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To understand why (local) language plays an important 
role in achieving global marketing success, we first 
need to dive into the definitions of the two concepts of 
marketing and language.

When we use the term marketing, 
we're talking about all the activities 
your organization performs to promote 
the sale of products or services. In an 
ideal world, the marketing and sales 
departments work closely together. In 
practice, this is not always the case.

If you want to promote the sale of your 
products or services, it’s essential to 
put the needs of your target group 
at the core. This also means that we 
directly enter into other fields, such as 
psychology, sociology and economics. 
Therefore, we need to ask the following 
questions: What drives your target 
group to buy or not buy? What does the 
daily life of your customers look like? 
What triggers and stimulates them? 
What do they have to spend?

To reach customers, we use (in addition 
to images) both spoken and written 
language as a means of conveying 
our message. And here too we find 
an overlap with psychology: language 
psychology. This is a branch of science 
that investigates psychological aspects 
of language use. After all, the language 
you use for your message in reaching 
your target audience also depends on 
origin, age and environment.

To put it simply: you approach a Finn 
differently than you do a Korean and a 
Nigerian differently than a Texan. Each 
country has its own traditions, beliefs 
and associations. Do you want your 
new target group to truly understand 
your message? Then it’s essential not 
only to take this into account but also 
to implement it down to the last detail. 
And that goes beyond mere translation.

Marketing  
and overlap with 

other fields

 
Language and 

language psychology
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Success  
in a new 
foreign 
market
It may seem obvious, but the devil is in the details!

Focusing on the needs of your target group is 
first and foremost, even in a foreign market. Your 
marketing message depends on full customization 
to connect and resonate with new potential 
customers, with images as well as spoken and 
written text. We call this localization.
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Entering a new foreign market involves a number of factors.  
In this e-book, we’ll limit it to marketing activities. 

You will of course have your online store translated. To ensure it’s properly done to the minutest 
detail, it’s highly recommended to hire a native speaker from a reputable translation agency. 

But it's wise to think beyond that. Do you recall the embarrassing translations in online stores from 
large marketplaces with wrong sizes and strange words? Exactly. That's what you don't want. It gives 
an unprofessional first impression, which equates to easily losing your first chance with your new 
target audience. This can be prevented with localization.

Your general terms and conditions and privacy statement also need to be translated and adapted to 
meet the requirements of the new country. Reviews from your customers in other countries may not 
make sense anymore.

Conducting a new keyword research is advisable, since the search terms in the new country may 
differ from your existing markets. These are all important elements to be factored into your 
localization strategy.

Localizing different marketing tools

Online store

Entering a new foreign market means conducting research among new potential customers. Because 
of their culture, they may have different needs than what you expect from your existing customers. 
Why did they previously choose a competitor? Why should they choose your organization and keep 
coming back?

Customer surveys
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You probably have enough written content in the form of blogs or whitepapers published on the 
current version(s) of your website. But after translation, is it still easily understood and relevant to 
your new target audience or do you need to provide new content that is more in tune to the local 
market? Maybe some of the descriptions or examples are not applicable to this new market? It's 
advisable to examine and think this through carefully.

It’s sometimes said that print is dead, but nothing 
could be further from the truth. Leaflets, brochures 
and even entire booklets are used by organizations 
to bring their brand and/or products to the attention 
of a particular target audience. With a compact 
source language like English, there is a good 
possibility that the translation will be longer than the 
original. For example, a text translated from English 
to German can be as much as 20-25% longer than 
the original.

Consumers often prefer to watch a video rather 
than read a long text. Therefore, visual content is 
becoming increasingly more important as a perfect 
way to position your brand. A translation agency helps you translate scripts, subtitles, voice-overs and 
translate animated content. 

Subtitling is a profession in itself. You not only have to translate what is being said, but also calculate 
the amount of text the viewer can read and comprehend in the time available. In addition to that, the 
translation also has to fit in the screen. 

Content marketing

How are you?

Comment allez-vous?

Suppose someone is speaking English very fast in a video. If you're going to translate 
this into French, then it’s a real challenge to shorten the sentences without cutting the 
content. At the same time, you need to ensure that the text stays on the screen long 
enough for the French viewer to absorb it!



Localization – The key to global marketing success is more than language
8

Social media is the easiest marketing activity to redirect, as you probably already have plenty of 
imagery you can reuse. But here again, it's important that accompanying texts and the imagery itself 
are well suited for the new target audience. 
 
A good example is the use of models. For the Chinese market you shouldn't use European-looking 
models. And in the Middle East there is a different standard for depicting women. Very important to 
take into account!

Social media

Your corporate identity is an important form of communication. It ensures that your target group 
recognizes you, and people in new markets immediately understand what your organization does. 
Keep in mind that not all texts, terms, colours, fonts and numbers that work well in one country will 
work in another. They may have very different associations from culture to culture.

