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The Diversity and Adaptability Composition Test (DACT) 
booklet is a test established to assess the effectiveness of 
a proposed design. A design must pass the DACT by satis-
fying a set of checkboxes, questions, and requirements.

This test serves as a guiding assessment tool, examining 
designs to ensure they follow its principles of diversity, 
inclusion, and adaptability. The DACT aims to create a 
standard for evaluating how well designs engage a variety 
of audiences while honouring cultural diversity by out-
lining precise criteria.



“I have also noticed that companies tend to go 
for more of my generic designs.”

“When it comes to any design I do, I always think 
of “representation.” Who is this design intended 
for? And those it represents them?”

“The only things I can think of for those 
examples are just projects I’ve worked 
on: where clients had asked me to remove 
people or adjust them to be ambiguous 
culturally to be more inclusive.”

“When it comes to international design, 
it is all about reduction.”

“I don’t think you could define 
internationalization in one definition; 
it is multiple things converging.”

“Pay attention and understand 
people’s learned behaviour.”

“I think the first and most important thing 
to do when designing for an unfamiliar 
audience is to have a conversation.”

A Designer’s Guide  To 
Internationalization And 

Localization Of Design

INFORMATIONAL GUIDE

v

PROCESS WORKBOOK

A Designer’s Guide  To 
Internationalization And 

Localization Of Design



Diversity and Adaptability 
Composition Test (DACT) booklet

Informational Guide

A Designer’s Guide  To 
Internationalization And 

Localization Of Design

INFORMATIONAL GUIDE

1

Research
Ideation

Development
Testing

Grading System

The Diversity and Adaptability Composition Test (DACT) is a test 
established to assess the effectiveness of a proposed design. 
A design must pass the DACT by satisfying a set of checkboxes, 
questions, and requirements.

This test serves as a guiding assessment tool, examining designs to 
ensure they follow its principles of diversity, inclusion, and adapt-
ability. The DACT aims to create a standard for evaluating how well 
designs engage a variety of audiences while honouring cultural 
diversity by outlining precise criteria.
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RESEARCH
PHASE The primary objective of the DACT is to learn more about the significant implications of 

creating a design in many cultural contexts. It ’s essential to acknowledge that a design’s 
intended meaning might change significantly depending on the cultural context in which it 
is used (Lu, 1998). This component is extremely important because any miscommunication 
resulting from a design can have negative effects and even damage a company’s reputation 
(Crowdin Blog, 2023). As a result, it is crucial for multinational companies to take more time 
to figure out how their goods and services are perceived in diverse cultures. Consequently, 
while creating designs for an international audience, designers must consider several 
important variables and carefully follow specific criteria.

By using the DACT, designers can be more effective and promote design practices that are 
inclusive of all cultures by ensuring that their works are in line with the cultural values and 
sensitivities of each target market.

Navigating Cultural Complexity

I think the first and most important thing 
to do when designing for an unfamiliar 

audience is to have a conversation.

This stage helps you 

understand the market 

space, the users, their 

needs and their goals

“ “
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Designing for a multicultural, diverse 
audience is crucial for success in today’s 
interconnected world market. Extensive 
research is essential for successful local-
ization and internationalization. In order 
to create user-centric designs that are 
universally embraced, it is imperative to 
comprehend the subtle cultural nuances, 
preferences, and behaviours of various 
cultures.

In-depth user interviews and surveys with representa-
tives from diverse backgrounds yield important insights. 
Through collecting information on user behaviours, 
preferences, and pain points, designers are able to mod-
ify their products to suit the particular requirements of 
various cultural groups.

Global trends in technology and design differ. What 
is state-of-the-art in one place may be antiquated in 
another. To guarantee that the finished product meets 
user expectations and technology capabilities, research 
should be done on current design standards, technolog-
ical infrastructures, and digital literacy levels across 
the globe.

In conclusion, it is impossible to overstate the value 
of research when creating content for a multicultural, 
global audience. It acts as the cornerstone of effective 
localization and internationalization initiatives. By 
delving into the cultural, linguistic, and technological 
landscapes, designers can create products and services 
that resonate on a global scale, fostering inclusivity and 
user satisfaction across diverse communities.

Internationalization, the process of design-
ing products or services that can be easily 
adapted to many locations and cultures, 
demands a thorough grasp of the target 
demographic. By researching local expec-
tations, linguistic variances, and cultural 
norms, designers can build a foundation 
that cuts across boundaries. This first phase 
guarantees that a product or service’s fun-
damental components are adaptable enough 
to be accepted by a diverse range of users.

