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How to build brand value with marketing translation, transcreation and multilingual copywriting

Foreword
As companies develop their brands around the world and digital marketing becomes

It’s important that research and analysis contribute to how such commercial

ever more important for cross-border trade in both B2B and B2C environments,

processes work, and this eBook delivers both value and insight for global marketeers

so language plays an ever more significant role in connecting sellers and buyers.

and localization practitioners alike.

And, of course, in globalized markets the diversity of languages in which these

Many different people will benefit from having this eBook to hand. Language and

connections are made has expanded significantly. So too have the ways in which

marketing students will learn about the creative content aspects of the industry, and

we localize creative content for new markets, moving beyond the confines of

how to develop their skillset within it. Translators will learn more about transcreation,

“standard translation” to more engaging, audience-driven solutions.

and may agree or disagree with its detailed analysis, but they will probably be

Whilst the terms transcreation, multilingual copywriting, and the more generic
marketing translation are used regularly in the localization and translation industries
(and in the wider area of global marketing), there is no clear agreement on what these
terms mean, or even if they are useful. This eBook aims to bring more clarity to the

stimulated to think more about the subject. Marketing professionals can gain deep
insight into how brands develop globally. Executives will have a chance to see how
their marketing spend and translation costs impact their business goals across
borders, and how “localizing creativity” is a key driver in that regard.

discussion and begin a process which allows for a common understanding of creative

The authors of this eBook have been thorough, precise and provided a benchmark

content in a global setting.

for this complex area where marketing and localization meet. Whether it’s read from

It’s an ambitious work covering a lot of important ground and it benefits from
the breadth and depth of that ambition. Where most other writers on these subjects
limit themselves to blogs and “one-pagers”, this eBook goes into fine detail on
definitions, examples, process and evidence.

cover to cover, used for teaching, or provides a rapid “go-to” reference for one of the
many subjects analyzed, it’s a welcome and timely piece that explores and hopefully
adds value to the discussion around the most important issues relating to multilingual
creative content and strategy in 2020.
Paul Mangell,

It’s also very useful to see how modern marketing terminology and methodology

Chief Marketing Officer – Alpha CRC

(for example the “native brand experience” and “addressable content”) map completely

Cambridge, UK.

onto the purpose and practice of transcreation and multilingual copywriting.

November 2020

Contents

Foreword

Chapter 1
Introduction: why does creative content need specialist localization?

Chapter 2.1
Overview: the differences between marketing translation, transcreation and multilingual
copywriting

Chapter 2.2
Definitions

Chapter 2.3
Marketing translation, transcreation and multilingual copywriting in the 21st century

Chapter 3.1
Why do businesses need creative content?

Chapter 3.2
How do marketing translation, transcreation and multilingual copywriting create the
native brand experience?

Chapter 3.3
Which content needs marketing translation, transcreation or multilingual copywriting?

Chapter 3.4
How do marketing translation, transcreation and multilingual copywriting enhance SEO?

Chapter 3.5
Why do businesses need a multilingual brand strategy?

Chapter 4.1
Who are transcreators?

Chapter 4.2
Who are marketing translators?

Chapter 4.3
Who are copywriters?

Translation in Action ■ Issue 1/2020

Chapter 5.1
The creative process: the dos and don’ts

Chapter 5.2
The brief

Chapter 5.3
Tone of voice: definitions and examples

Chapter 5.4
What are best practices in transcreation?

Chapter 5.5
Transcreation examples and commentary

Chapter 5.6
What are best practices in multilingual copywriting?

Chapter 5.7
Multilingual copywriting: examples and commentary

Chapter 6.1
How is technology used in the creative process?

Chapter 6.2
Content authoring tools

Chapter 6.3
Digital asset management solutions

Chapter 6.4
Product information management solutions

Chapter 7
How much do marketing translation, transcreation and multilingual copywriting cost?

Chapter 8
Conclusion

References

Chapter 1

Introduction:

why does creative content
need specialist localization?
“If you’re trying to persuade people to do something,

or buy something, it seems to me you should use their
language, the language in which they think.

”

David Ogilvy

Localizing creativity

In a recent report by McKinsey, an analysis of advertising over 15 years showed

How marketing translation, transcreation and multilingual
copywriting drive brand value in the global marketplace

consistently outperformed those that didn’t across a range of key financial

that brands who invested in creativity (and, as a result, won more awards)
metrics.
But the very elements that drive the power of creative content – including,
potentially, the idioms it employs, its humour and tone of voice, or its cultural
references – are those which are hardest to translate in a conventional manner.
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For content that is designed to persuade, sell or engage, a different approach
is required.
When adapting (or originating) creative content for new markets, it’s just as
important to localize the creativity as it is to localize the content. After all,
it is this creativity that builds brand value.
For brands looking to ensure their marketing content engages fully across
different cultural contexts, a more specialized type of localization is required:
either marketing translation, transcreation or multilingual copywriting.
While these three specialisms are all types of translation or content creation,
they demand different approaches and different skills, all connected in some
way to creativity, and all requiring specific approaches to deliver an appropriate
and targeted result. It is these differing approaches and their importance that
is our focus in this eBook.
And in particular, we will explore how these creative localization services meet
the needs of the growing number of brands looking to create authentic native

What are marketing translation, transcreation
and multilingual copywriting?
■ The differences and similarities between marketing translation,
transcreation and multilingual copywriting
■ The degree of creativity required in localization services
■ Understanding marketing translators, transcreators and copywriters –
their training, skillsets, workflows and specialisms

Why do I need marketing translation,
transcreation or multilingual copywriting?
■ Why creative content matters in the digital age
■ The native brand experience – what it is and how to create it
■ What a multilingual brand strategy delivers

This eBook answers four key questions for brands working across global

How do I choose between marketing translation,
transcreation and multilingual copywriting?

markets:

■ What kind of content requires which kind of creative localization

brand experiences across multiple markets.

■ What are marketing translation, transcreation and multilingual copywriting?
■ Why do I need marketing translation, transcreation or multilingual copywriting?
■ How do I choose between marketing translation, transcreation and
multilingual copywriting?
■ How do I get the most out of marketing translation, transcreation and
multilingual copywriting?
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service
■ The pros and cons of marketing translation, transcreation and
multilingual copywriting

Why brands localize
How do I get the most out of marketing translation,
transcreation and multilingual copywriting?
■ The best ways to manage the process of creative localization (including how
to write creative briefs and working with technology)
■ How to assess value – examples of how marketing translation, transcreation
and multilingual copywriting work in action
■ What it costs – the different ways in which marketing translation,
transcreation and multilingual copywriting are priced
■ The big picture – delivering native brand experiences through a multilingual

Localization is a process of adapting a service, product or message to
a particular language, culture or market.
It is an approach which takes into account socio-cultural context across
elements such as visual identity, brand language and technological compatibility.
Marketing translation, transcreation and multilingual copywriting are types of
localization services which focus on adapting or creating marketing messages
for specific target markets.
Brands invest in localization because it drives greater engagement with
audiences in local markets and delivers consistent ROI.

brand strategy

The value of language: localization in numbers
■ 76.9% of internet users can be reached by localizing into
10 languages (English, Chinese, Spanish, Arabic, Portuguese,
Indonesian/Malaysian, French, Japanese, Russian and German)
■ Nine out of ten online shoppers are more likely to purchase a product
or service which has been localized for their local market
■ 50.3% of world’s internet users are in Asia
■ 72.1% of internet users are more likely to stay on a website translated
into their native tongue
■ 78% of online shoppers are more likely to make a purchase on
an eCommerce site if it is localized

Translation in Action ■ Issue 1/2020

product design, user experience and, of course, linguistic adaptation.

What’s next?

In this eBook, we look at how the specialist services of marketing translation,

Chapter 2 explores definitions of marketing translation, transcreation

transcreation and multilingual copywriting adapt (or originate) the language

and multilingual copywriting, and the key differences and similarities

of marketing so that it works in new cultural contexts.

between them.

Localization is a process that can cover many aspects, including graphics,

Or, to put it more concisely, how you localize creativity.
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Chapter 2.1

Overview:

the differences between marketing translation,
transcreation and multilingual copywriting
Marketing translation, transcreation and multilingual copywriting
all share the same aim: to communicate high-impact messages
to target audiences in specific geographic regions. The processes
and types of content involved, however, can vary significantly.

As core localization services in the 21 century, marketing translation,

There are, of course, important differences between these three services.

transcreation and multilingual copywriting focus on the delivery of marketing

These can be summarized as follows.

content for local audiences. In particular, the impact of this content is achieved

■ Marketing translation involves the adaptation of marketing content from

st

through the use of culturally relevant language that resonates with these target

a source language to a target language. It is a looser approach than traditional

audiences.

translation because it aims to convey the vitality and creativity of the original
content in a new linguistic/cultural context while still following the same
content outline and approach.
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■ Transcreation involves the “recreation” of marketing content from a

■ Multilingual copywriting involves the generation of original content for

source language to a target language. It is predominantly used for high-level

multiple target languages. It does not follow an original source text and

creative content (such as adverts, taglines and slogans), although can also

does not rely on the skills of bilingual professionals.

be used for longer pieces such as email campaigns. It generally involves
an entirely new linguistic approach based on cultural insight to achieve the
same core aims as the source content.

Definition

Origin

Key aims

The following table aims to outline the key similarities and differences between
these different services alongside two other key terms: translation and
localization.

Translation

Marketing
translation

Transcreation

Copywriting

Multilingual
copywriting

Localization

Communicating the
meaning of content
in one language (the
source) in another
(the target).

Adapting marketing
content from source
language to be
understood in the
cultural context of a
target language.

Recreating marketing
content from
source language for
maximum emotional
impact in a target
language.

Writing commercial
content (copy)
intended to sell/
persuade (marketing/
advertising) or to
engage audiences
(content marketing).

Copywriting for
different audiences in
combinations of two
or more languages.

Adapting a product,
service or content
to a particular locale
or market.

Source text

Source content

Source content

Original content based Original content based Source product,
on creative brief
on creative brief
service or content

To be accurate and
faithful to the source
text.

To adapt marketing
content so that
the message is
understood by the
target audience.

To recreate source
messages to have
maximum emotional
resonance with the
target audience.

To provide content
to meet the goals
outlined in the
creative brief.
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To provide content in
multiple languages
which meets the
goals outlined in the
creative brief.

To provide a product,
service or content
that is suited to and
reflects the needs of
a particular market.

Approach

Translation

Marketing
translation

Transcreation

Copywriting

Multilingual
copywriting

Localization

Translation conveys
the message of the
source in language
that is suitable for the
target audience, while
remaining faithful to
the original style and
tone of voice.

Marketing translation
follows the source
content but adapts
it to provide better
understanding in
the cultural context.
It is therefore
a looser, more
creative approach
than conventional
translation.

Transcreation
analyzes the key aims
of the source content
then applies a new
creative approach to
bring the messages
to life in a different
cultural context.
It therefore draws
on the skillsets of a
translator, copywriter
and marketer to
create maximum
impact.

Copywriting adapts its
approach and creative
content according
to the goals, style,
format and audiences
of the brand.

Multilingual
copywriting uses
native-speaker
copywriters to meet
the content aims for
target audiences in
different languages.

Localization is
a comprehensive
process that looks at
all aspects of cultural
adaptation. Content
localization makes
use of translation,
marketing translation,
transcreation,
copywriting
and multilingual
copywriting (and any
combination thereof)
to achieve effective
cultural adaptation.

