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Consistency ( )
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Multi Language support identity, Global Identity*

English e

: <meta http-equiv="Content - Type"" content="text/html; charset=ISO- = ~
8859-1> '

: -Photoshop5.5 6.0, -dreamweaver3
OS : Windows 98, Windows 2000 Server
: Arial, Helvetica,

Chinese

:<meta http-equiv="Content - Type" content="text/html;
charset=gh2312">

-NJ Star ( ). -Photoshop6.0, -

- BT B T R
dreamweaver3
OS : Windows 2000 Server a1
: Song, Simhei apa
Japanese

: <meta http-equiv="Content - Type" content="text/html;
charset=Shift_JIS">
: -NJ Star ( ), -Photoshop6.0, -
dreamweaver3

OS : Windows 2000 Server
: Osaka, MS-Gothic




Integrated Identity System

21