On the other hand, localization entails 
adjusting the internationalized product or 
service for a particular region. The complex-
ities of a given culture, including linguistic 
quirks, colour symbolism, and even legal 
constraints, must be thoroughly researched 
for this process. For example, what functions 
well in one culture could be deemed unsuit-
able or misunderstood in another. A thorough 
grasp of these elements is essential to create 
a user experience that feels natural and pro-
motes a sense of belonging.

Design, Technology, and the Globe

“Pay attention 
and understand 
people’s learned 

behaviour.”
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IDEATION
PHASE

This is a creative process where designers, in partnership with the end-user, generate ideas in sessions.

In the design field, there are several challenges in devel-
oping products and services that appeal to a worldwide 
customer base. However, one potent instrument—co-de-
sign, more especially generative brainstorming sessions 
with end users—has come to light as a shining example 
of creativity and inclusivity. This cooperative method 
encourages innovation and acts as a pillar for localization 
and internationalization for multicultural consumers.

Fundamentally, co-design gives end users the ability 
to have an active role in the design process. People 
with different cultural backgrounds contribute vital 
insights, beliefs, and preferences during generative 
brainstorming sessions. Beyond traditional methods, 
this cooperative interchange of ideas ensures that the 
finished good or service represents its target market ’s 
complex requirements and goals.

Sourced from a co-design session 

Designing Across Borders: The Impact of  
Co-Design on Internationalization and Localization
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Additionally, co-design gives end users a sense of empowerment and 
ownership. Through their active participation in the design process, 
designers demonstrate their dedication to actively listening, learning 
from, and co-creating solutions that tackle real-world problems. 
This cooperative relationship fosters a closer bond between the 
brand and its audience around the world, in addition to improving 
the quality of the finished product.

In summary, co-design is an effective catalyst for attaining interna-
tionalization and design localization, especially through generative 
brainstorming sessions with end users. Designers can open a world 
of possibilities and make sure that their designs resonate with 
varied cultural audiences worldwide by embracing cooperation, 
inclusivity, and innovative thinking. In the ever-evolving landscape 
of global design, co-design stands as a beacon of innovation and 
empathy, guiding the way towards meaningful connections and 
inclusive experiences.

“careful balance between the requirement for cultural sensitivity and global brand cohesiveness”

widely held belief that 

approach to practical 
design exists”

Sourced from an analysis of a co-design session 

Sourced from an analysis of a co-design session 

Co-design is even more important when interacting with 
end users from many cultural backgrounds; designers 
are able to have a more profound comprehension of the 
subtleties that influence user experiences in different 
geographical areas. Co-design enables designers to 
create diversity in their works and transcend cultural 
gaps via meaningful interactions and shared creativity.

Designers may more easily overcome language and 
cultural di culties, producing more inclusive and 
authentic experiences and meeting local usability 
standards by incorporating people from a variety of 
cultural backgrounds. This collaborative approach lays 
the platform for successful localization efforts by ensur-
ing the design’s foundation is flexible and adaptable.
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DEVELOPMENT
PHASE

To visualize various 

possibilities and test them 

with users, this phase involves 

brainstorming, sketching, 

wireframes, and prototypes.

In today’s interconnected world, designing products that cross 
cultural boundaries while remaining adaptive to local contexts is 
critical to success in international markets. Achieving interna-
tionalization and localization for a multicultural audience requires 
carefully balancing adaptability and universality.

At the heart of this strategy is the realization that, while worldwide 
recognition is important, acknowledging and respecting the par-
ticular features of each market is also critical. Designing a product 

that is easily recognized and embraced in several regions builds 
the groundwork for global success. Universal design principles, 
consistent branding elements, and user-friendly interfaces ensure 
a unified identity that is appealing to people everywhere.

However, more is needed to achieve true global standing than only 
a standardized approach. It ’s equally important to adapt design 
elements to reflect the language, preferences, and cultural quirks 
of the target market. This includes modifying the brand tone to fit 
with the local communication style, modifying and allowing for 
text expansion for language variations, and designing imagery that 
reflects the demographics of the host market.

Balancing Universality and 
Adaptability: Designing for Global 
Recognition and Local Relevance

“logo shows a girl with her 

hair out; Middle Eastern 

or Muslim countries 

where that is prohibited 

can view it differently”

Sourced from the development of this book
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Since language is a vital component of communication, localization 
efforts heavily rely on it. It is possible to ensure seamless translation 
into several languages by designing products with easily custom-
izable text elements. This guarantees accessibility and clarity for 
people worldwide. Incorporating imagery that embodies the cultural 
richness and diversity of the host market also helps local audiences 
feel connected and at home.