Marketing translation vs
transcreation: similarities
and differences
As can be seen from the table above, adapting existing marketing/advertising

These specialist types of translation have both similarities and differences,

content for new target audiences involves two main translation approaches:

and they can overlap. So it’s important to understand how they work, what

marketing translation and transcreation.

they have in common and what sets them apart.
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What are the similarities
between marketing translation
and transcreation?
■ Marketing translation and transcreation both aim to create content that
influences audiences to buy a product/service.
■ Marketing translation and transcreation both convert source content from
one language into another.

What are the differences
between marketing translation
and transcreation?
There are four key differences which are useful to remember when looking at
the differences between marketing translation and transcreation.

1. Approach: adapt vs recreate
■ Marketing translation follows the source content but adapts more creative
elements such as idiomatic language, rhetorical devices (such as alliteration,
wordplay, rhyme), topical/cultural references and slang so that they sound
natural and are easily understood by the target audience.
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■ Transcreation analyzes the source content to identify its key messages and
recreates the content to convey these messages with maximum emotional
resonance in the target language. It therefore may use completely different
language and cultural references to the original to achieve the same goal.

2. Scope: longer content vs shorter elements
of content
■ Marketing translation is often used to adapt longer marketing texts in
marketing content, such as web pages, product descriptions or brochure
copy.
■ Transcreation, in contrast, tends to be used to recreate the highly creative
shorter elements of marketing content, such as slogans, headlines
or taglines, although it can also be used for longer copy too, like email
campaigns.

When we look at the scope of marketing translation compared
to transcreation, we see that both types of translation may
be required within a single localization project. For example,
the localization of an advert or web page may involve both
marketing translation (for longer body copy) and transcreation
(for taglines, headlines and other creative elements).

3. Impact: comprehension vs emotional
engagement
■ Marketing translation is about adapting the original language used in
a piece of marketing content so that local audiences can comprehend it
fully within the new cultural context.
■ Transcreation involves taking the core messages of a piece of marketing
content and recreating them to be emotionally engaging for audiences in
the new cultural context.

When reading a marketing translation, a local user might say:
“Yes, I now totally get what this product and this brand are
about.” When reading a transcreation, however, a local user
might respond: “This really reminds me of that character
from my favourite TV series – I need this product!” Like with
any good advertising, the emotional engagement and selfidentification of the audience is immediate and powerful.

4. Skillset:
■ Marketing translation combines traditional translation skills with local
cultural knowledge and an awareness of the techniques of marketing
language.
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■ Transcreation requires traditional translation skills to understand the source
text fully but also relies on copywriting skills and strong marketing insight
to recreate content that resonates emotionally.

Marketing translation is a specialized form of translation
whereas transcreation is service that is more akin to an
advertising copywriter with additional translation skills.
The cost of transcreation, therefore, is usually higher
than for marketing translation – see Chapter 7 How much
do marketing translation, transcreation and multilingual
copywriting cost? for details.

In summary

What’s next?

■ Marketing translation, transcreation and multilingual copywriting are all ways

In the following section, Chapter 2.2 Definitions, we explore in more depth

of producing localized marketing content with high-level impact and cultural

the definitions of marketing translation, transcreation and multilingual

resonance for specific target markets.

copywriting alongside other key terms found in this eBook such as copywriting,

■ Marketing translation adapts a source text. Transcreation recreates a source
text. Multilingual copywriting generates original content for multiple target
markets.
■ Marketing translation involves traditional translation skills with an insight
into the techniques of marketing language. Transcreation combines the skill
of the translator and copywriter to generate fresh approaches for a new
cultural context.
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localization, translation and content marketing.

Chapter 2.2

Definitions

In depth: Definitions of marketing translation,
transcreation, multilingual copywriting and
other key localization terms.

This eBook is about the importance of marketing translation, transcreation
and multilingual copywriting in the global marketplace. So let’s start by defining
exactly what these terms mean.
The definitions in the following pages focus on the most relevant meanings

What is localization?
Localization is the process of adapting a product, service
or content to a particular locale or market.

of marketing translation, transcreation and multilingual copywriting in the
21 -century commercial context. You’ll find a deeper analysis of these concepts

The purpose of localization is to ensure the best possible fit for products, services

alongside practical examples of how they work throughout the rest of this eBook.

and content with local audiences. By understanding their local requirements

st

(including factors such as cultural context, linguistic conventions and technological
infrastructure), the likelihood of positive outcomes (sales or brand engagement,
for example) becomes much greater.
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In terms of the language industry, the term localization therefore involves
which includes:

Issues to consider when localizing marketing
content

■ Adapting content to the cultural context of local users

■ Appropriateness of tone of voice – this varies from country to

much more than just translation of content. It is an all-encompassing process

■ Adapting graphics and images for local audiences

country, with some regions requiring more formal phrasing than others

■ Choosing the most appropriate channels of communication for local users

(such as the use of vous, the polite form of you in French)

■ Adapting user interfaces to work in a different language and/or technical
infrastructure
■ Converting to local currencies, measurements and technical specifications
■ Converting to local formats for information display (dates, telephone
numbers, addresses, etc)
■ Complying with local regulations and legal requirements
In terms of adapting content to the cultural context of local users, localization
is a broader process than translation, looking at a variety of issues outlined on
the right.

■ The use of slang, idiomatic language and humour – these are often
very specific to a particular culture and usually require more attention
than standard translation
■ Relevant cultural references – these should focus on local users
(such as topical events, local celebrities, traditions and local arts/
lifestyle) to have greater impact
■ Cultural appropriateness of content – this should take account
of sensitive issues (such as religion, politics and even dress code)
within local contexts

What is translation?
Translation is the process of transporting the meaning as
expressed in one language (the source) to another (the target).

in the process. However, the fundamental requirements are accuracy and
faithfulness.

The focus of translation is to get the meaning, or the message, across

In its basic form, translation is a process that takes the information found in

without losing any important information. Translation is an ancient art,

one language and provides its equivalent in another language as its outcome.

and there are many different theories that try to define what exactly is involved

It must not distort the meaning and neither adds nor omits anything.
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What is marketing translation?
Marketing translation is the process of adapting marketing
content in the source language to work effectively in the new
linguistic/cultural setting of the target language.

What is transcreation?
Transcreation is the process of taking content in a source
language and recreating it so that it has maximum impact and
relevance for users in a target language.

Marketing content often relies on a range of creative linguistic techniques

Transcreation goes a significant step further than marketing translation.

to sell, persuade or influence. This creative approach, which may include

While it is still based on a source text, it has the creative freedom to use an

idiomatic language, humour and cultural references, is often not best served

entirely different linguistic or subject approach to achieve the same core aim

by conventional translation, which focuses on accuracy and faithfulness to

(such as sell a product or service, for example).

the source text.

It is often used for the highly creative shorter elements of marketing materials

For this reason, the specialized genre of marketing translation exists. It is a more

which rely very specifically on cultural context and language-specific

creative form of translation in which the translator can adapt the language and

techniques, such as headlines, slogans and creative adverts. But it can also be

content of the original so that it has impact and vitality in its new target market.

longer, creating copy for campaign emails for example.

For example, the use of a particular idiom or metaphor in the source language
can be adapted to a more appropriate form in the target language. Topical or
cultural references may be changed. And the marketing translation will have
a particular focus on achieving the right tone of voice for its target audience.
However, it is not a rewrite (see What is transcreation?). It follows the same
basic format and approach as the original, but draws on the techniques
of marketing language to adapt content so that it is both impactful and
meaningful to the target audience.

Key features of transcreation
■ Transcreation is about creating an equivalent impact in the target audience
as the original source material.
■ It therefore has significant creative licence to try new approaches. Accuracy
and faithfulness are not defining features.
■ It takes into account style, register, rhythm and the reader’s emotional
reaction.
■ It focuses more on the target culture, recreating the original message to fit
precisely the local audience.
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Transcreation is always more focused on the target audience. As a result,
this might mean:
■ Removing references that aren’t relevant to the target audience
■ Adding in culturally appropriate references that weren’t originally there
■ Changing the style and tone of voice so that it suits the target culture better.
At times, it can be subtle; sometimes it might require a completely different
communication strategy. This added element of creativity and the necessary
decision-taking is more subjective and needs to be approached intelligently
(see Chapter 5.4 What are best practices in transcreation?).

What is copywriting?
Copywriting is writing to sell/persuade (marketing/advertising)
and/or writing to engage (content marketing).
Copywriting is, in essence, any form of commercial writing. However, the
definition of what it encompasses has changed significantly over the last
quarter of a century in parallel with the evolution of the internet.
The 20 -century definition of copywriting (which is still used by some) is “the
th

activity of writing of advertisements or publicity material”. In this traditional
sense, copywriting is “writing to sell” and belongs strictly to the fields of
advertising and marketing.
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(We can also broaden this definition to “writing to persuade”. That’s because
copywriting is also found, for example, in a health campaign, which is intended
to change behaviours rather than secure a sale.)
In the digital age, however, a new paradigm has emerged for the way
businesses connect with their audiences known as content marketing
(see What is content marketing?). As such, a new form of copywriting has
developed alongside it: content writing.
Much copywriting now involves creating content to meet the needs of
commercial content marketing strategies.
The shift has been profound. In terms of our brand interactions in the early
21 century, across the globe billions of people spend large amounts of
st

time looking at posts, blogs, YouTube videos and other digital channels.
In comparison, exposure to traditional marketing/advertising has decreased.

In short, we consume much more content and much less advertising.
And nearly all this content uses words in some form or another, which is
produced (for the most part) by copywriters.

What is multilingual
copywriting?

For the purposes of this eBook therefore, copywriting is defined as the
process of using words to create advertising/marketing materials and
content for content marketing.
In the case of copywriting for content (sometimes known as content writing),
the aims can be much broader than the traditional “writing to sell” approach.
These can include:
■ Building brand awareness
■ Demonstrating thought leadership
■ Developing audience engagement
■ Building an online community
■ Improving SEO
■ Generating organic leads
This dual definition, which encompasses copywriting to sell and copywriting
to engage, is a better explanation of the much broader role copywriting has in
the 21 -century commercial environment.
st

Multilingual copywriting is the process of creating words to be
used in content and/or advertising/marketing materials across
multiple languages.
Multilingual copywriting involves the creation of original content by
professional writers who are native speakers in the target language.
Because of their cultural knowledge and writing expertise, they are able to
create content that engages with the target audience in ways which translating
materials from a source language often can’t (see Chapters 3.1 and 3.2 for
more details).
Any company that produces original content in more than one language is
engaging in multilingual copywriting. So multilingual copywriting could refer to
the process of creating content in two languages or in 22 languages.
For the purposes of clarity, however, it should be clear that the person who
creates this content is a copywriter, not a multilingual copywriter.
A multilingual copywriter is a copywriter who can speak two languages fluently,
however this is usually not part of their professional role. Because of the high
level of expertise required, professional copywriters who are multilingual rarely
work in more than one language.
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What is SEO copywriting?

SEO copywriting also takes into account the creation of specific elements of
content for online pages to ensure they contain relevant keywords, such as
domain page titles, titles and headings, captions and meta-descriptions.

