
Landing Page
Localization for Japan



A Japanese landing page can attract traffic and still fail to convert.
The underlying problem is often a mismatch between the page’s
structure and Japanese users’ expectations.

Effective localization requires more than translated copy. It
involves adapting:

Information density and page structure
Corporate trust signals
Calls to action and commitment levels
Forms and input conventions
Social proof and case studies
Mobile navigation and contact options
Visual design and technical implementation

The core principle: Make the page work for the Japanese
decision-making environment.

EXECUTIVE
SUMMARY



Translation changes the words

English headlines become Japanese headlines.
Product descriptions are translated.
Existing page sections remain in the same order.
Original CTA language is reproduced in Japanese.

Localization changes the experience

Information is organized around Japanese user expectations.
Corporate credibility is made visible.
CTAs reflect the actual buying journey.
Forms follow Japanese conventions.
Social proof reflects local trust priorities.
Technical details support Japanese-language interaction.

Strategic implication: A page can be linguistically accurate and still communicate
the wrong things about the company.

TRANSLATION VS.
LOCALIZATION



Dimension Common Western Approach Japan Localization Consideration

Information density Minimal content and generous
whitespace

More substantive information before
conversion

Trust architecture Testimonials and brand
messaging

Corporate legitimacy, certifications, and
contextual proof

Decision-making Immediate trial or purchase Lower-commitment steps that support
extended evaluation

These differences are particularly important in B2B, where several stakeholders
may participate in the purchase decision.

The lesson: The page must answer three questions before asking for a
commitment: Do you understand my problem? Can I trust your company?
What is the appropriate next step?

THREE DIFFERENCES THAT
AFFECT CONVERSION



Western landing pages often prioritize a short hero section, a prominent CTA, and
minimal scrolling. The source argues this model can remove information that
Japanese visitors need to establish credibility.

A Japan-oriented above-the-fold structure

1.Clear headline
2.Credibility-focused subheading
3.Summary of key benefits
4.Relevant trust badges or client credentials
5.A clear next step

The rest of the page should provide enough detail for users to evaluate the offering
before making contact.

Important distinction: More information does not mean indiscriminate clutter. The
goal is to organize relevant information clearly rather than remove it simply to
achieve a minimalist appearance.

INFORMATION
DENSITY IN JAPAN



Recommended information hierarchy:

01. Headline and credibility: Explain the offering and establish initial legitimacy.

02. Problem definition: Describe the audience’s challenge in concrete terms.

03. Solution mechanism: Explain how the product or service addresses the
problem.

04. Evidence and social proof: Show relevant clients, certifications, and
measurable results.

05. Company information: Make the business identity and corporate
background easy to verify.

06. Primary and secondary CTAs: Offer an appropriate conversion step, plus a
lower-commitment alternative.

Design principle: Build the page around the visitor’s evaluation process, not just
the vendor’s preferred sales sequence.

A JAPAN-ORIENTED
LANDING PAGE STRUCTURE



Trust Signal Japanese Convention

Physical address Full address, including postal code and building information

Phone number Landline or toll-free number where available

Company registration Corporate number or relevant registration details

Founding year Clearly displayed company history

Representative Named executive and title

Employee count Company scale and stability

Capitalization Company overview and financial legitimacy information

THE JAPANESE TRUST STACK

For foreign companies: If you do not have a Japanese legal entity, strengthen the
information you can legitimately provide, such as your home-country registration,
operating history, recognized certifications, and named Japan-market contact.



Some trust signals communicate more than general brand reputation. They
provide recognizable evidence of formal standards or external validation.

Examples highlighted in the source
ISO 9001 — quality management
ISO 27001 — information security
Privacy Mark (プライバシーマーク), where applicable
Industry association memberships
Government or public-sector client relationships

How to use them
Display valid certifications prominently.
Link to verification information where available.
Use only certifications and memberships the company actually holds.
Place relevant credentials near the claims they support.