Furthermore, developing customer rapport and trust requires mod-
ifying the brand tone to align with the host market ’s communication 
style. A brand’s authenticity and relatability are increased when its 
voice is in line with local preferences, whether through language 
adjustments or the incorporation of cultural references in marketing 
materials.

Through the design of products that achieve a harmonious blend 
of adaptation and universality, clients can confidently explore 
the intricate landscape of global markets. Embracing inclusion 
and cultural diversity in design builds stronger brand identities 
and better relationships with customers throughout the world. To 
achieve sustainable growth and success in the dynamic world of 
global design, it is imperative to acknowledge and value the unique 
characteristics as well as the similarities among various cultures.

“Global design is a 

customization and 
universality”

Sourced from the development of this book
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“opportunities to see how users 
interact with designs in real life.”

User testing is an essential step in the design process 
that gives designers the chance to verify their assump-
tions, pinpoint di�culties, and improve their designs 
in response to user feedback. This iterative process is 
even more crucial when designing for a multicultural 
audience because it guarantees that the final product 
or service will appeal to customers from a variety of 
backgrounds and locales.

Furthermore, user testing assists designers in navigating 
linguistic complications by assessing the clearness and 
effectiveness of language translations. In one language, 
something might be ambiguous or unclear, but in another, 
it might seem straightforward and precise. By including 
user feedback, designers can improve the overall user 
experience by fine-tuning text elements to ensure lin-
guistic accuracy and cultural relevance.

Unlocking Global Success: The 
Vital Role of User Testing in 
Internationalization and LocalizationTESTING

PHASE

“products feel 

more relatable and 

personal when 

we consider them 

as a part of our 

lives rather than 

standalone products”

“cultural differences bring out our assumptions and create opportunities for review”
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Sourced from data taken during a prototyping session

Achieving internationalization and localization for a multicultural 
audience in the fast-paced field of design frequently evokes ideas 
of complex user testing processes that demand a significant 
investment of time and resources. However, dispelling this myth 
is critical, as even a single designer working alone can conduct 
simple, quick testing on their designs to ensure success in worldwide 
marketplaces.

Although user testing is sometimes seen as an overwhelming 
undertaking, it doesn’t have to be a tedious, resource-consuming 
procedure. Alternatively, it can be made more e�cient and straight-
forward, enabling designers to acquire useful information quickly. 
This shift in perspective is crucial, particularly for independent 
designers attempting to navigate the challenges of creating work 
for culturally varied audiences.

One of the most accessible methods of user testing is to employ 
informal feedback loops with friends, relatives, or colleagues from 
various cultural backgrounds. A simple discussion or observation 

session can provide important details about how con-
sumers engage with a design, pointing out areas that 
need modification and development. With this low-cost, 
low-effort method, designers may swiftly iterate and 
improve their designs in response to user feedback.

Furthermore, remote user testing can be made pos-
sible by utilizing digital tools and platforms, removing 
geographical restrictions and increasing the number 
of possible testers. Even when working alone, online 
surveys, platforms for remote usability testing, and 
feedback forms provide easy ways to get insights from 
a variety of consumers. These resources offer insightful 
information that can guide design choices and improve 
the user experience as a whole.

The testing stage can also reveal usability problems 
that could affect users with different needs and back-
grounds. This is another benefit of integrating it into 
the design process. Simple assessments, such as eval-
uating keyboard navigation or colour contrast ratios, 
can guarantee inclusivity and usability in a variety of 
cultural contexts.

Regardless of team size or funding, designers can easily 
incorporate user testing into their workflow by adopting 
a simple and resourceful mentality. Every action made 
to understand and refine design choices, whether it 
is asking friends for comments, using digital tools, or 
performing accessibility tests, gets us one step closer 
to developing goods and services that appeal to diverse 
global markets.

Streamlining Success: Simplifying 
User Testing for Internationalization 
and Localization

“evaluation is the best 
form of respect you can 
give to your design”
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VOCABULARY
Internationalization — The method of developing and designing goods with the ability to be 
customised for various cultures and countries. Ensuring that a product design can quickly adapt 
to localization while meeting the needs of users across various areas and countries is the task  
of internationalisation.

Colour symbolism — The subjective meanings that humans assign to specific colours. Three 
factors influence how people react to colour: their biology, their culture, and their individual experiences. 
Colour symbolism is a tool that designers can employ to attract users’ attention and earn their trust.

Localization — The process of making your content and product feel more local for every user. To 
achieve this, you must get to know your audience and have a thorough awareness of local customs, 
user behaviour, and subtleties of the market.