SEO copywriting is focused on creating online content which
contains targeted keywords so that it ranks higher in relevant
online searches.
Search engine optimization (SEO) copywriting (sometimes referred to as SEO
content writing) is focused on creating online content which contains targeted
keywords so that it ranks higher in relevant online searches.
It involves the placement of these pre-identified keywords (or phrases) within
content so that search engines identify these pages as relevant when users
make specific searches. If the content is deemed relevant by a search engine,
it will achieve a higher ranking in search engine results pages (SERPs).
However, SEO copywriting also needs to be engaging and compelling,
because search engines rank pages on the basis of how authoritative they are,
in addition to their inclusion of keywords. Filling pages with keywords placed
within low-quality content – known as “keyword stuffing” – is penalized by
Google and other search engines.
Instead, search engines take into account factors such as how many social

Multilingual SEO copywriting is the process of creating online content across

shares content has, how long users stay on a page (known as “page dwell”),

multiple languages which contains relevant keywords for each target audience

how many inbound links it generates, and whether it links to other sites it

and compelling content focused on individual markets. Keywords are specific

considers authoritative. The quality of the writing and its usefulness to the

to each market, and cannot simply be translated. Therefore multilingual SEO

audience is, therefore, an extremely important element of SEO copywriting.

copywriting also involves an element of keyword research.
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What is content marketing?

For nearly every global business, content marketing is now a major component
of an overall marketing strategy. It has broadened the range of creative content
required by businesses.

Content marketing aims to drive business growth through
the sharing of content that is useful or interesting to a target
audience.

Copywriting and transcreation therefore are not just needed for advertising
and (conventional) marketing materials, but also for content marketing formats
such as:
■ Blogs

Content marketing has developed as a widespread marketing strategy in the

■ eBooks

21 century. It is a longer-term approach than traditional marketing, which is

■ Infographics

focused on selling a specific product or service within a shorter time frame.

■ Videos

Nevertheless, it always works to achieve the same end goal: to drive profitable

■ Surveys

customer action (such as buying a specific product or service). Content

■ Checklists

marketing, however, aims to do this by building longer-term relationships with

■ FAQs

target users by providing premium-quality content that is useful to them on a

■ Newsletters

consistent basis.

■ White papers

Content marketing aims to channel target users towards customer action over

■ How-to guides

st

a period of time. This is because it:
■ Increases brand awareness
■ Improves brand positioning as a sector leader
■ Promotes organic lead generation of ideal customers
■ Secures higher SEO ranking
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Content marketing has greatly expanded the role of the copywriter and
transcreator. We explore this more in Chapter 2.3 Marketing translation,
transcreation and multilingual copywriting in the 21st century.

What is addressable marketing?

For brands operating across global markets, a localized approach to
addressable marketing provides opportunities to connect with highly targeted
audience segments through tailored content based on rich data sets.

Addressable marketing is an approach in which marketing
messages and formats are customized for individual consumers
according to their personally identifiable information.
Addressable marketing has been around for a number of years. Its original

What is a multilingual brand
strategy?

form included long-established practices such as direct mail, where
consumers were targeted according to their location and demographic.
In the internet age, however, it is a very different beast. In fact it has become
another form of digital personalization. Brands can create incredibly detailed
consumer profiles based on the digital footprints we leave across all our
connected devices and the activities in which we engage online.
Based on this information, addressable marketing involves targeted messaging
(in the form of addressable media) based on a rich set of constantly updated
data, including not only our core demographics (age, sex, income, etc) but
also details such as our recent browsing history, viewer preferences and even
current location.
Because addressable marketing (or addressable advertising) is tightly focused
on small groups of individuals it can:
■ Increase relevance to the target audience
■ Reduce wastage on ad spend for non-target audiences
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A multilingual brand strategy is a guiding framework through
which organizations adapt and implement their brand across
multiple international markets.
A multilingual brand strategy maps the way in which the different localization
approaches are applied to different regions, from conventional translation
through to cultural adaptation (via marketing translation and/or transcreation)
to the generation of original content via native-speaking copywriters.
In linguistic terms, it defines which elements of brand language should remain
consistent across different markets as well as where and how new creative
approaches can be applied.
In practical terms, it sets out the ways in which a brand is communicated in
different markets and different languages.

In summary

What’s next?

■ Marketing translation, transcreation and multilingual copywriting are all ways

The development of content marketing has broadened the ways in which

of creating localized marketing content for new target markets.
■ Marketing translation creatively adapts source content for understanding in
a new cultural context.
■ Transcreation recreates high-level marketing content for maximum impact
in a new target market.
■ Multilingual copywriting generates original content by professional writers
with a focus on cultural impact and resonance for specific target markets.
■ Content marketing uses creative content to build brand awareness and
long‑term relationships with customers.
■ Addressable marketing targets specific demographics using rich data
connected to online profiles.
■ A multilingual brand strategy sets out the framework through which a brand
communicates its message and values around the globe.
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localization and all its constituent elements are used in the 21 century.
st

We explore this in greater detail in Chapter 2.3 Marketing translation,
transcreation and multilingual copywriting in the 21st century.

Chapter 2.3

Marketing translation, transcreation

and multilingual copywriting in the 21 century
st

Approaches to global marketing have fundamentally changed in the 21 century and so too has
the nature of localized marketing content. With traditional advertising on the decline, the role of
marketing translation, transcreation and multilingual copywriting has evolved and expanded to
meet the varied requirements of content marketing through diverse digital channels.
st

The 4 industrial revolution:
how ultra-connectivity changed
the marketing landscape
th

It has been called the 4 industrial revolution. The connection of billions of
th

people through mobile devices with access to vast amounts of data and ultrahigh processing power has transformed our daily lives over the last quarter of
a century and had a disruptive impact on nearly every industry sector.

“

The changes are so profound that, from the perspective
of human history, there has never been a time of greater
promise or potential peril.

”

Klaus Schwab, The Fourth Industrial Revolution

The whole concept of marketing has undergone a profound transformation.
As a result, the role of marketing translation, transcreation and multilingual
copywriting has changed too. This chapter explores the shift in approach and
its impact on these types of localization service.
Crucially, it argues that marketing translation, transcreation and multilingual
copywriting have more relevance than ever in a globalized marketplace in
which an ever-growing proportion of consumers bypass traditional advertising
altogether and instead choose to access the niche content they find of most
value to their lifestyles, interests and issues.

Some “television events” became known for their adverts. The Super Bowl in

The old model: write to sell

the US is famed for its ad breaks – unsurprisingly, given the incredible viewing

Before the arrival of the internet, the model for traditional marketing was based

with a record-breaking 114.4 million people tuning in. And with over 100 million

on the heyday of advertising which developed in the 1950s and continued right

people seeing companies’ adverts, advertising time went for astronomic sums.

through to the mid-1990s. In this landscape, the provision of information and

In fact that year, the average cost of a 30-second advert was $4.5 million.

entertainment was in the hands of a small number of big players: television

Since then it has increased, to $5.6 million in 2020.

channels, newspapers, magazines and radio stations.

For marketing and advertising agencies, this usually meant high-level campaigns

Consumers wanted to access this information or entertainment, so the

to present products in the way brands wanted to sell them. Writing for these

media owners could charge brands to “interrupt” this access with advertising

campaigns, whether in print or television, meant writing to sell.

messages. The age of mass media meant that an advert could reach an

Clever ideas, persuasive language and catchy taglines were part and parcel

audience of millions in a single TV spot. And, if you were watching the same

of the approach to marketing brands, products and services. And when you

show as your neighbour, you would view exactly the same advert as your

needed to localize these materials for new markets, marketing translators,

neighbour at exactly the same time. Aside from leaving the room or switching

transcreators or copywriters needed to have an understanding of this “write to

channel, you had no other choice.

sell” approach.

figures it attracts. The 2015 Super Bowl was the most watched in history,

The new model: write to sell
and write to engage
As widespread access to the internet emerged in the mid-1990s and grew at
an exponential rate, the concept of “mass media” fell into decline. Soon, billions
of consumers could choose to access the information and/or entertainment –
now known as content – when and where they wanted free of charge.
While of course there has been a parallel growth in digital advertising, the
traditional concept of the brand “interrupting” the consumer’s consumption of
content in the form of an advert has evolved considerably. On digital channels,
ad blockers provide a message-free browsing experience; it is estimated that
30% of all internet users now block ads.

For brands wishing to build relationships with their customers, a new approach
has emerged: content marketing. It revolves around the concept of providing
content that is of value to the consumer rather than simply trying to sell a
particular product or service. So, for example, rather than trying to sell a set
of screwdrivers, a piece of content marketing might show you how to put up
shelves (using a screwdriver, of course).
The shift between the old model and the new can be described in this way:
rather than paying for the customer’s attention (via advertising), brands provide
content of value to customers free of charge in order to build a connection
with them over a longer period of time.
Content marketing therefore takes many forms: informative blogs, video
tutorials, infographics, social media posts, eBooks, email newsletters and
much more.
Of course, advertising has evolved in the digital age too. Via our online
activities and the data trails they leave, brands now can create highly detailed
consumer profiles on an individual basis.
This has led to the emergence of addressable marketing, in which advertising
is targeted to highly segmented user preferences and profiles. In terms of
marketing content and its localization for different audiences, addressable

Subscribers to streaming services such as Netflix and Amazon Prime need
never watch another television advert again. And that’s a growing proportion
of people; by the second quarter of 2020, Netflix had 192.95 million paying
subscribers worldwide, an increase of 41.39 million in a year. By the end of
2018, Amazon Prime Video had 26 million subscribers in the US alone.

marketing means:
■ A greater total volume of marketing content
■ A broader range of marketing content for different addressable audiences
■ A greater degree of specialized content.

Localized marketing
content: the changing role
of marketing translation,
transcreation and multilingual
copywriting
As the nature of marketing content has changed, so the role of localizing such
content has changed too.
When transcreation first emerged as a term in the 1960s, it was commonly
used to describe the type of localization service where highly creative
advertising content (such as straplines and/or slogans) needed to be
“recreated” to have relevance and cultural impact in a new market.

So, for example, a sportswear brand might try to connect with its audience
by writing a blog or posting a video on the latest trends in street dance.

In the 21 century transcreators, marketing translators and copywriters
st

adapt and create across a diverse range of marketing content including:

But a transcreator, marketing translator or native-speaker copywriter might
decide that this content won’t create sufficient impact for its new local
audience. They will adapt or recreate it to provide new cultural references or

■ Traditional marketing/advertising to larger audiences

perhaps use local slang terms used by the target audience.

■ Personalized advertising/marketing (addressable marketing) to highly

The rest of this eBook explores how this expanded role of marketing

segmented audiences
■ Content marketing to niche audiences.

translation, transcreation and multilingual copywriting adds value to brands
working to enter and grow new markets through stronger a focus on
the consumer experience and the language which defines it.

In summary

What’s next?

■ The 4 industrial revolution describes the 24/7 connectivity of billions

With the changing approaches to advertising, it has become clear that in order

th

of people through mobile devices with access to unprecedented volumes

to market themselves, businesses need to get creative. We explore this in

of content.

more detail in the next Chapter 3.1 Why do businesses need creative content?

