

Mome  Muman Loergy Stories  Giobal lssues  Energy Sources  Products & Services  Corporate Responsibilty

Chad

Highlights of Operations

s Portoe
in e Commury

Record of Acravement

Contact Uy

1 2000, Chevion, Brough s subsdianes, became a paricpant n o mage procts in Chad

AREERS | WOALDWOE | CONTACT

Abost Chewron < Sewen )

The fst was he evelogment o e Dot crude o s i e s The second woled e S
« -~
Cameroon Together, hey represent cne of the largest ndustral projects in Abica 3010 Chewton Career
The Chad-: heipng to forge Fact Sheet
hese two natons. The ppedines have 3 maor mpact on the local economes of bofh countres @ cwenie

and the ppeine

progc

employed more han 36 000 peagle Between 2000 and 2004 more than §700 miion was spent

ocally. o the parters a0
cute

Updated Aged 2013

WVESTORS | NEWS | CAREERY
Human Energy
Home  Human Coergy Storles  Global lssues  Energy Sources  Products b Services  Corporate Responsibity  About Chevron
[ ——
am .
Vietnam
Buness Portole
0 the Communty Highlights of Operations

Record of Achirvement

Contact U
/s fture
Doeds.
Thvough our subsidary Chevron Vietnar, L, we partner weh PetroVietnam and the Search open postions
pavemment of oject Vietnam
e gas-fred powe plant for ndustnes, and 5010 Chevion Careers
homes in scuthern Vietnam
Fact Sheet
Our ubricants are sakd in subsidary % Vi (6516)
We als 1ol potental
Updated Apri 2013
Cautionary Statement

WORLOWIDE | CONTACT

Chevron Chad

Chevron Vietnam
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Wome  Wuman Cnergy Stories  Global isues  [nergy Sources  Products & Services  Corporate Responsiity  About Chewron

South Korea New Zealand

Highiights of Operations Highiights of Operations.

Chewron operaes in Souh Kores a5 & 50 percent sharehoider  GS Caflex Corp e country's avfl O With a network of more than 230 Caltex® service stations and desel truck fueiing stations. o are
socond argest energy company JonUs subsedary Chewon New Zeatand is one of e country's eading marketers of ueks and

lbricants
(G5 Catex cperates one of he workf's rgest refneries, in Yeosu, and has & lrge netwerk of Search ogen postions n Soum Search open postions i New
(GS Caext servee statons 1 also & achve ) power Qenecaton and distiuting nakeal gas 10 Woa Chewon s a sharehaider in New Zealan's only refinery and plays an mporiant role in meeting ot

ustnal commercsal and resadental customers. the nation's fuel needs. We also have a share of the aviaton fuels market through cur operations

¢ Aucktand Arport and are 3 shareholder in Coastal Of Logistics Limited, which bansports

e e 3 asress theough D cperatens olated Links Sheet
et , S O piead - . finshed products by sea fo constal terminals Fuct

¥ Chewron Prligs Chemcal Company LLG (CPChem)

Chewon atso martans an

o1 GS Calex, Chevon Oronte

hevion Aggiasts U S Kores @) New Zeakand (43KB)

e s afthates FTA Agreerment We have a rich hstory in New Zealand that goes back mere Bian 60 years

Chevron Global Aviahon prowdes swaton fuel 1o the Asea Pach regon Our customers nchade " > Updated: Apri 2
he Korean A Force and the Korea Arport Service, 8 subsdiary of Korean A

In 33300 Chevion 1s workng weh Korean sheyards and tackones s we search for enexgy ;S korea (52D
resouces arcund the workd By the end of 2012, more than $4 bilon had been spent i South 2
tacture cal e s €xcioraton plartorTTs 35 wel 3 production medhdes and s

urbed natra gas

© 3081 3013 Chwmn Curprton AY s Rusar

Chevron South Korea Chevron New Zealand

»You aretnthe globet ste. G eamcn

PETROBRAS L]

Yousreintheglobuisne YT soascn

Ll PETROBRAS

T (T

i Peru

& China Developing business in China

ks, pat ity A R

Driven by Technology.

Petrobras China Petrobras Peru

=
o You re i vhe globu ke 4% stanc Yo are o the b e 0% seascn

Ll PETROBRAS

T (T ————

Llid PETROBRAS

B Turkey Operators in Turkey

Petrobras Turkey Petrobras United Kingdom

384



Hem | Koot | Seelat | Engist Versen OWV netser

0] | Bxentedsearch

OMVi Norge []"\4
Move & more. OMV

Om OMV | Lisensportefaje | Nyheter | Jobb & karriere

L i
o e W-oniompe |

i

omvirisespiostiel memasons Aktiiteter pa verdenshasis.
Norge: Fay e,
T
> Kikk herfor en detafert
slesier oversit » Finn ut mer her > wwwomvcom

Welcome to RPS in the USA

OMV Group Norway

RPS Group USA
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Appendix 21 List of Websites with Corporate Logos

Fugro All Websites have a logo.
Shell All Websites have a logo.
BP All Websites have a logo.
ENI All Websites have a logo.