Text expansion — Text expansion and contraction occur while translating between languages; 
the intended text frequently has more or less letters, words, and spaces. This could develop into a 
significant layout design challenge.

Linguistic — How a language is socially and culturally shaped by society. Every human language 
is a complicated system of information and skills that allows its speakers to communicate and share 
thoughts, theories, feelings, wants, and anything else that needs to be expressed. These knowledge 
systems in their entirety are linguistics.

End-user — A group of people that a service or product is intended for. When creating a product, 
the end user’s perspective should always come first.

User Testing - User testing entails having end users and consumers test and assess a product, 
feature, or prototype. In a test session, participants typically attempt to do typical tasks while observers 
watch, listen, and take notes. Test users interact with the product and note its benefits and problems 
in order to help designers improve their user experience prior to launch.

Visual communication of emotions — How emotions may be visually represented differently 
in different culture and society.

Generative brainstorming — Generating a wide range of ideas in response to the design 
project, then narrowing the field of ideas down to two or five that you wish to explore further. In order 
for brainstorming to be effective, participants must interact, listen, and build upon one another’s ideas.

Digital literacy — The capacity of a person to use digital media platforms or typing to locate, 
assess, and share information.
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Research
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Grading System

The Diversity and Adaptability Composition Test (DACT) is a test 
established to assess the effectiveness of a proposed design. 
A design must pass the DACT by satisfying a set of checkboxes, 
questions, and requirements.

This test serves as a guiding assessment tool, examining designs to 
ensure they follow its principles of diversity, inclusion, and adapt-
ability. The DACT aims to create a standard for evaluating how well 
designs engage a variety of audiences while honouring cultural 
diversity by outlining precise criteria.

YOU ARE ADVISED TO READ 
THE DACT INFORMATION 
GUIDEBOOK BEFORE USING 
THE PROCESS WORKBOOK.
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RESEARCH
PHASE —“I think the first and 

most important thing to 
do when designing for an 
unfamiliar audience is to 
have a conversation.”

This stage helps you 

understand the market 

space, the users, their 

needs and their goals

54

**Note that some criteria are not applicable to solo/small design teams, and 
the assessment gauge has been adjusted to balance the discrepancy.

Have you identified your local audience?
5 points

Have you considered local technological 
infrastructures, digital literacy levels, 
and design standards to align the 
product with regional capabilities?

10 points

Are you familiar with your local audience’s 
ideals, values, customs, and traditions? 5 points

Was the research phase centred on user 
insights gathered through interviews and 
surveys across diverse cultural groups?

10 points

Have you engaged in a conversation with 
a representative of your local audience? 10 points

Do you know the regulatory requirements 
specific to each region, ensuring 
legal compliance and user trust?

10 pointsHave you been briefed by the localization 
team early during the research process? 10 points

Have you identified the current design 
trends in each of your target cultures? 

Identified if the host country has 
more than one o�cial language.

10 points

10 points

Have you established a connection and mode 
of commuincation within the host community? 10 points

Do you have a confirmed list of cultural nuances 
across all your cultural demographics? 10 points

Have colour symbolism and cultural meanings 
associated with design elements been researched 
to avoid unintended misinterpretations? 10 points

Checklist

Total Score

Tick if your answer is YES.

/100

76

NOTES
Write down important findings from your research. 
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IDEATION
PHASE

This is a creative 

process where 

designers, in 

partnership with the 

end-user, generate 

ideas in sessions.

—“careful balance between 
the requirement for cultural 
sensitivity and global 
brand cohesiveness”

1110

**Note that some criteria are not applicable to solo/small design teams, and 
the assessment gauge has been adjusted to balance the discrepancy.

Was the localization team involved in 
the early iterations and ideations?

10 points

Are design concepts being iterated 
upon based on the identified needs and 
preferences of end-users from different 
cultural backgrounds during ideation?

10 points

Does your design carefully balance cultural 
sensitivity and global brand cohesiveness?

10 points
Is the ideation process demonstrating 
sensitivity to cultural differences 
and preferences observed during 
co-design sessions?

10 points

Have you ensured that colour choices align 
with meanings in the host country/culture?

10 points

 Is the ideation process exploring 
ways to customize design elements 
for specific local markets based on 
feedback from co-design sessions?

10 pointsHave you considered time, date, and 
number formats, idioms, slang, and culture-
specific elements in your design? 10 points

Does your design ensure cultural 
representation that resonates 
with the global audience? 10 points

Actively involved end-users from diverse 
cultural backgrounds in the ideation phase?

10 points

Scheduled sessions specifically aimed 
at generating ideas with end-users 
representing different cultures?

10 points

Checklist

Total Score

Tick if your answer is YES.