■ With a huge diversity of content platforms and channels, consumers can
bypass traditional media channels (and related advertising) to access
the content they value most free of charge.
■ This has led to the growth of content marketing, where brands create
content focused on customer needs (writing to engage) rather than trying
to sell a specific product or service (writing to sell).
■ Addressable marketing is another new element of the digital age. It allows
brands to create customized advertising/marketing messages which are
tailored to individual consumer profiles based on highly detailed sets of
personal identifiable information.
■ As a result, specialized marketing localization services such as marketing
translation, transcreation and multilingual copywriting have evolved to meet
the needs of traditional marketing, addressable marketing and content
marketing in the 21 century.
st

Chapter 3.1

Why do businesses
need creative
content?

In the internet age, localized creative content (whether using
marketing translation, transcreation or multilingual copywriting) has
become an integral part of almost every major brand’s globalization
strategy. This chapter explores what creative content is, why it works
and how it is localized for maximum impact in global markets.

Why is creativity a key brand differentiator
in the digital age?
“Content is king” wrote Bill Gates back in 1996. Even when the World Wide
Web was in its infancy, he had the prescience to foresee what some didn’t fully
understand at the time: on the internet, an emerging platform that could be
both accessed and added to by anyone with a connection, content would be
the premium currency in the new global network

“Content is king.”

Bill Gates, 1996

Nearly a quarter of a century later, the internet has revolutionized almost
every aspect of our lives, from the way we buy goods to our everyday social
interactions. In light of this transformation, this eBook argues that we need
to take Gates’ original concept one step further: creative content is king.
In a globalized world with 24/7 connectivity, creativity in content is a crucial
factor in helping businesses stand out from their competitors and engage
with their target audiences.
With a hugely diversified range of buying options, a proliferation of media
channels, and more products and services on the marketplace than ever

In this context, creative content – in its many forms – provides a key market

before, attracting and retaining the attention of potential customers has

differentiator for brands. There are many different ways in which different

become a fierce commercial battleground.

types of creative content provide clear and quantifiable benefits for brands.

Consider some of the latest facts.
■ 131 million television ads aired on television in the US alone.
■ In a report by Netcraft, there were approximately 1.3 billion websites in
the public domain in January 2020.
■ With the impact of Covid-19 factored in, the global total number of
eCommerce consumers is estimated to reach 4.7 billion by 2024.

We explore these in detail below.

Why does creativity sell?
Underlying all these more focused benefits, there are three core reasons why
brands who invest in creative content consistently outperform those who
don’t. These are all connected with the value audiences perceive when they
encounter creativity in its many different guises.

The three reasons why audiences value creativity
■ Originality: audiences engage more with content that has a sense of
freshness or novelty, whether that is conveyed by the subjects covered,
the opinions provided or the way in which the content is presented
(ie creative language, use of idiom, etc).
■ Meaningfulness: successful creative content establishes meaning with
its target audience because it has a clearly defined purpose and strategies
to achieve it.
■ Connection: creative content builds both emotional and intellectual
connections with consumers, which builds stronger relationships than

As discussed in Chapter 2, traditional advertising and marketing approaches
have been complemented – and in many cases superseded – by both:
■ Addressable marketing (sometimes referred to as personalized
advertising), which provides tailored marketing messages based on
individual consumer behaviour
■ Content marketing, in which brands build engagement via content targeting
consumer information gaps/pain points rather than focusing on product/
service-orientated messaging.
The following sections take a brief look at some of these different channels
and why creativity plays such an important role in their effectiveness.

intellectual reasoning.

What is creative content and why does
it work?
We live in a world of unprecedented access to creativity. With user-generated
content ranging from fans uploading cover videos of their favourite songs
to crowdsourced fiction, in less than a quarter of a century the internet has
become the greatest publishing platform in the history of mankind.
The ways in which consumers interact with brands has, of course,
fundamentally shifted too.

Advertising
When we think of creativity in the commercial setting, creative advertising
is often seen as the top rung of the creative ladder. Stephan Vogel, Ogilvy &
Mather Germany’s chief creative officer has said:

“

Nothing is more efficient than creative advertising.
Creative advertising is more memorable, longer lasting,
works with less media spending, and builds a fan
community… faster.

”

Stephan Vogel, Chief Creative Officer, Ogilvy & Mather, Germany

Of course this is an opinion from someone with a vested interest, but

With digital adverts vying for consumers with ever shorter attention spans

independent research backs Vogel’s assertion. A study by the Harvard

and a world-wide-web of distraction at their fingertips, the conclusion is

Business Review analyzed a series of German TV ads across different product

a resounding “no”. In fact, the Google Media Lab conducted a study which

categories for both their creativity and their subsequent impact on sales in

found that 70% of the success of a digital brand campaign can be attributed

order to investigate a simple question: is more creativity better?

to its creativity.

The simple answer was “yes.”
The Harvard Business Review concluded: “A euro invested in a highly creative
ad campaign had, on average, nearly double the sales impact of a euro spent
on a non creative campaign. The impact of creativity was initially relatively
small but typically gathered momentum as the campaign rolled out.”

“

A euro invested in a highly creative ad campaign had,
on average, nearly double the sales impact of a euro
spent on a non creative campaign.

”

Harvard Business Review

Is the world of digital advertising, in particular more seemingly prosaic
elements such as pay-per-click ads, banner ads and social media posts,
a less fertile ground for return on creative investment than high-budget
television campaigns?

Increasingly, brands are developing addressable advertising approaches in

Web content

which personalized marketing messages are delivered according to detailed
consumer information at the most timely points in the buying cycle.

Web content is categorized here as the written text that appears on a website

The value of this new highly targeted approach offers brands greater return on

that excludes frequently updated elements such as news, blogs, social media

investment in a highly diversified media market. For example, addressable TV

posts, etc.

allows different ads to be shown to different households who are viewing the
same programme. According to a report by Marketing Week, when compared
to traditional TV advertising, addressable TV advertising:
■ Boosts ad engagement by 35%
■ Reduces channel switching by 48%
■ Increases purchasing intent by 7% (and up to 20% for new TV advertisers)

The single most important reason for placing a high value on creative web
content is that it is the gateway through which all other digital channels and
strategies pass. The possibilities for a brand website are endless, but some of
the core functions can be summarized as follows:
■ A focal point for the brand experience
■ A showcase for products and services
■ An eCommerce platform for digital sales
■ A channel to recruit and retain talent
■ A driver of traffic that ranks highly in online searches
■ A hub for social media platforms
Analysis concludes that 70% of people prefer to get information from a
company’s website (including articles and blogs) rather than from an advert.
In 2019, it was estimated that 25% of web users block advertising on the
browsers they use on their connected devices. Going straight to the source –
the brand website – is, for many consumers, the most trusted online option.

Web content can include a huge array of content types, potentially across
multiple markets. A multilingual brand strategy ensures that clear guidelines
are applied to each content type and sets out how these can vary across
different markets.
From multilingual product descriptions through to region-specific searchengine-optimized keywords and terms, high-quality creative content is
essential for digital presence in the online world. Ranking highly in relevant
searches is an important issue but it’s not the only reason why high-quality
web content is essential rather than desirable.

Blogs
Blogs are big business. The format, which consists of regularly updated posts
displayed in reverse chronological order, emerged in the 1990s and was initially
driven by individuals writing journal-style pieces on their lives or areas of
special interest.
By the 2020s, however, the blog had become an integral part of most
commercial digital marketing strategies. In a survey of 1,200 marketers across
39 markets, it was found that 86% of content marketers use blogs to achieve
their overall marketing aims (the next two most popular formats, infographics
and email, are used by 67% and 46% of content marketers respectively).

Formats and word lengths vary (typically from 600 to 1,200 words) and
perhaps the key attraction of the blog is its versatility. It can be used to share
business news, provide helpful tips for targeted audiences, explore industry

issues or share the views of individual employees. It is different from news
in that it usually has less formal and more personal style in which opinions,
ideas and advice are all commonplace.
Why do content marketers place so much value on it? One of the most
quantifiable reasons is that search engines rank websites with frequently
updated original content (containing carefully chosen keywords) higher.
The data is impossible to ignore.
■ Websites that feature blogs have 434% more indexed pages in search
engines than those that don’t.
■ Businesses with blogs generate 67% more leads per month than those
without.
Blogging is one of the most effective ways to turn long-form creative content
into a quantifiable business advantage.

Social media
The scale of social media usage is outstanding for a phenomenon that began
less than two decades ago. In 2020, there are more than 3.8 billion active
users of social media out of a total of 4.5 billion people who regularly access
the internet. Put simply, most people who are on the web are also using social
media in some form or another.
These users are not just following Taylor Swift, LeBron James or their favourite
online celebrity. In fact, Sherpa Marketing has reported that more people
follow brands via social media than they follow celebrities; on Instagram alone,
four out of five users follow a minimum of one business or brand.
In terms of social media posts, it pays dividends to deliver high-value creative
content for a variety of reasons. These include:
■ Building brand awareness: 89% of consumers say they will buy from
a brand they follow on social media.
■ Maintaining visibility: on Facebook, 74% of users check their accounts
at least once a day.
■ Promoting products and services: 54% of users research their potential
purchases on social media before buying.
■ Generating organic leads: More than nine out of ten Instagram users have
followed a brand, visited the brand website and completed a purchase after
viewing a product or service on the platform.
Do not underestimate the impact of creative content for social media on
the effectiveness of digital marketing strategies.

Video
In terms of creative content, using video content consistently ranks among the
highest performing strategies. With the cost of producing high-quality video
content having fallen rapidly in the last ten years, more and more businesses
are taking advantage of this approach to drive quantifiable brand advantages.

Benefits of video content
■ Higher search engine ranking: a web page featuring optimized video is

Infographics
Infographics work because people relate to them at a glance. It is estimated
by educational psychologists that nearly two out of three people are visual
learners who engage much more easily with images than text.
Content marketing strategies using high-quality infographics can draw on
key benefits including:
■ Boosting brand engagement through visual identity
■ Increasing the accessibility and retention of key messages
■ Higher sharing rates than written content on social media.

53 times more likely to be listed on the first page of Google search results
■ Stronger engagement: users are 10 times more likely to engage with
video (via embedding, commenting or sharing) than they are with blogs or
social media posts
■ Increased sales: website visitors are 64% more likely to buy a product
from an online site after they have watched a related product video

Product descriptions
Following the latest trends in content marketing strategies, from viral video
to emerging social media platforms, it is often easy to overlook one constant:
the description of the product itself.
Whether in the form of a video script or a written description, product
descriptions are at the front line of the buying decision. Failure to create them

High-quality video content is, predictably, a key differentiator in the success of

with sufficient quality has a direct bottom-line impact: 20% of eCommerce

any video marketing strategy.

purchase failures are estimated to be caused by incomplete or imprecise
product descriptions.

Getting it right, however, yields results. Brands that create product content
in a distinct tone of voice, with clearly defined product differentiators and
careful SEO stand out in the crowded online marketplace. In fact, according
to a study by Salsify, 87% of online shoppers put a high value on the quality
of product descriptions.

In summary

What’s next?

■ Creative content provides a key market differentiator for brands.

Creative content is the premium currency of the internet age. But how do

■ Creative content works because it is original, meaningful and connects

brands adapt their content for new markets? Chapter 3.2 How do marketing

with audiences.
■ Across all forms of content marketing, creative content is proven to have
greater impact with consumers.

translation, transcreation and multilingual copywriting create the native brand
experience? explores this issue in depth.

