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Topic 1: Majority of the marketing activities is based on the internet. Is it a proper material to attract customer?

AK: 
- not every one is connected to internet
DM: 
- internet is powerful


- more useful for “far away tourist” and first time planes

Topic 2: General cross-culture experiences

DS: 
- bad example: DZT (GNTB) – not correct linked to other pages

Topic 3: Are companies aware of cross-culture-communication or “just” print in English?

DS: 
- depends on region and people (No importance in Dithmarschen)


- most people expect that everyone speaks English 

Topic 4: How to raise the awareness? Is there a solution?

IG:
- former visitors (and their experiences in the region) should be introduced at 

  the website 

- co-operation with inhabitants of the region 

CB: 
. example: Salta, bad translation of their info material – just for having it

DM: 
- internet very effective with low cost ( therefore awareness has to grow

AK:
- internet raise expectation ( has to fit with production

- example: work at Thomas Cook: perfect translated French website 

( guest expected tour guides to speak French, which could not be fulfilled 

WA: 
- example: Magdeburg- simply translation of website into different website 

“each day at 12 p.m.  a guided tour starts at the market square” also translated 

e.g. into polish ( polish guest expected an polish speaking tour guide at the 

market square

Topic 5: How to argument to the management to raise c-c-c?
AK: 
c-c-c ist not difficult to implement

DS: 
- management often not aware of it

AK. 
- depends on political structure

- difficult for public organisation, can’t decide about design/ content of the 

public website on their own, example: Bad Segeberg 

( The problem is: WHO is deciding what is on the website

Q 6: What are the three golden rules?

- Find the information


- get somebody to the website


- search engines


- “…”.com (URL)

- Understand the information

MB: 
- the really important information are needed ( customer point of view

DS: 
- example: Heide, 5 different websites of Heide, but can’t find the address of the town hall 

MB: 
- people of Heide/town hall know where it is, doesn’t explain it ( map needed

( Foreigner has to create the website or work as consultant – he knows what he needs to know

- Fell comfortable about the way it is presented

AK: 
- bad example: homepage of FHW

LF: 
- website just gives information, no comfortable feeling

JG: 
- good example: website of a Canadian university: pictures of students, own pages for each student of the university

Best Practice Examples:

· airlines like Lufthansa or airberlin

· hostel.com (calculate prices in different currencies)

Topic 7: Different “languages”
-  e.g. different “Spanish” in Argentina and in Chile

Conclusion:

· c-c-c is important and it’s awareness has to grow

· it is not just translation of a website

· visitors should be included – consultant

· also languages differ from country to country 
( customer oriented translation is needed