/100
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IDEATION SPACE

1514

DEVELOPMENT
PHASE

To visualize various 

possibilities and 

test them with users, 

this phase involves 

brainstorming, 

sketching, wireframes, 

and prototypes.

—“Global design is a fine 
line between customization 
and universality”

1716

**Note that some criteria are not applicable to solo/small design teams, and 
the assessment gauge has been adjusted to balance the discrepancy.

Have you contracted a local speaker 
and verified translator instead of relying 
solely on machine translation?

10 points

Is your logo or brand visuals in no way 
potentially offensive in the host country?

10 points

Have you prioritized the beliefs of the 
host community in your design? 10 points

Is your design not  a one-size-fits-all approach 
not reasonable for a global product? 

10 points

Have you adjusted your brand’s products/
services to align with the needs and 
wants of the host culture, if needed? 10 points

Does your design allow for text 
expansion in translation?

10 pointsDo your brand visuals work across 
multiple countries/cultures? 10 points

Have you prioritized simplicity in your design?

Your design does not only work exclusively 
with left-to-right formatting.

5 points

5 points

Can your design layout accommodate 
up to three language changes in text? 5 points

Do the people in your imagery accurately 
represent your host audience? 5 points

Can you justify every visual element of your design?

10 points

Checklist

Total Score

Tick if your answer is YES.

/100

1918

NOTES
Write down important findings from your research. 
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Large Scale Design Team

Medium-sized Design Team

Great job, your design is ready 
to travel the world

Good work, your design may do well 
but you may run into some trouble

Fair, your design may be ready for 
your home culture but it will not 

do well on the global stage

You may need to go back to the drawing 
board OR this project may not be ideal for a 

multinational and multicultural audience

400pt - 310pt

309pt - 210pt

209pt - 110pt

109pt below

Great job, your design is ready 
to travel the world

Good work, your design may do well 
but you may run into some trouble

Fair, your design may be ready for 
your home culture but it will not 

do well on the global stage

You may need to go back to the drawing 
board OR this project may not be ideal for a 

multinational and multicultural audience

400pt - 350pt

300pt - 250pt

200pt - 150pt

100pt below
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TESTING
PHASE

“opportunities to see 

how users interact with 

designs in real life.”

—“evaluation is the best 
form of respect you can 
give to your design”

2322

**Note that some criteria are not applicable to solo/small design teams, and 
the assessment gauge has been adjusted to balance the discrepancy.

Has your design undergone testing 
with a diverse global audience?

20 points

Is user testing conducted with sensitivity 
to cultural nuances and differences in 
user behavior and preferences?

10 points

Have you gathered feedback on colours, 
graphics, typography, and overall 
usability from the target audience? 10 points

Is user testing being employed to gauge how 
users from diverse cultural backgrounds 
perceive the brand identity and messaging?

10 points

Have you tested the clarity and 
effectiveness of language translations 
through user testing sessions? 10 points

Have you used user testing to verify the 
effectiveness of localization efforts in 
making the design relevant and accessible 
to users in different regions?

10 pointsIs user testing being used to assess the 
appropriateness and effectiveness of 
imagery representing different cultures? 10 points

Are user testing sessions being utilized 
to evaluate the alignment of brand 
tone with the communication style 
of diverse cultural audiences?

10 points

Are you collecting feedback from user 
testing sessions to iterate and refine design 
elements based on cultural considerations? 10 points

Checklist

Total Score

Tick if your answer is YES.

/100
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TESTING
INSIGHTS
Participant #1

Participant #3

Participant #2

Participant #4

Participant #5

2726

GRADING 
SYSTEM

“asses the readiness 

of your design for 

the global stage”

Solo Designer

Great job, your design is ready 
to travel the world

Good work, your design may do well 
but you may run into some trouble

Fair, your design may be ready for 
your home culture but it will not 

do well on the global stage

You may need to go back to the drawing 
board OR this project may not be ideal for a 

multinational and multicultural audience

400pt - 300pt

299pt - 200pt

199pt - 100pt

99pt below

Understanding The Point System

The test point system serves as a comprehensive gauge to determine the 
readiness of a design for global implementation, emphasizing a nuanced 
evaluation rather than a rigid pass/fail assessment. 

By assigning points to various aspects of the design, including cultural sensitivity, 
linguistic adaptability, usability across diverse audiences, and alignment with 
global brand standards, we can systematically measure its suitability for a 
global scale. 

This approach allows for flexibility and continuous improvement, enabling us to 
address areas of improvement iteratively while ensuring that our design evolves 
to meet the diverse needs and preferences of a global audience.