Chapter 3.2

How do marketing
translation, transcreation
and multilingual
copywriting create the
native brand experience?
From the products they create to the ways in which they are
st
marketed, in the 21 -century global enterprises are moving on from
a focus on the “brand experience” to the “native brand experience”.
Creative content – and the ways in which it is localized – plays
a pivotal role in the success of this new approach.

To explore this issue further, this section answers four key questions.
■ What is the native brand experience?
■ Why is the native brand experience important?
■ How does the native brand experience work?
■ How do marketing translation, transcreation and multilingual copywriting create
better native brand experiences?

What is the native brand experience?
The native brand experience describes the enhanced set of connections
consumers make with a brand which has culturally adapted its brand offering
for use in that particular target market.

Examples: how brands are working to create
the native brand experience
■ Products: Nike creates Shanghai-only merchandise for its House of
Innovation Shanghai store
■ Platforms: Boden localized its entire website for Germany in a way that
focused on the market’s product preferences, including a blog, and links to

Definition: the native brand experience
The enhanced set of connections consumers make with a brand which has
culturally adapted its brand offering for use in that particular target market.

German-focused social media profiles
■ Content: Netflix is increasing its focus on commissioning shows made
outside the US to appeal to both local and global audiences. Recent nonEnglish-language successes include Dark (Germany), 3 percent (Brazil) and
The Rain (Denmark) and the streaming service has pledged to commission
an original series from Africa in the near future. This approach will help
Netflix to meet the proposed EU regulations which will stipulate that 30%
of content provided by streaming services will need to be local in origin.

“

Netflix members around the world want authentic
storytelling, they want a perspective from a passionate
creator that’s grounded in the local culture.

”

Greg Peters, Chief Product Officer, Netflix
Perhaps the most important aspect to understand about the native brand
experience is that it is a consumer experience based on their interactions with
the brand and how these are framed within their cultural context.

As such, a native brand experience cannot be “created” by a brand on its own.

There are many elements of brand interactions that influence the native brand

Crucially, however, it can be influenced and enhanced by a well-thought-out

experience of consumers within particular markets.

localization strategy.

How the native brand experience is shaped

Why is the native brand experience
important?
In the digital age, the 21 -century brand experience is a personalized one.
st

Personalization is driving both digital strategy and consumer behaviour.

“

A brand is the set of expectations, memories, stories and
relationships that, taken together, account for a consumer’s
decision to choose one product or service over another.
Seth Godin, digital marketing author, blogger and entrepreneur

■ 89% of digital businesses are investing in personalized web experiences.
■ 80% of companies experience an uplift after implementing personalization.
■ 80% of consumers are more likely to make a purchase when brands offer
personalized experiences.
Digital personalization involves providing content and product
recommendations that fit a consumer’s individual preferences.
Delivering a “native brand experience” is part of the drive towards
personalization, by creating brand interactions that reflect the consumer’s
social, cultural and linguistic context.
In marketing terms, digital personalization has been characterized by the
growth of addressable marketing (or addressable advertising), in which
marketing messages are tailored to individual consumers (or highly segmented
user groups) based on the personal identifiable information created by their
online activities.
The richness of the data which brands can access on users, which can include
highly detailed information on daily activities, buying preferences, browsing
history and peer interactions, means that the “native” brand experience can be
refined to an even greater extent within specific markets and locations.

”

The author and entrepreneur Seth Godin, one of the world’s most respected
voices on digital marketing, states: “A brand is the set of expectations,
memories, stories and relationships that, taken together, account for
a consumer’s decision to choose one product or service over another.”
Building a native brand experience ensures that those expectations, memories,
stories and relationships are built in the context of the consumer’s local
cultural context. It establishes stronger and more valuable associations
because it enhances three of the key elements which define our brand
relationships.

How does the native brand experience
work?
The native brand experience drives value because it builds on three core
pillars of the consumer’s relationship with the brand: familiarity, connection
and trust.

The three pillars of the native brand experience
■ Familiarity: the native brand experience frames consumer interactions
within a context they know and understand
■ Connection: the native brand experience helps global brands establish
dialogue in a local voice
■ Trust: the native brand experience builds an emotional rapport which
ultimately influences buying decisions.

“

If you’re trying to persuade people to do something,
or buy something, it seems to me you should use their
language, the language they use every day, the language
in which they think.

”

David Ogilvy, founder of Ogilvy & Mather

This quote from David Ogilvy, often referred to as the “Father of Advertising”,
gets to the heart of why marketing translation and, in particular, transcreation
and multilingual copywriting are so important in creating the native brand
experience.
This is because content engages local users more when it is created or
adapted for them by people who understand their language, their culture and
the ways in which they live. It speaks to them in ways that create emotional
connections within the cultural fabric of their daily lives.

How do marketing translation,
transcreation and multilingual copywriting
create better native brand experiences?
To engage with consumers in different markets, brands need to provide
personalized experiences that resonate with consumers’ cultural contexts.

Brands who are truly committed to creating the native brand experience
understand that this cannot be isolated to a single channel or product range.
Instead, at every contact point the consumer should feel that the brand is
communicating with them on a personal level – from its Instagram posts
through online ordering to the product packaging.

From product packaging to social media interactions, language plays a defining

This is a holistic approach in which marketing translation, transcreation and

role (quite literally) in creating these personalized experiences at every stage of

multilingual copywriting can add value in four interlinked ways.

the brand journey.

Four ways in which marketing translation, transcreation and multilingual copywriting
create the native brand experience
1. Local language
■ Content created or adapted by native speakers that communicates with people in their local language establishes stronger connections.
■ Creative content which is localized by marketing translation, transcreation and/or multilingual copywriting uses the idioms, vocabulary and rhythms
that are familiar to consumers.
■ Marketing translation, transcreation and multilingual copywriting mean that the brand experience is always defined by local language that is used in ways
that resonate with local audiences.
2. Tone of voice
■ Nativespeakers with cultural understanding are the best way to ensure a unique and consistent brand tone of voice which connects with local audiences.
3. Cultural resonance
■ Content created or adapted by native speakers contains the local cultural references that bring the brand experience to life for consumers in different
target markets.
■ With in-country knowledge of the target market, they also know how to make content that is relevant and timely to topical themes and issues.
4. Cultural sensitivity
■ Marketing translators, transcreators and copywriters ensure that content is culturally appropriate and mitigates risk to brand reputation.
■ This is critical because, despite our ever-increasing global digital connectivity, cultures still vary hugely in the ways in which they respond to certain themes,
issues and language.
■ Even seemingly risk-free references in one culture (such as colours or numbers) can have deep cultural significance in other regions.

In summary
■ Global enterprises are shifting from a focus on the brand experience to
the native brand experience.
■ The drive towards personalized digital experiences (including addressable
marketing/advertising) increases the opportunities to create native
brand experiences through content created or adapted by native-speaker
copywriters, transcreators or marketing translators.
■ The native brand experience influences consumer behaviour because it is
based on core values of familiarity, connection and trust.

■ The native brand experience is enhanced by content that is created in
the local language, uses the appropriate tone of voice, and is culturally
resonant and appropriate.

What’s next?
Localizing creative content is essential to creating the native brand experience.
But which localization service do you choose? The next chapter answers that
key question: Which content needs marketing translation, transcreation or
multilingual copywriting?

Chapter 3.3

Which content needs
marketing translation,
transcreation or
multilingual copywriting?
Marketing translation, transcreation and multilingual copywriting are
proven solutions for creating high-quality localized marketing content
for global markets. But how do you know if conventional translation
will suffice or, if not, which content needs which type of service?
Put simply, rather than a set of hard-and-fast rules to follow, there are a range of
options available when choosing what kind of service to use when localizing your
marketing content for different markets. Your choices depend on what (if any)
original content needs to be adapted, its level of creativity, the impact this content
is required to have on its target audience, and your budget.

This section explores which content localization service is most appropriate by
talking through the answers to four key questions:
1. Do I need to adapt existing content or to create original content?
2. How do I choose between conventional translation and marketing
translation/transcreation?
3. How do I choose between marketing translation and transcreation?
4. Which costs more: marketing translation, transcreation or multilingual
copywriting?

For an at-a-glance guide, there are also two infographics which provide an

your localization needs or if your content would benefit from the value of

overview of:

the more enhanced (and more expensive) approach offered by marketing

■ Type of content vs type of localization service: which content type (eg social

translation and/or transcreation. (NB: how to choose between marketing

media posts) maps to which service (eg marketing translation)
■ Type of localization service vs content categorization: which localization
service (eg transcreation) maps to which kind of content category (eg
content type, word count/frequency of content, level of creativity of content)

1. Do I need to adapt existing content
or create original content?
The first step in deciding what kind of localization service to use is an easy one.
If you have existing content in one language that you need to adapt for a new
language, then your options are conventional translation, marketing translation
or transcreation (see below for how to decide which to choose).
If you don’t have existing content and need to create new original material in
a target language (or languages), then multilingual copywriting (or monolingual
if working in one language) is required.

2. How do I choose between conventional
translation and marketing translation/
transcreation?
When adapting marketing content in a source language into a new target
language, first you need to decide whether conventional translation will meet

translation and transcreation is discussed below).
As discussed earlier in this eBook, marketing content often uses creative
language because it is intended to sell or persuade rather than simply inform.
It employs a range of linguistic devices – such as metaphors, idiomatic
language or spoken vernacular – to establish an emotional connection with its
audience that, in turn, prompts them to take action (buy a product or service,
for example).
Conventional translation, defined by accuracy and faithfulness to the source
text, can lack the power and emotional impact of the original marketing
content. With greater creative licence to adapt, specialist marketing translation
and transcreation can offer greater emotional connection and effects.
It is important therefore to assess the level of creativity within your marketing
content to understand whether these enhanced services (marketing translation
and/or transcreation) are the most appropriate localization solutions.
A localization provider is best placed to provide a detailed analysis of
the creative aspects of your marketing content. However, the answers to
a range of questions can also provide a useful insight.

Five quick questions to assess the creativity
of your marketing content
1. Does your content use idiomatic language?
■ This is language which has a meaning different to its literal sense,
such as “food for thought” or “it’s a piece of cake”.
2. Does your content rely on a very specific tone of voice targeted to
a particular user?
■ For example, the language of street slang compared to the language of
the urban professional
3. Does your content use rhetorical devices?
■ For example, alliteration (“brains and beauty”), rhyme (“the name game”)
or analogy (“clear as mud”)
4. Does your content rely on humour?
■ From irony (noting contradictions, for example “why do we park on
the driveway?”) to observational (such as “have you ever noticed….?”)
5. Does your content rely on cultural or topical references?
■ For example, local celebrities, seasonal events, shared cultural knowledge
(such as music, television or news stories)
If the answer to most of these questions is “yes”, it is likely that your marketing
content will benefit from the added value of marketing translation or
transcreation.

3. How do I choose between marketing
translation and transcreation?
When localizing existing creative marketing content from a source language
to a target language, the answers to the following three questions can help
to decide if marketing translation or transcreation is the best approach.