Corporate identity

Just like in the current country where you operate, you want to target advertising to reach a specific 
audience by using Google Ads (or a local equivalent). The better your customer research, the more 
targeted you can be. A new keyword research will ensure that you are higher in the search results 
and don't advertise unnecessarily. Also consider increasing your local findability by having an online 
business card with Google My Business (or a local equivalent).

Online advertising

In every marketing activity you deploy, language is one of the most important components. If you 
want your target audience to understand and comprehend your message, then make sure you speak 
the language of your new customers well, both offline and online. 

Speak the language of your new customers
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Localization: 
what is it and 
why do you 
deploy it?
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 » Customs and traditions
 » Ways of dressing
 » Norms, values and taboos
 » Religion
 » Economics and politics
 » Symbols
 » Objects
 » Humour
 » Music
 » Lifestyle
 » Architecture
 » Units of measurement

 » Images and colour use 
 » Fonts, shapes and symbols
 » Units of measurement, numbers and 

date notation
 » Product information
 » Reviews
 » Factual and logistical information, like: 

 » Contact information
 » General Terms and Conditions
 » Privacy Statement
 » Shipping and returns instructions

In fact, culture comprises of what people do, think and have. 

Therefore, each culture has its own:

Localization is the complete adaptation of your content to the culture of a 
specific target audience in a particular region or country. It starts with language. 

But language is only one part of the total message.

You can have a perfect translation but still overlook cultural, functional 
or stylistic aspects.

Therefore, to localize your marketing message, also "translate" the 
following things to your new target audience:
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Localization is about the total user experience for the customer. The same applies to a 
specific target group in a new region or country: only when the customer journey runs 
completely smooth will your (potential) customer stay hooked. Both online and offline. 

Why should you leverage localization?

In the automotive industry, it’s quite normal to localize products. For example, the 
steering wheel of a car is on the right-hand side in Britain and Japan and on the left 
in Europe and the US. And the wheelbase of a Chinese VW Passat is much longer than 
that of the European version, because the Chinese public simply like bigger cars. 

When it comes to localizing model names of cars, things sometimes go wrong. The 
Ford Pinto was not a success in Brazil, because “pinto” does not refer to a horse, but to 
male genitalia. Oops! 

A more recent example is Audi's e-tron. This name doesn't really strike a chord in 
France because the name is too similar to the French word for turd, namely “étron”. 

And as beautiful Italian is, the Alfa Romeo Tonale quickly becomes an Alfa Romeo 
Toenail in English. Pronunciation matters too!

A great example of content localization can also be found in the hospitality industry: 
menus. Fantastic, all those local products and dishes with unusual names, but how do 
you translate them? Machine translation is often not the best solution, because the Dutch 
“vanille-ijs met kletskop” becomes vanilla ice cream with chatterbox in English. 

And how does little pork misery sound when you're 
hungry? The name of this dish probably was translated 
from German to English, with the machine breaking up 
the German “Schweinelendchen” (pork tenderloin) as 
Schwein and elendchen (misery) instead of “Schweine” 
and “lendchen”.

This is why you use localization. 
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Local 
languages and 
dialects are 
important!
Shortly after the introduction of Fuze Tea in 
Switzerland, the Coca-Cola Company had to 
change the name. But why? The name fit nicely in 
three of the four national languages in Switzerland: 
French, Italian and Romansch, and the drink could 
be simply called Fuze Tea. But in the Swiss German 
dialect, “fuze” turned out to be an unflattering 
word for female genitalia. So, this is why the iced 
tea is now called Fuse Tea in Switzerland. 

Even local languages and dialects are important  
in your localization.
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Translation, 
transcreation and 
localization:  
the differences
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The terms translation, transcreation and localization are 
sometimes used interchangeably but are really three separate 
concepts. Let's look at the differences and when to deploy what:

Translation is the literal transfer of a written text from one language (source) 
to another language (target) that results in a translation. This is done by a 
professional translator who is often a native speaker of the target language. 
When translating, the translator sticks to the source text.

The goal of translation is to make content accessible to a wider audience, for 
example, a company's potential customers in a new country.

The word transcreation is a contraction of translation and creation.  
It’s a combination of translation and copywriting and is performed by a 
professional translator or copywriter. You can translate a text freely and 
creatively, while maintaining the context, tone of voice, style and intention. 

The goal of transcreation is to evoke the same emotions in the target 
audience in every language.

Localization is the complete adaptation of your content to the language and 
culture of a specific target group in a particular region or country. Not only 
do you translate the source text freely and creatively, but you also take into 
account cultural, functional and stylistic aspects. These include images, colours, 
fonts, measurements and numbers. 

Localization can be applied to websites, apps, software, print and marketing 
campaigns and has strong marketing elements. It’s performed by localization 
professionals with marketing specialization.

The goal of localization is to make the customer's overall user experience as 
smooth as possible.

Translation 

Transcreation 

Localization
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As you can see, there is overlap between the three concepts and one does not 
exclude the other. If you decide to use transcreation or localization, cooperation 
between professional translators and experts from other fields – such as 
copywriting or marketing – is highly recommended. 

