
Going Global
with a Lean Web Team

Straight Talk and Lessons Learned 
from a Global Manufacturer



We recently spoke with one of our 

clients – a Senior Interactive Marketing 

Manager at a multinational B2B chemical 

manufacturer – about the challenges his 
company faced in “going global” online 
and how they addressed them with 

MotionPoint.

To keep pace in the global economy, 

manufacturers often need to translate 
their websites for international customers 
and suppliers. Unfortunately, these 

companies usually have small marketing 

teams that find the task practically 

impossible to accomplish—especially in 

often brutally short timeframes.

At MotionPoint, we understand the pain, 
and have helped make it easy for dozens 
of manufacturers to translate, operate and 
optimise their websites for local markets.



Q.

Our corporate website was only in English 

and didn’t serve our global customers, sales 

and service teams well. We needed to serve 
30 markets by rolling out 29 websites in 11 
languages – fast. 

We also wanted to have one Content 

Management System (CMS) where we created 

content, one standard way to deploy that content 

to multilingual versions of the website, and one 

standard way to translate those websites. 

And we needed to accomplish all that with a 
very small web team – a total of three full-time 

employees, if you include the development 

resources.

What were your goals for your global 
website initiative? What were the 
challenges you faced?

A.



We chose
MotionPoint 
for several reasons. 
One was speed to market.



We chose MotionPoint for several 
reasons. One was speed to market 

– if we tried to build a new language 

website on our own it would have taken 
us 18 months to get it right, whereas 
MotionPoint could get it right in 60 days. 
We also didn’t have the internal resources 

to maintain and update in-language sites 

on our own. 

But the biggest factor was cost: we 
calculated that the cost to actually build 
and operate an in-language website 
would have been 2-3 times more to do it 
ourselves than to use MotionPoint. It was 

a real no-brainer.

Q.

A.
We evaluated three options: increasing internal 

marketing resources to manage and translate 

website content; managing translations in our 

CMS (Sitecore) using in-region resources and 

using cloud-based translation technology and 

services, i.e. MotionPoint.

You did a pretty thorough analysis before 
selecting your partner for the initiative. 
What options did you consider?  Why did 
you choose MotionPoint?



Q.

No. Most companies only focus on the cost of an 

external vendor because it’s a line-item expense. 

But there’s a big cost to doing website translation 

and management internally that most people 

don’t consider: those internal staff could be doing 

other things, there’s the cost of their payroll, and 

of their time. Those costs may not be as evident, 

but they’re usually much higher.

Was it surprising that MotionPoint 
was the lowest cost option?

A.



That’s not acceptable. It’s not 
acceptable to us for important 
information that impacts our business 
to be delayed like that.
 
It needs to be in-market, fast.  
MotionPoint helps us ensure that our 
multilingual sites are in sync with our 
primary English website.

Q.

A.
Before MotionPoint, we had some local 

language websites, but keeping them up-to-

date was a challenge. An employee would 

create a page on the English site and then 

about two or three weeks later, they’d say, 

“Oh, I should have that page translated into 

Spanish.”  They’d toss it into their backlog 

of things to do. Maybe another week later, 

it would get done. So essentially, that page 

would finally be translated into Spanish a 

month later. 

Were you concerned about keeping 
your in-language websites up-to-date?  
If so, how did MotionPoint help?



“We don’t have the same web resources as a B2C 
company with 100 people on the marketing team and 
millions of dollars dedicated to their website… we run 

with a lean web team.”

“MotionPoint handles everything for us, 
from translation to the operation and 

updating of the local sites. We also benefit 
from MotionPoint’s expertise in optimising 

websites for local markets.“



Q.

A.
Using Sitecore for multilingual websites without 

MotionPoint would require resources that we 

just don’t have, such as translators, a manager 

to traffic content back and forth between 

translators and our business units, and an 

internal team to review those translations 

to ensure our brand message and voice are 

correctly represented. 

We’d also need a translation outsourcing 

solution that Sitecore could use to assign new 

content to translators, and then bring back into 

the CMS, post-translation. And we’d need a 

large team of web developers to troubleshoot 

issues. It comes down to how many people we’d 
need to hire and dedicate to all this. To pay 

MotionPoint to do it is a pittance compared to 

what it would cost to do it internally.

How has MotionPoint added value to your 
Sitecore CMS?



Q.

A.
My job is to analyse complex situations 

and deliver simple answers to solve them. 

MotionPoint delivers that simple solution. 

They handle the translation, they submit the 

global sites to Google, they provide me with 

analytics. What did I have to do? I just had to 

sign a paper to say, “Go do that.”

How else does MotionPoint make life 
easier for you and your team?
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