Three questions to help you decide between
marketing translation and transcreation
1. Do I need to adapt content or to recreate content?
■ If source content only needs subtle adaptation (with attention to tone of
voice and/or topical references, for example), marketing translation may
be the best solution.
■ If source content relies on linguistic devices or thematic approaches that
do not have the equivalent relevance or impact in the target language,

As before, a localization provider will provide an analysis of whether marketing
translation or transcreation is the most appropriate choice for specific content.
A more proactive and comprehensive approach involves an analysis of all
content types, their relevance to particular markets, the most appropriate
type of localization service for each type of content and the most effective
workflows to deliver at scale.
This type of analysis should inform the development of an effective
multilingual brand strategy.

transcreation may be the best approach.
2. Do I need my audience to understand the content or emotionally engage
with it?
■ If the main focus in the localization process is to “understand” the
content within the local context, marketing translation may be sufficient.
■ If a high level of engagement or emotional reaction is required (such as
a sophisticated tagline), transcreation may be a better option.
3. Do I need to adapt longer marketing content or shorter elements of
marketing content?
■ Longer marketing materials (such as website copy or the body copy of
an advert) may often just need the adaptation provided by marketing
translation.
■ Shorter elements of marketing materials (such as taglines, slogans or
headlines) often rely heavily on creative approaches that benefit from
transcreation.

4. Which costs more: marketing translation,
transcreation or multilingual copywriting?
Cost of course has a considerable impact on the decision whether to use
marketing translation, transcreation and/or multilingual copywriting.
While marketing translation is in general cheaper than transcreation or
multilingual copywriting (because it involves a lower level of creativity),
like‑for‑like cost comparisons are not always helpful because of the large
number of variables (such as volume, language combination and project goals)
which can affect project costing. For a detailed analysis of issues relating to
costing, see Chapter 7 How much do marketing translation, transcreation and
multilingual copywriting cost?

In summary
■ Multilingual copywriting is used to create original content for local
audiences.
■ Marketing translation and transcreation are used to adapt or recreate
original source content in one language for new target audiences in another
language.
■ Choosing between marketing translation and transcreation depends on
a variety of factors, often determined by the degree of creativity used in
the original source language and the required impact in the target language.

■ A localization provider can provide insight into the most appropriate
solutions for localizing different types of marketing content.

What’s next?
If you’re taking creative content to new international audiences, marketing
translation, transcreation and multilingual copywriting help improve the ranking
of your web content in online searches. How? The next section explores the
role these localization services play in modern search engine optimization
(SEO) strategies.

Chapter 3.4

How do marketing
translation, transcreation
and multilingual copywriting
enhance SEO?
Marketing translation, transcreation and multilingual copywriting
have an increasingly important role to play in search engine
optimization (SEO), the process of getting content ranked higher
in online searches.
That’s because, in 2020, one of the key factors which search engines are using to
rank web pages is the quality of the writing they contain.
Put simply, better-quality writing improves ranking because Google and other
major search engines place a high value on:

■ How relevant content is to users’ search queries
■ How much they engage with it
■ How much authority it has (as determined by external shares and links).
Content marketing specialists Copyblogger put it like this: “Content that creates
happy searchers will be content that makes Google look smart for finding it.”
That means the better your content, the more users value it, and, in turn,
the higher the search engine ranking.

It’s a cyclical process which starts and ends with the quality of content.
And, as we’ve seen throughout this eBook, marketing translation, transcreation
and multilingual copywriting are the most reliable ways to ensure that the
quality of content is retained (and even enhanced) when working across
different markets and languages.

Why search rankings matter
■ 75% of users don’t look beyond the first search results page
■ A number 1 ranking in Google receives 33% of all search traffic
■ A number 10 ranking in Google receives 2.4% of all search traffic

But before we find out more about the role marketing translation, transcreation
and multilingual copywriting play in this virtuous SEO circle, let’s take a brief

As everyone knows, Google is the dominant force in global search engines.

look at the SEO landscape and why it matters.

According to statcounter, Google held 92.05% of the search engine market
share worldwide in August 2020.

What is SEO and why does it matter??
Whether you’re selling joggers or jet engines, getting your content ranked

So this section of our eBook focuses primarily on SEO approaches as
related to ranking in Google, although these basic principles can be applied
successfully to all major search engines.

highly by search engines is crucial to commercial success in the 21 century
st

for huge numbers of businesses, whether they are large or small.
That’s because, more than any other means, search engines are our entry
point into the online world – determining how we research goods or services
and how we find and buy them.
In fact, according to a study of billions of pieces of content by BrightEdge,
organic search (the non-paid search results we see on search engine results
pages) accounts for 51% of all visitors to B2B and B2C sites.
In contrast, traffic from paid search (adverts that appear on search engine
results pages) accounts for only 10% of visitors, and social media just 5%.
But of course, where you rank on these search engine results pages (SERPs)
is of critical importance too, as the following statistics demonstrate.

To Google or not to Google?
If that is the question, it seems safe to say that the answer is usually
“to Google”.
Although Google does not share data on its search volume, according to
HubSpot, the estimated search statistics for Google usage in 2019 were
as follows:
■ 70,000 queries processed per second
■ 5.8 billion searches each day
■ 2 trillion searches globally every year

How does SEO work?
SEO is often viewed as highly complex, technical and perhaps even a little
frightening to those without specialist experience in the field. The impression
is that it’s all smoke, mirrors, meta tags and upload speeds.
In fact, an article on Copyblogger asserts that there’s not “a single topic in
online marketing that’s as misunderstood as SEO”.
This is hardly surprising because, from a certain perspective, conducting SEO
is like trying to play a game: not only do you not know the exact rules – these
unknown rules also frequently change.

The reasons for these continuous updates to search engine algorithms is to
reflect the changing ways in which people live and the way society works.
And the way we search changes too. Ten years ago, we were most likely to
type a search into our desktop or laptop. Now we search on the move with
our mobile phone or ask our digital assistant to search on our behalf from
the comfort of our own living room.
Google – and other search engines committed to giving the best possible user
experience – need to reflect these changes. And they do it on an hour-by-hour
basis.
An in-depth discussion of all the ranking variables that Google and other
search engines use to rank web content is beyond the scope of this eBook.

Five key reasons why SEO gets
complicated
■ Experts believe Google uses 200+ different factors to rank web content in
its search engine algorithms.
■ Google doesn’t publish these ranking factors or explain the impact of factors
on ranking.
■ The ranking factors and the algorithms which use them are changed

But, to understand why great content makes for good SEO (coming up next),
it is useful to have an overview of some of the most consistently important
content-based variables which Google uses to rank web content in its search
algorithms. Other technical variables, such as page upload speed for example,
are not included here.
As identified by Backlinko in January 2020, the most important content-based
variables are based on the following basic principles.
■ Keywords: Content that includes keywords (or phrases) that users are

frequently (In 2018, Google made an average of almost nine

searching for (in titles, headings, body content, domain names, captions and

“improvements” to its search engine every day.)

descriptions) ranks more highly in relevant searches.

■ Other search engines also use secret ranking factors and algorithms that
are updated on a regular basis.

■ Inbound links: Links to a web page from other relevant sites on the internet
improve its search engine ranking.

■ Length: Longer content with greater depth and breadth on a specific subject
ranks higher than content which is short and superficial.

That’s because, according to Neil Patel, one of the world’s leading authorities
on online marketing and SEO:

■ Age: Google favours content that is published recently over older content.
■ Originality: Google values original content. Content that is duplicated from
elsewhere in the site (even with slight modifications) may be penalized,
as well as content that is syndicated from other sites.

“

Quality has become the #1 ranking factor in Google,
especially since the Google Panda and Penguin updates.

”

Neil Patel

Why is great content good for SEO?
Some SEO firms have a vested interest in maintaining the apparent complexity
of the SEO process. Making their client believe it’s a huge and highly technical
subject helps to keep them in business.
But, in fact, according to many of the leading authorities in this field, an
overarching approach to SEO doesn’t have to be complicated at all.
In this maze of unpublished ranking parameters and constantly changing
goalposts, there is actually a surprisingly simple principle that can guide any
SEO methodology for web content in one language (monolingual SEO) or
across many languages (multilingual SEO).

What is this principle?
■ The quality principle for effective SEO
■ Better quality content leads to better SEO performance.

This, of course, leads to the next key question: how does Google measure
quality? According to Red Evolution, Google bases its assessment of quality
on two overarching measures:
■ Relevance: Google analyzes web content to assess how relevant it is
to each specific user search.
■ Authority: Google determines how authoritative web content is by
measuring the number of links that are directed to a particular page and
how much those links can be trusted.

Google has been at the forefront of natural language processing (NLP)
technology, which is defined by Towards Data Science as “a field of Artificial
Intelligence that gives the machines the ability to read, understand and derive
meaning from human languages”.
While a discussion of NLP is beyond the scope of this eBook, the basic
implication of this technology for current SEO practices is easier to summarize.
Because NLP is much more alert to the context and nuances of everyday
language, as well as the way it evolves over time, it is much better placed than
older language-processing technologies to evaluate the quality of content
based on “human” standards of relevance, originality, creativity, style and tone.
All of which brings us neatly back to the question we first started with.

What role do marketing translation,
transcreation and multilingual copywriting
play in boosting SEO?
As discussed throughout this eBook, marketing translation, transcreation and
multilingual copywriting are all ways of adapting or creating content that is
specifically targeted towards engaging users in the language they relate to
and within a cultural framework they know and understand.
These specialized localization services mean that users are more likely to
engage with content because it is geared directly towards their particular
needs and the language they use to talk about those needs.
In particular, the process of marketing translation, transcreation and
multilingual copywriting can involve a detailed analysis of how keyword terms
are used within the target market/language.
The skill of marketing translators, transcreators and copywriters is then to
weave these keywords into the content with the right density so that Google
recognizes the content as relevant to particular searches and rewards it with
a high ranking.
If users engage with localized content, they are more likely to share it on social
media or link to it via their own websites. Shares and inbound links generate
authority, which in turn leads Google to rank content higher.
Because users engage more with great content that they connect with on
a personal and cultural level, they are more likely to share it. Shared content
builds authority, which in turn boosts rankings.

In particular, marketing translators, transcreators and copywriters trained in
SEO techniques pay special attention to a variety of content features to ensure
the best possible SEO performance.

What SEO skills are needed for creative
content?
Marketing translators, transcreators and multilingual copywriters use a variety
of the following skills to adapt or create SEO content that ranks highly in
Google and/or other search engines.
■ Content strategy: developing an overarching approach that covers how
content helps to meet the brand aims and objectives.
■ Content idea generation: developing content ideas to meet strategic aims
and choice of the most relevant formats, platforms and approaches to
realize them.
■ Content research: identifying the issues, trends and topics of value to target
audiences, and particularly information gaps that content can address.
■ Keyword research and analysis: simple translation of keywords from one
language or market to another is bad SEO practice. Research should be
conducted by native-speaking professionals to determine which keywords or
phrases are most relevant to the content for the particular target audience.
■ Keyword placement: determining how keywords are used within content
to achieve natural linguistic flow and optimal keyword density.
■ Outbound links: including links to relevant sites that authenticate content
while providing users with further information increases authority.

■ Headlines: creating attention-grabbing headlines that audiences click on is
fundamental to the success of any piece of content.
■ Metatags: creating appropriate meta-titles and meta-descriptions
(sometimes referred to as SEO titles and SEO descriptions respectively)
for each web page is one of the most important factors in how Google
assesses content relevance and ranks it accordingly.

In summary
■ High-quality content improves SEO performance because it increases
relevance, engagement and authority – all key factors which are valued by
Google’s content ranking algorithms.
■ In terms of content, the seemingly complex world of SEO can be simplified
to an overarching aim to provide great content which offers authoritative
information to target audiences in the language they use and relate to.
■ Marketing translation, transcreation and multilingual copywriting improve
the quality of creative content adapted or generated for different markets,
and therefore play a crucial role in multilingual SEO and improving SERP
rankings.