What you deploy and when and the level of personalization and segmentation 
you want depends primarily on your organization’s goals. The difference 
between translation and transcreation is not always black and white. Pages on 
your website with high visitor numbers or pages for customers’ questions and 
complaints can be localized further, while machine translation is more than 
sufficient for other places on the website.

Even on the page itself you can make a distinction between translation and 
transcreation. Large chunks of informative text are fine to have translated, while 
transcreation is better for microcopy (headings and buttons) to attract and 
direct the reader's attention.
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Localization: 
where do you 
start and what 
is the process?

4



Localization – The key to global marketing success is more than language
17

You’ve made the decision to implement localization and engage a professional 
agency. The agency will, of course, help you put together a good localization 
strategy. In order to be well prepared, it’s useful to go through the following 
steps beforehand.

You'll find these largely in the overall business goals. What are the organization’s 
ambitions for international expansion? Where are you now, and what needs to 
happen to realize those ambitions? 

Who is your target audience? What exactly do you want to localize and why? Is it just about 
the website or do you need to tailor more to your new target audience (think apps, software, 
marketing campaigns and print)? 

People around the world look, read and make decisions differently. One way to gather 
input is to research among your new target audience. Investigate what appeals to your 
potential customers textually and visually. Do they gravitate more towards images or 

text? Do they read from left to right or vice versa? Do they scan a website from top left to bottom 
right or are they more vertically oriented?

Test which colours and fonts resonate best within this culture in connection with your corporate 
identity or graphics. In Asia, for example, people prefer colourful visuals. Research associations, 
the meaning of symbols and possible taboos. Also check what units of measurement, numbers 
and date notations are used. 

Immerse yourself in what the decision path of this potential new customer looks like. In one 
country, people are more focused on brand awareness, while the other is sensitive to price 
offers. Determine how far you want to go in personalization and segmentation.

Check whether a translation memory (TM) is already present within your organization. 
This is a database with words, phrases and segments of previously translated texts. 

If there is a translation memory, then there is probably also a termbase (TB) available. This is a 
separate database with unique terms and brand and product names used in your organization. 
Professional translators use these databases as a tool to be as consistent as possible.

If there is no TB yet, your organization may already have a glossary (in Word or Excel, for 
example) on which you can build a TB.

Identify objectives

Get to know the new culture and customer

Check your own input

1

2

3
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 » Spelling
 » Numbers
 » Double spaces
 » Formatting
 » Tags in the code language
 » Product names and specific customer terms

Good to know: before delivery of the translated text, a quality assurance 
(QA) is always performed. This is a standard procedure within the 
professional translation service and consists of several checks. 

The following are checked:

The translation agency starts with a needs 
assessment to determine what exactly you 
require. They then check what knowledge you 
already have about localization and whether 
you already have a translation memory and/
or termbase. It's helpful if you’ve already gone 
through the step-by-step plan and are well 
prepared! 

Together you define the localization strategy. 
Then the translation agency develops a strategic 
plan and assigns a project manager. You will 
have a dedicated contact person and a complete 
team at your service: from project managers 
and account managers to specialists.

As the client, you will also be asked to appoint a dedicated contact person, so that feedback is always 
given in the same way, and everything remains centrally organized. 

Next steps with the translation agency

Then the localization can begin!
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What to do and 
what not to do 
in localization

5
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With the tipsheet below, we'd like to 
help you get started!

How do you find and retain customers by  
speaking their language?

What
Don't Do

Localization as a 
communication strategy

Leave translation and 
localization until the end of 
the content creation process.

Incorporate localization 
directly as an important part 
of your internationalization 
strategy. This allows you to 
identify opportunities and 
bottlenecks in an early stage.

Localization is about more 
than just language

Focus only on linguistic 
differences.

Take into account all 
differences between the 
target groups. This includes 
not only language, but also all 
(other) cultural, factual and 
stylistic differences.

Differentiated language 
approach

Adopt a one-size-fits-all 
approach in your translation 
strategy.

Use a differentiated 
localization approach for all 
content channels. Consider 
elements like visibility, 
duration of use, degree 
of creativity, planning and 
budget to determine the 
best type of localization: 
machine translation, manual 
translation, transcreation or 
copywriting.
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How do you find and retain customers by  
speaking their language?

What
Don't Do

Pseudo-translation Second guess character count 
in design elements.

Include a pseudo-translation 
in the design phase to check 
that the actual translation 
will fit. This will ensure 
that translations of longer 
languages will still look nice in 
the respective channel.

Localized content and 
centralized content

Underestimate the 
importance of combining 
localized and centralized 
content.

Consult closely with 
your translation agency. 
Professional translators can 
thus combine the best of your 
local and central expertise for 
the new target market.

Web development and 
translation/localization

Let web development and 
translation or localization 
overlap.

Link your translation agency 
to your web developers. 
Developers often use English 
as the source language for 
“label keys”. These label keys 
must also be localized in the 
new target language.
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