B2B implication: Corporate legitimacy should be demonstrated with verifiable
information rather than left for visitors to discover elsewhere.

CERTIFICATIONS AND
INSTITUTIONAL CREDIBILITY



Element Potential Problem

Automatically opening chatbots Interrupts browsing before trust is established

Aggressive pop-ups Creates pressure and disrupts the evaluation process

Uncontextualized Western stock photography Makes the page feel generic or insufficiently localized

Countdown timers and scarcity claims Can appear manipulative

Overly casual CTA language May feel unprofessional in formal business contexts

Practical audit question: Does each element help visitors evaluate the company, or
does it pressure them to act before they are ready?

WHAT CAN REDUCE
TRUST IN JAPAN?



English CTA Direct Translation Localized Direction

Get started free 無料で始める 無料トライアルを申し込む

Book a demo デモを予約する 無料デモを申し込む

Download now 今すぐダウンロード 資料をダウンロードする

Sign up サインアップ 会員登録はこちら

Buy now 今すぐ購⼊ ご購⼊はこちら

Direct translation often preserves the language of the original CTA without
adapting its tone or implied commitment.

CTA LOCALIZATION

What changes?: The localized examples emphasize a recognizable process,
identify the action clearly, and reduce unnecessary urgency.

Formal or honorific phrasing can also be appropriate when requesting a visitor’s
time or participation.



Not every visitor is ready to request a demo or speak with sales. In a multi-stakeholder
buying process, some visitors are still researching, comparing vendors, or collecting
materials to share internally.

Primary CTA: 無料デモを申し込む

For visitors ready to evaluate the solution directly.

Secondary CTA: 資料をダウンロードする

For visitors who need information before committing.

The secondary CTA gives earlier-stage visitors a useful next step rather than forcing
them into a sales conversation too soon. It also creates an opportunity to continue
engagement through an appropriate follow-up process.

THE DUAL-CTA STRATEGY
FOR JAPANESE B2B



Color Potential Japanese-Market Application

Red Retail promotions, sales, and prominent consumer CTAs

Orange Accessible, energetic consumer or SMB offers

Navy / dark blue Corporate credibility and B2B actions

Dark green Reliability, environmental, or health-related contexts

Black Formality and luxury positioning

The source identifies several Japanese-market design patterns worth testing.

Shape and placement
Wide, rectangular buttons are common in Japanese landing pages.
The primary action should be visually clear.
A secondary CTA can use a text link or a lower-contrast button.

CTA DESIGN AND VISUAL
CONVENTIONS

Color considerations



Field Japanese Label Purpose

Last name 姓 Family name

First name 名 Given name

Name reading フリガナ Phonetic reading

Company 会社名 Employer or organization

Department 部署名
Appropriate inquiry
routing

Job title 役職 Role and context

Email メールアドレス Follow-up

Phone 電話番号 Contact when appropriate

Forms are a critical conversion point, and the source highlights several Japanese
conventions that Western templates may overlook.

FORM LOCALIZATION

Important details

Put the family-name
field before the given-
name field.
Consider furigana for
Japanese names.
Include relevant
company fields for B2B
inquiries.
Collect only
information that serves
a legitimate business
or user need.

The right form balances
useful qualification with a
reasonable effort for the
visitor.



Required and optional fields

Use the familiar Japanese labels:
必須 — required
任意 — optional

The source recommends displaying these labels clearly beside field names.

Input behavior

Accept telephone numbers with or without hyphens.
Use postal-code lookup to help populate Japanese addresses.
Handle Japanese IME input correctly for furigana.
Consider Japanese era dates where relevant to the audience and workflow.

Error messages: Prefer polite, specific instructions.

Less suitable: Invalid email. More suitable: メールアドレスの形式をご確認ください。

Please check the format of your email address.

UX principle: Tell users what needs to be corrected and how to proceed.

JAPANESE FORM
CONVENTIONS



Technical localization failures can be difficult to spot during a visual review.