■ Marketing translators, transcreators and copywriters with specialist skills
in SEO use a variety of techniques to optimize content, including keyword
research, keyword placement, creating effective meta-titles and metadescriptions, outbound links and generating catchy headlines.

What’s next?
When a brand decides to go global, they need a strategy in place that works
across all markets and locales. In the next Chapter, Why do businesses need
a multilingual brand strategy? we will explore the important aspects of a
multilingual strategy, and how to create one.

Chapter 3.5

Why do businesses
need a multilingual
brand strategy?

To ensure marketing content engages across multiple target
languages requires detailed insight, careful planning and a structured
workflow. A comprehensive multilingual brand strategy combines
all of these elements to ensure the optimal alignment of budgets,
timelines, resources and creativity.

What is a multilingual brand strategy?
A multilingual brand strategy is a guiding framework through which organizations
adapt and implement their brand across multiple international markets.
This encompasses the whole spectrum of brand elements from visual identity
through to marketing content such as social media posts or blogs.
Put simply, a multilingual brand strategy defines which brand elements remain
consistent across all markets (or groups of markets) and which are adapted for
specific regional audiences.

“

And critically, whether there are any linguistic adaptations that are going

A multilingual brand strategy defines which brand elements

to have to be made for certain markets. All brands want to avoid making

remain consistent across all markets (or groups of markets) and

mistakes like fashion retailer Mango: in 2013 it had to apologize after

which are adapted or created for specific regional audiences.

accidentally marketing a range of “slave-style jewellery” in French.

”

It also looks at whether there are specific channels that are better for

The following infographic demonstrates how the process could work for

particular markets, such as Weibo for China rather than Twitter.

a particular brand.

As explained earlier in this eBook creative content that needs to be adapted for

■ What brand strategies are my competitors using in this target market?

local markets is likely to require either marketing translation or transcreation

■ What are the key opportunities for growth in this target market?

in order to ensure it retains relevance and impact for its target market.

When carrying out country-specific market research, using a marketing

Content that is created specifically for local markets will involve multilingual

research provider with in-country expertise and native-speaking capability will

copywriting.

ensure the process is tailored to each specific market.

How do you create a multilingual brand
strategy?
A multilingual brand strategy can benefit enterprises of all sizes, from
a start‑up looking to enter a single new market to a global corporation
operating across every continent.
Although the approach and scale of the multilingual brand strategy will
obviously differ widely, there are a number of common features that help
to ensure creation of a successful multilingual brand strategy.
1. Research the market
All multilingual brand strategies should be based on comprehensive

2. Analyze existing brand strategy
An enterprise may develop a multilingual brand strategy from the time it is first
founded. More commonly, however, a multilingual brand strategy is created
as an extension to an existing brand strategy when a company starts to enter
multiple markets.
If a brand strategy already exists, it’s useful to identify how it works and what
needs to be adapted for different markets.
The following questions can be useful pointers in this process:
■ What elements of brand strategy should always remain consistent across
all markets?
■ Are there any elements of the brand strategy that need to be adapted?

market research which provides the answers to a number of key questions.

(eg colours or fonts that don’t work in a target market, taglines that need to

These should be analyzed for each target market.

be re-aligned or localized differently for local markets)

The types of question that should be asked include:
■ Is there a market for my product/services in the target territory?
■ What kind of customers are found in this target market?
■ What is my brand presence in this target market?

■ What elements of brand strategy need to be created specifically for target
markets? (eg are there campaigns that can’t be run in a specific target
market, and need to be created specifically for that market?)

3. Get in-country insight

landing page with high-quality content (via marketing translation, transcreation

When creating a multilingual brand strategy, there is no substitute for expert

or multilingual copywriting) to create the best possible native brand experience

insight from marketing/localization professionals with in-country experience,

at the earliest possible opportunity.

contacts and knowledge.
Whether hired in-house or sourced externally, a professional service should
provide:
■ An understanding of socio-cultural factors which are influencing the target
market and industry sector

How do marketing translation,
transcreation and multilingual copywriting
work within a multilingual brand strategy?
As discussed earlier in this eBook marketing translation, transcreation and

■ Information about the brand’s competition within the target market

multilingual copywriting are key services in helping to create the “native brand

■ Insight into how to adapt the brand strategy within this target market

experience” for specific target markets.

■ Opportunities to maximize brand value within the target market

As ways of ensuring the effectiveness of creative content for local markets,

■ Potential pitfalls to avoid when localizing the brand for the target market

their role in a multilingual brand strategy should be carefully considered.

4. Develop a localized brand strategy
Having completed market research, own-brand analysis and obtained insight
from in-country experts, it’s time to develop a localized brand strategy which
details exactly what elements of the brand strategy should remain consistent
and what should be adapted for each specific target market.
In an ideal world, all brand elements that require localization would be adapted
(or created) before entry into the target market. In practice, time and budget
may necessitate a staggered approach in which key brand elements are
prioritized, and then localized according to their importance.
So, for example, if it’s not possible to localize the content of an entire website
for a new target market from the outset, it may be useful to create a localized

To take a strategic approach to developing localized content consistently
and successfully, it’s important to consider five key stages.

Five ways to manage creative content
within a multilingual content strategy
1. Understand the audience
The value of using marketing translators, transcreators or native-speaker
copywriters in the content adaptation/creation process is their knowledge of
the target market and, specifically, the language which engages most with
highly segmented target customers.
A multilingual brand strategy can create detailed audience profiles for each
target market which help marketing translators, transcreators and copywriters
to work more effectively.
2. Promote brand consistency
Effective marketing content works because it is immediately identifiable with
a specific brand, both from a visual point of view and also from a linguistic
perspective.
A multilingual brand strategy should include the development and maintenance
of market-specific content resources such as glossaries, content templates,
content archives and tone-of-voice guidelines which can be easily accessed
(and updated) by local content teams.

3. Ensure every touchpoint is localized
In the digital world, the range of different types of brand content that
customers engage with at different points in the buying cycle has expanded
exponentially. From web content and social media posts through to user
interfaces or community forums, every touchpoint should be localized
appropriately for the target market.
This is not to say that each touchpoint requires the same approach.
The creative content found in a marketing campaign or blog post could
benefit from the enhanced cultural insight offered by marketing translation,
transcreation and/or multilingual copywriting. A user manual, on the other
hand, can generally be localized effectively with conventional translation.

4. Include a local review stage
Time, objectives and, of course, budgets all mean that approaches to
localization vary within every multilingual brand strategy. But whatever route is
taken for different types of content, it is always advisable to include a review
stage by a native speaker with local cultural knowledge.
Not only does this improve linguistic and stylistic accuracy, it’s also critical in
making sure that content is appropriate and doesn’t cause offence (or inspire
ridicule) in new cultural contexts.

5. Take advantage of technology
When adapting or creating content across multiple markets, technology offers
centralized solutions to manage workflows, store and share localized assets,
and ensure brand consistency across different territories and content types.
Global brands use a variety of technology platforms and plugins to improve
content authoring, product information management and digital asset
management – Chapter 6 explores in detail what these are and the benefits
they can bring to the content localization process.

In summary
■ A multilingual brand strategy guides localization across multiple markets.
■ It defines which elements of the brand remain consistent across all markets
and which need to be adapted according to cultural context.
■ In-country insight by localization professionals is essential to create
multilingual strategies which are effective, targeted and culturally
appropriate.

What’s next?
Essential to any multilingual brand strategy are the professionals who make
content work in new cultural contexts: marketing translators, transcreators
and copywriters. Chapter 4 explores these roles, the skills they require and the
types of people who do them, starting with Chapter 4.1 Who are transcreators?

Chapter 4.1

Who are
transcreators?
Transcreators are industry professionals who take content in a source
language and creatively adapt it so that it has maximum impact in the
target language. Combining the skills of a translator and a copywriter,
transcreators mostly work with marketing and advertising content.
Transcreation has a reputation for being a highly specialist skill.
In fact, among proz.com verified professional translators, only 81
include transcreation as a speciality out of 6685 translators.

What are the key skills
for a transcreator?
A good transcreator has a diverse range of skills that are all essential for
the successful cultural adaptation of content. These include:

Strong understanding of both source
and target language
Because transcreators adapt source content to make it relevant and impactful for
a new target market, they need to have expert linguistic skills in both languages.
While transcreators do not always come from a professional translation
background, fluency in the source language and native-speaker standard in
the target language are prerequisites.
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Writing expertise
Transcreators need to provide perfectly crafted copy that
resonates with the target audience. With marketing and advertising
content, that often means they have a flair for catchy taglines
and persuasive language. But it’s not all about snappy slogans.
A transcreator also needs to present information clearly and
logically, with grammatical accuracy and strong attention to detail.
It is important that none of the key information contained in the
source is “lost in transcreation”.

Cultural insight
The role of a transcreator goes beyond linguistic and writing expertise.
It involves an understanding of local culture – something that can only be
provided by someone who has lived in the target market. From cultural
stereotypes to idiomatic turns of phrase that resonate with audiences,
this kind of in-market insight requires a degree of sensitivity and awareness
that goes beyond online research.
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Goal focus
The transcreator should never lose sight of the core aim of the project.
Whether that’s to sell a product, raise brand awareness or persuade an
audience to change behaviours, transcreated content is only effective if
it gets the job done.

Versatility
From friendly and conversational to professional and polished, a good
transcreator knows how to adapt tone of voice. This kind of versatility is
essential to recreate content in different styles for different target audiences.

Creativity
Because the transcreator adapts material rather than translates it, creativity
is an important attribute in this role. Whether it’s brainstorming new concept
ideas, playing with language or using culturally relevant humour to make a
point, transcreators need to be able to think outside the box on a regular basis.
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Career paths: how do you become
a transcreator?
Unlike translation, there is (as yet) no clearly defined career path to becoming
a transcreator. However, because the role is a hybrid of two more common
career paths, transcreators often come from translation or copywriting
backgrounds.
For translators who enjoy the more creative aspects of their role and
demonstrate strong writing skills, transcreation can offer a rewarding career
with greater scope for cultural interpretation and linguistic flair.
Likewise, copywriters who have a high level of proficiency in another language
can also specialize as transcreators. With a track record of delivering
audience-focused content to order in a variety of styles, copywriters who
understand the process of cultural adaptation can also make excellent
transcreators.
Some transcreators come from a background of specializing (and later
transcreating) in a particular field. Subject matter experts who also have
copywriting skills alongside a high level of proficiency in another language can
draw on industry knowledge and awareness to become great transcreators.

Career paths: professional training
For linguists and translators who are interested in finding out more about
transcreation, there are a number of options for professional training.
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There are a growing number of online courses which focus on different
elements of transcreation, depending on the organization that is offering them
and who they are aimed at. These include:
■ Academic courses
■ Professional courses
■ Language-industry courses
■ Industry professionals

Academic courses
There are very few academic courses that are entirely dedicated to
transcreation and the theory behind it, although in recent years there has been
a proliferation of academic papers written about transcreation and the ways in
which it differs from translation.
Current academic translation courses have sought to incorporate transcreation
into the course as a module in its own right, although this is a very recent
development. A trial transcreation project was first included as part of a
core translation module by the Universidad Pablo de Olavide in Spain in the
2016‑2017 academic year.
For anyone who is interested in learning more about the academic side of
transcreation, there are options which do not involve doing an entire degree.
One such course is run by the Open University, an academic institution for
distance learning based in the UK.