Bureau Veritas

All Websites have a logo.

Technip All Websites have a logo.

Conoco All Websites have a logo apart from the Canada website.

Chevron All Websites have a logo.

ExxonMobil All Websites have a logo.

Perenco All Websites have a logo.

Petrobras Angola, Benin, Brazil, China, Gabon, Japan, Libya, Mexico, Namibia,

Netherlands, Nigeria, Portugal, Singapore, Tanzania, Turkey, USA, UK

Dong Energy

All Websites have a logo.

Lukoil All Websites have a logo.
OMV Group All Websites have a logo.
Talisman All Websites have a logo.
RPS Energy No distinguishable company logo.
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Appendix 22 Celebrity Representation on Websites

Fugro None
Shell None
BP None
ENI None

Bureau Veritas None

Technip None

Conoco None

Chevron Australia

ExxonMobil Egypt, France, Germany, Ireland, Thailand
Perenco None

Petrobras None

Dong Energy None

Lukoil None
OMV Group Slovakia —local celeb
Talisman None
RPS Energy None
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Appendix 23 Office Building Representation on Websites

Fugro China, Pakistan, UAE
Shell None
BP None
ENI None

Bureau Veritas None

Technip None
Conoco None
Chevron None
ExxonMobil China, Egypt, Germany, Ireland, Mexico
Perenco None
Petrobras None

Dong Energy None

Lukoil None
OMV Group None
Talisman None
RPS Energy None
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Appendix 24 The Use of Flags on Websites

Fugro China, Hong Kong, Vietnam, Japan

Shell Dominican republic, Egypt, Gabon, Japan, Madagascar, Mali, Morocco,
Tunisia, Venezuela and Vietnam.

BP None

ENI All websites

Bureau Veritas

Algeria, Angola, Bahrain, Bangladesh, Benin Republic, Botswana, Brunei,
Irag, Serbia, Uzbekistan

Technip Ghana
Conoco None
Chevron Canada
ExxonMobil None
Perenco None
Petrobras All websites
Dong Energy None

Lukoil Romania (used for translation)
OMV Group None
Talisman None
RPS Energy None
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Appendix 25 Representations of Local News Stories

Fugro Netherlands

Shell All websites (Except Finland, Iceland, Luxembourg, Puerto Rico, Sweden,
Venezuela, Vietnam)

BP All websites

ENI Slovenia, Spain

Bureau Veritas

Spain, Australia, Austria, Belgium, Brazil, Chile, China, Croatia,
Venezuela, Czech Republic, Denmark, Estonia, Pacific Zone, Finland,
France, Germany, Greece, Hungary, India, Italy, Japan, Kazakhstan,
South Korea, Latvia, Lithuania, Mexico, The Netherlands, Norway, Peru,
Poland, Portugal, Romania, Russia, Slovakia, Slovenia, Spain, Sweden

Technip None

Conoco All Websites

Chevron All Websites

ExxonMobil All Websites

Perenco Brazil, DRC, Gabon, Guatemala, Peru, UK
Petrobras All websites

Dong Energy

Norway, Germany

Lukoll All websites
OMV Group All websites
Talisman Canada
RPS Energy None
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Appendix 26 List of Promotions with Other Companies

Fugro None

Shell Chile (Chevrolet), Hong Kong and Macau (Smart Phone), Luxembourg
(coke), Philippines (coke), Sweden(ice cream)

BP None

ENI Slovenia (Bo

Bureau Veritas None

Technip None
Conoco None
Chevron None
ExxonMobil None
Perenco None
Petrobras None

Dong Energy None

Lukoil Promoting CK perfumes on Belgium website
OMV Group Hungary, Slovakia, Romania

Talisman None

RPS Energy UK (M&S)
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Appendix 27 List of Websites Representing Environmental Issues

Fugro None

Shell Canada, Egypt, Vietham
BP All Websites

ENI None

Bureau Veritas

Bahamas, Barbados, Bermuda, Czech Republic, Denmark, Finland

Technip None

Conoco China, Canada

Chevron Australia, Brazil, Canada

ExxonMobil None

Perenco Brazil, Guatemala

Petrobras Peru page emphasises environmental issues, Brazil. However, all

websites have a tab which deals with "Environment and Society".

Dong Energy None
Lukoll None
OMV Group None
Talisman None
RPS Energy USA, Canada
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