Character encoding: Japanese pages should use UTF-8 correctly in the server
response and HTML document. Incorrect encoding can cause 文字化け—garbled or
corrupted Japanese text—which undermines trust immediately.

Address formatting: Japanese addresses follow a different ordering convention from
many Western addresses. Display and validation should follow the Japanese format.

Privacy and consent
Provide a Japanese-language privacy policy.
Ensure form consent language is appropriate for Japan’s Act on the Protection of
Personal Information (APPI).
Clearly connect the consent checkbox to the applicable privacy information.

Key lesson: A page is not fully localized if the language looks correct but the
underlying interaction remains foreign or confusing.

DETAILS THAT AFFECT
CONVERSION



The source describes a Japanese B2B social-proof hierarchy in which institutional and
company-level evidence often takes precedence over individual testimonials.

A practical hierarchy

1. Government and public-sector client logos: Strong evidence of formal vendor
evaluation.

2. Named enterprise client logos: Especially relevant when the client’s industry is clearly
identified.

3. Industry association recognition: Memberships, endorsements, and relevant awards.

4. Quantified case studies: Specific results linked to a named company or clearly
described context.

5. Third-party review platforms: Relevant platforms depend on the product category.

6. Named individual testimonials: More useful when the person’s company, title, and
photograph are provided.

7. User or customer counts: Specific figures can help communicate adoption when
they are accurate and supportable.

SOCIAL PROOF



Section What to Explain

Company profile Company name and industry

Challenge (課題) The problem before implementation

Selection rationale (選定理由) Why this solution was chosen over alternatives

Implementation (導⼊プロセス) How the solution was deployed

Results (導⼊効果) Quantified changes in time, cost, revenue, or other relevant metrics

Client logo conventions

Add an industry label beside or below each logo.
Lead with relevant, recognizable clients.
Where appropriate, feature Japanese clients prominently.
Use logos only when their display is authorized.

Industry context helps visitors judge whether the solution is relevant to their own
organization.

Recommended Japanese B2B case-study structure

HOW TO PRESENT CLIENT
LOGOS AND CASE STUDIES



Mobile optimization should account for the practical way visitors navigate and
contact businesses.

Thumb-zone navigation

Keep important actions accessible in the lower portion of the screen.
Consider sticky CTA bars where appropriate.
Check that fixed elements do not obscure content or form controls.

LINE integration: For consumer-facing pages, consider whether LINE is an
appropriate inquiry or follow-up channel alongside email and phone.

Page speed: The source recommends targeting a Largest Contentful Paint
(LCP) of under 2.5 seconds on a simulated 4G connection.

Practical takeaway: Review the full mobile journey—from the first screen
through evidence, form completion, and confirmation—not just the appearance
of the hero section.

MOBILE EXPERIENCE



Japanese landing pages may use different visual conventions from minimalist
Western SaaS pages.

Typography
Provide sufficient line height for Japanese text.
Use readable body text; the source recommends at least 14px, preferably 15–16px.
Consider the page weight added by Japanese web fonts.
Test the actual rendering on supported devices and operating systems.

Photography
Use imagery appropriate to the Japanese audience and setting.
Avoid photographs that make a Japanese-language page feel like an untouched
foreign template.
Provide detailed product views when buyers need to inspect physical products.

Illustration: Explainer graphics and process diagrams can help communicate
complex B2B products.

Design principle: Localize the visual evidence and information structure to the
audience’s evaluation needs.

VISUAL DESIGN



For e-commerce landing pages, payment options are part of the conversion
experience.

Payment methods to consider
Credit cards, including JCB
Convenience-store payment (コンビニ払い)
Bank transfer (銀行振込)
PayPay and other relevant QR-code payment options

The right mix depends on the business model, customer segment, payment provider,
and transaction context.

Address and checkout UX
Support Japanese postal-code conventions.
Display addresses in the expected Japanese order.
Reduce unnecessary manual input where reliable address lookup is available.
Explain payment options clearly before the user reaches the final checkout step.

