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White paper How Localisation in Fashion 
Can Win or Lose a Campaign

Luxury fashion is a rapidly-expanding sector of the worldwide 
retail industry

The fast-growing worldwide consumer market provides luxury retailers with vast 
opportunities but brands face numerous challenges adapting to each location’s 
specific marketing conditions.
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In 2013, fashion retailer Mango was forced to apologise after a jewellery line was 
accidentally marketed as ‘Slave Style’*. The Spanish word ‘Esclava’ is a commonly used 
term to describe a specific kind of bracelet. When translated into French, however, the 
word literally means ‘slave’. More than 5,000 outraged people on Twitter joined in with a 
social media campaign against Mango, making #BoycottMango a trending topic. In such 
a social media-sensitive industry, a quick translation error caused an uproar that could 
have been avoided.

It’s no coincidence that Vogue, the world’s most notable fashion publication, is printed 
in 23 different regional and national editions worldwide. Luxury fashion brands need to 
speak to customers in their mother tongue. By catering to linguistic preferences and 
jargon they can really engage with their local market. But the art of localisation goes 
even further than this. Brands must also consider local culture; religious and political 
sensitivities must be taken into account to avoid causing offence.

Consistency remains crucial to any globalisation strategy, with unity of message, style 
and values, but balance is needed between unified brand voice and customisation due 
to regional interests.

When we talk about fashion localisation, one size does not fit all.

Localisation isn’t just about 
translation

As we know, each international market is unique. They vary in language, behaviour and 
jargon, so what suits one market may not suit another.

It’s easy for fashion brands to make mistakes when localising for countries that share 
the same language - American English and British English, for example. An American 
customer may search for ‘pants’, ‘sneakers’ and ‘suspenders’ whereas a British customer 
would search for ‘trousers’, ‘trainers’ and ‘braces’.

Website and mobile localisation 
is key to international success

*Mango ‘Slave Style’ jewellery news articles – sources:
1. http://www.dailymail.co.uk/femail/article-2288098/Mango-jewellery-Fashion-giant-forced-

apologise-Slave-Style-range-sparks-consumer-backlash.html
2. http://www.thetimes.co.uk/tto/life/fashion/shopping/article3705249.ece

http://www.thisisalpha.com
http://www.dailymail.co.uk/femail/article-2288098/Mango-jewellery-Fashion-giant-forced-apologise-Sla
http://www.dailymail.co.uk/femail/article-2288098/Mango-jewellery-Fashion-giant-forced-apologise-Sla
http://www.thetimes.co.uk/tto/life/fashion/shopping/article3705249.ece
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We are in the midst of a period of ‘fast fashion’, with 
reduced lead times for designs moving from catwalk 
to rail, both from supplier and consumer perspectives.

to cater for the needs of the country, not merely the language as well as ensuring that 
local vocabulary is used, other aspects such as size and currency need to be altered to be 
relevant for the target audience. Other user-generated content, such as blogs and videos, 
should also undergo localisation. The most successful global brands will have tested each 
country’s website content with local consumers prior to launch.

Fast fashion: 
see now, buy now, wear now

The dynamics of the fashion industry are continually evolving. The biggest change in 
recent years has been the speed at which clothes come to market. Traditionally, there 
are two fashion seasons: Spring/Summer and Autumn/Winter. Retailers would invest 
time forecasting consumer demand and trends long before the season’s launch. As the 
market becomes more and more demanding, retailers feel the pressure to constantly 
refresh their fashion lines to remain competitive, with some fashion houses now offering 
up to 18 collections a year.

Global brands must adapt their 
local e-commerce sites

Earlier this year, Burberry announced plans to sell men’s and women’s collections in-
store and online immediately after their runway shows end in a bid to serve the changing 
needs of their customers. Mass production is waning as the number of fashion seasons 
increases.
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Fashion translation and 
localisation – a fine art

Over the last few years, social media has shaken up the fashion industry, fueling the 
notion of ‘fast fashion’ and making ‘time to market’ a thing of the past. Any fashion PR 
company worth its salt now employs social media gurus to produce swathes of content 
for their clients, so the likes of Burberry are creating as much social content as they are 
pattern-based scarves and trenchcoats.

Previously, social media platforms were merely used as a gimmick to generate buzz 
during fashion weeks. But now these tools are playing a serious role in a brand’s global 
social strategy. Luxury fashion labels are now using social media to show exclusive 
content from their shows, including intimate backstage shots posted in real-time to 
make the audience feel part of the show. The immediacy of social media has reduced 
consumers’ attention span, increasing their desire to have a product right now, rather 
than waiting for it to appear on the shelves. This immediacy has a huge impact on a 
brand’s localisation strategy.

Alpha: a new Fashion vertical

Following and sporting various fashions is often referred to as a ‘fashion language’, a 
way in which consumers express themselves. When it comes to communicating fashion 
brands, therefore, creative skills are essential to bringing the brand’s personality to life.

Understanding of the industry, local market and brand image are all equally important. These 
work together to ensure that high quality is achieved and mistranslations are avoided.

Alpha has responded to these developments in the market by setting up its own in-house 
fashion and luxury vertical. This vertical is designed to create synergy across all of 
Alpha’s fashion and luxury clients.

Using the same framework as their tried-and-tested IT, Mobile and Software model 
(consisting of eBay, Veritas, Blackberry, McAfee and Symantec), the new fashion vertical 
will be overseen by a dedicated Account Manager. Several Project Managers will be 
assigned to each client within the vertical to run the projects that come in. 

Social Media’s role in localisation

http://www.thisisalpha.com
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With fewer brands in their portfolio, each Project Manager will be able to focus solely on 
their own client, managing a team of fashion experts to deliver results. This new structure 
allows improved relations and better communications between the client and PM.

Found that interesting?

If you’re not already signed up to our newsletter, email marketing@thisisalpha.com to 
receive lots more great articles that will help you on your journey to going global.

This team of fashion experts consists of a number of different 
specialists, including fashion and beauty copywriters, translators, 
linguists and marketing and branding experts. This will be a 
prerequisite for any future recruitment as the vertical grows.

Strategically collocated, the team can easily communicate with one another to share 
knowledge and best practices and take a more concerted approach to their work. Each 
project is matched to the individual’s ability so that knowledge is not dispersed. This 
allows the team to be much more project-focused, producing work of higher linguistic 
quality, and clients are also be able to give feedback directly to their linguist so messages 
are not diluted.

Whereas previously, a job would be given to the ‘next available linguist’ from a pool, this 
new structure means that the same writers – already familiar with the brand and style 
guides – will be readily available to work on new content coming in from the client, 
allowing consistency within each language. Additionally, for specific culture issues we 
have our in-country teams to check out the sensibilities in their particular market.

Efficiency levels will undoubtedly improve, since this setup allows linguists to be totally 
focussed on the Fashion universe. They no longer have to spend time opening up new 
Translation memories for multiple projects, but  know each of their clients well and are 
totally immersed in what they do. Urgent tasks can now be addressed in a more timely 
way to align with this fast-paced market. This dynamic vertical will also allow teams to 
easily flex-up and flex-down depending on the client’s needs.
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