TECHNICAL LOCALIZATION
FOR JAPANESE E-COMMERCE



Use this checklist as a starting point for a practical page review.

Trust and credibility
Physical address displayed in Japanese format
Appropriate contact details provided
Founding year and company background visible
Representative or responsible contact identified
Valid certifications displayed
Intrusive pop-ups and automatic chat interruptions removed

Social proof
Client logos include industry context
Relevant Japanese clients are featured where possible
At least one case study provides specific results
Testimonials identify the speaker and professional context
Customer-count claims are specific and supportable

CTA and conversion
CTA copy uses natural, appropriate Japanese
Unnecessary urgency language removed
A lower-commitment secondary CTA is available where appropriate
Mobile CTAs are easy to reach
CTA destinations match the promise made on the button

LANDING PAGE
LOCALIZATION AUDIT



Forms
必須 / 任意 labels used consistently
Name fields follow Japanese order
Furigana supported where relevant
Company, department, and title fields considered for B2B
Postal-code lookup works correctly
Phone numbers accept reasonable Japanese formats
Error messages are polite and specific
Japanese privacy policy and appropriate consent are provided

Design and performance
Japanese typography is readable
Information density matches the evaluation task
Photography fits the target audience
LINE contact is considered for relevant B2C use cases
UTF-8 encoding is correct
Japanese address formatting is correct
Relevant payment methods are supported
Mobile performance is tested against the LCP target

LOCALIZATION AUDIT:
FORMS AND TECHNOLOGY



The source recommends prioritizing five areas when budget or timeline is limited.

Priority 1 — Trust signals: Start with address, contact details, and founding year.

Priority 2 — Form localization: Implement required/optional labels, relevant furigana
fields, and appropriate privacy consent.

Priority 3 — CTA language: Replace overly direct or urgent translated copy with
appropriate process-oriented language.

Priority 4 — Social proof: Add industry context to client logos and provide a
quantified case study.

Priority 5 — Information density: Add substantive company and solution
information where the page lacks enough detail.

IF YOU CANNOT LOCALIZE
EVERYTHING AT ONCE



Step 1 — Audit the current page: Identify differences between the existing
experience and Japanese-market expectations.
↓

Step 2 — Establish credibility: Make corporate identity, contact information,
and relevant evidence easy to verify.
↓

Step 3 — Rebuild the conversion path: Review section order, information
depth, CTA commitment, and secondary conversion options.
↓

Step 4 — Localize forms and interactions: Adapt field conventions, validation,
error messages, consent, and contact options.
↓

Step 5 — Review mobile and technical behavior: Test encoding, Japanese
address handling, page speed, and form completion.
↓

Step 6 — Measure and iterate: Monitor conversion rate, form abandonment,
lead quality, and performance by device and traffic source..

A PRACTICAL
LOCALIZATION WORKFLOW



01. Translation is only the starting point: Structure, trust, and conversion
mechanisms need deliberate localization.

02. Information density can support credibility: Japanese visitors may need more
substantive evidence before committing.

03. Corporate trust signals deserve prominent placement: Make legitimate
company information and relevant credentials easy to verify.

04. CTA design should reflect the buying journey: Offer a suitable next step,
including a lower-commitment alternative when appropriate.

05. Forms need Japanese-specific behavior: Name order, furigana, required-field
labels, address lookup, and privacy consent all matter.

06. Social proof should demonstrate relevant evidence: Industry context, named
enterprise clients, and quantified case studies help visitors evaluate the solution.

07. Localization continues beyond the copy: Mobile usability, typography, encoding,
payment methods, and privacy implementation are all part of the experience.

KEY TAKEAWAYS



About Us



Tokyo SEO Maker helps global B2B companies adapt their
digital strategy for the Japanese market—from localization
and SEO architecture to platform strategy and conversion
optimization

Contact Tokyo SEO Maker for a market readiness assessment

READY TO ENTER THE JAPANESE MARKET
STRATEGICALLY?

https://www.switchitmaker2.com/en/contactus/
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