The free OpenLearn course is entitled Exploring Languages and Cultures and
looks at the relationship between languages and cultures. It reflects on some
of the different language-related careers, such as translation and interpreting,
so it is perhaps not a surprise that transcreation is included. It certainly
demonstrates the growing role that transcreation plays in the localization
industry.

Professional courses
Professional bodies and websites are increasingly offering courses that aim to
encourage translators to move into transcreation as a specialism.
Websites like proz.com offer a range of courses for freelancers who are just
starting out, or more experienced translators who want to break into new
markets. Courses like What’s your angle? Transcreation as a specialisation
provide a brief overview and taster of the elements of a project that a
transcreator needs to consider.
Some academic institutions are also offering more focused continued
professional development (CPD) courses that look into aspects of localization
such as transcreation from a professional standpoint.
The Translation Studies department at the University of Roehampton offers
several CPD courses aimed at freelancers and professional translators,
including Transcreation. The course focuses on practical examples of
transcreation and the workflows that are employed.
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Language industry courses
Language industry organizations like TAUS (an industry think tank and
language data network) are also starting to create online courses about
transcreation, aimed at everyone from students to seasoned professionals
who are looking to learn new skills.

Industry professionals
Industry professionals can also be a useful information resource on
transcreation. For example, Nina Sattler-Hovdar has published two books on
transcreation and now offers regular online courses to translators who want to
learn more about this growing sector of the localization industry.

Career paths:

Clara, transcreator,
São Paulo, Brazil

Originally

What I love about this role is the creativity. Sometimes when you’re working on

I qualified as a professional translator

from English into Brazilian Portuguese. I worked for a translation agency for
several years but I always found the more creative aspect of that role the
most interesting part. For example, I loved translating idioms or figurative
language where there was no exact word-for-word equivalent in my native
language.

I also write a personal blog on technology, so when my employer won a big
contract with a global tech firm, I started helping with the transcreation aspects
of the project. Gradually, it’s become the main focus of my role.

transcreating a slogan or some ad copy, you start by brainstorming ideas with
a colleague – or just on your own.
Next you produce a set of options for the client to look at – it may be just a few
or it could be 20 different ideas. They’ll provide feedback and you refine the best
ideas further until you get to the finished version. It’s more collaborative and
open to interpretation than translation.
The most important thing is to pay attention to tone of voice. Understanding the
brand and identifying with the audience are both crucial. What kind of language
can you use to connect the two together? Sometimes you need to think laterally;
sometimes the simplest solution is the best.
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How do transcreators work?
Because of the creativity required in this field, the workflows that transcreators
use can vary from person to person and from project to project. However,
some of the key stages that transcreators follow are listed below.
1. Proposal
The client submits a request for proposal for transcreation. The transcreator
(or their employer) returns a quote which includes their relevant experience,
price and schedule.
2. Creative brief

5. Idea generation

Once contracted, the transcreator takes a full creative briefing from the client

The transcreator puts aside the source text and creates a set of original ideas

which includes discussion of the source text, key messaging points to be

for presentation to the client. Brainstorming, concept development and refining

conveyed in the target language, details of any culturally relevant issues, brand

copy can all be part of this process.

tone of voice, target audience and any relevant examples of similar work.

6. Feedback and approval

3. Source analysis

The client provides feedback on the ideas presented. These are refined or

The transcreator analyzes the source content to unpack key messages and

new examples are generated until the client approves a final version.

the linguistic/rhetorical techniques used to convey them.

7. The debrief

4. Research

Larger projects or high-profile campaigns can involve a project debrief with

Depending on the project, the transcreator conducts further research

the client or within the in-house team. This should focus on key learning points

into the brand and its tone of voice, the target market, relevant content/

that will make any future transcreation projects more effective. It also involves a

campaigns in the target language, audience demographics, industry trends

discussion of any key aspects that the client changed or adapted from the original

and terminology.

suggestions. Sometimes once the suggestions come in, the client can end up
pursuing a very different path to the one they thought were heading down.
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In summary

What’s next?

■ Transcreators combine the role of translator and copywriter to recreate

Marketing translation is another growing localization service which attracts

key messages from source content for maximum impact in a new cultural

translators who enjoy adapting a source text with an element of creative flair.

context.

We explore what the role involves and the different routes into marketing

■ The transcreator skillset includes: source and target language expertise;
excellent copywriting skills; cultural insight; versatility; creativity; and goal
focus.
■ Currently most transcreators do not have formal training in transcreation.
■ However, there are a growing number of professional training opportunities
in this field.
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translation in the next section: Chapter 4.2 Who are marketing translators?

Chapter 4.2

Who are marketing
translators?
With the growth of content marketing (see Chapter 3.1 Why do
businesses need creative content?) the localization industry
has seen a corresponding boom in marketing translation,
and therefore marketing translators.

Broadly speaking a large proportion of translators can be divided into two camps:

6,684 certified translators on proz.com (Sept 2020)

technical translators and marketing translators.
A lot of translators see marketing as an “intermediate” step between translation
and transcreation. While they might not be prepared to make that leap into
transcreation, a lot of translators feel comfortable translating slightly more
creative content. Although in itself only a small proportion of the actual proz.com
membership, out of 6,684 screened CPN translators on proz.com, 2,235 say they
specialize in marketing.
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2,235 (33%)
Marketing Translators

What are the key skills for
a marketing translator?

Marketing translators translate all kinds of marketing content. In order to both

Marketing translators tread a fine line between staying faithful to the original

keep the intention of the original message and translate it in a natural way for

source and using creativity to convey a message. It can be a complex task

the target audience, expert linguistic skills are required in both languages.

and there are a number of critical skills required. These include:

As a general rule, marketing translators tend to have a background in general

Writing expertise
Marketing translators need to write in a way that is fluid and natural, while
retaining the meaning of the source. Grammar, spelling and punctuation are
all critical, but so is a natural and engaging style. They also need to be able to
adapt their style to suit the content, in line with the source material.

Cultural insight
Marketing content never exists in a vacuum. Content marketing is entirely
focused on engaging with the audience – and that is almost always at
a cultural level. This means that to produce effective marketing translations,
translators need to have expert cultural understanding of both the source
language’s culture, and the target culture.
Cultural references need to be passed on in the target language in a way that
is both natural and to some degree faithful to the original content. Translators
need to be sure that any references that are made are not just understood by
the target audience but create active engagement.
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Strong understanding of both source
and target language

translation. They need to fully understand all facets of the source material
before they can reproduce it in the target language.
This includes understanding things like puns, jokes and word play, as well
as cultural references. Marketing translators should only translate into their
mother tongue in order to ensure that messages are expressed in the most
natural way possible.

Creativity
Although marketing translations involve a source text, these kinds of
translations are – by their nature – not word-for-word conversions.
A degree of creativity is required to think laterally and translate the original
content in a way that is still natural to the target audience. Although this is
not transcreation, marketing translators still need to take a step back from
the source text and sometimes use a different approach in order to write
something that conveys the same message to the audience as the source.

Client sensitivity
The critical aspect about marketing translations is that they are always strongly
linked to the source. This means that marketing translators are left walking a fine
line between producing a translation that reads naturally and engages with the
target audience, and still reflects the source and its emphasis.
While marketing translations do not generally include client feedback as part
of the workflow, it is not unusual for clients to feel invested in marketing
translations and want to change elements.
According to the client, the translation may be considered too far removed

Deadline focus
Marketing translators are, like most translators, paid by the word.
Meeting client deadlines and turning work around fast is therefore a priority.
Translations have to be of a high quality, accurate and engage the audience.
And they have to be done quickly, by the deadline set by the client.

Eye for accuracy

from the original, or perhaps it doesn’t go far enough. Marketing translators

Marketing translators might not be providing word-for-word translations,

have to be very careful to adhere to each client’s wishes as regards their work.

but they still need to get every last connotation across. Crossing every “t”

Sensitivity and flexibility are critical when it comes to producing content that

and dotting every “i” is important too. Grammatical errors and typos are

does exactly what the client wants.

definitely not acceptable.
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Career path:
professional training
Most marketing translators have some form of qualification in translation,
whether that’s at undergraduate level, master’s, or a postgraduate
qualification. However, these qualifications are rarely specific to translating
marketing content.
Marketing translators sometimes move into the field directly after finishing
their studies, but this is rare. They have usually been translating for a few years
before deciding to move into this specialism or already have a background in
marketing prior to gaining a translation qualification.

Academic courses
As previously mentioned, most marketing translators will have some kind
of qualification in translation – which is usually academic. These academic
courses are general translation or translation studies courses. However, they
often include a module that specializes in a particular area of translation,
whether medical, legal, technical or marketing.

Online courses: marketing translation

aspects carried out through webinars, but they are primarily delivered through
pre-recorded videos with associated tasks or assignments.
They are generally offered through online organizations or websites such as
proz.com and TAUS, but can also be delivered by professional bodies such as
ITI. Some universities, such as UCL in the UK also offer online short courses
that specialize in marketing translation and transcreation. These courses are
aimed at professional translators who already have translation qualifications
but are looking to expand their portfolio of specialties.

Online courses: marketing
Often translators who are looking to move into marketing translation do
additional courses in the subject matter; there are rather more courses out
there on marketing and copywriting than there are on marketing translation.
These courses are generally targeted on certain aspects of marketing, such
as email campaigns, blogs, social media and SEO – but knowing about these
aspects of marketing can give translators a huge advantage when it comes to
putting these skills into practice in the target language.
These kinds of general courses are available online from a wide variety of
organizations: the Open University in the UK offers both free short courses
and paid modular courses such as Marketing and Society that can be
combined with other courses to build a personalized qualification, while both

Online courses are a great way for translators to branch out into marketing

Reed, an online recruiter and job agency, and LinkedIn offer short online

translation, as they are much shorter than a full-blown diploma and can be

courses on marketing, SEO, social media management, and copywriting

done in the evenings and at weekends. These courses might have teaching

more generally.
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Career path:

Lucie, marketing
translator, Paris,
France
I studied

I decided to do a master’s in translation in Bath, because they had good links with

languages at university, and at the time my

aim was to get a job as a journalist. I worked on the student newspaper,
and interviewed staff involved in community projects as part of a series
about how the university was giving back to the local community.

I loved my year abroad, studying and working in a French secondary school.
But when I came back to the UK for my final year, I was really unsure of what
I was going to do career-wise. That year we did a lot more translation and I found
that I really enjoyed it. It was an unexpected challenge to read something in one
language, think about it a while and then recreate the same thing, but using your
own words in a completely different language.
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the EU and the Council of Europe. But I also did an online writing course, just to
keep my options open should I decide to go back down the journalism route.
That writing course turned out to be the best thing I ever did. It gave me great
insight into how to write in a tone of voice that suits both the purpose and
the audience.
Once my master’s was finished, I did an internship with the Council of Europe,
which gave me a great grounding in a really wide range of content types.
It also taught me how far you can and should go from a source text in producing
a successful translation. After I finished there, I worked with a couple of small
agencies, first in house and then as I got more confident, as a freelancer.

I finally moved to Paris four years ago – I fell in love with the city as a student

Having seen my CV, one of the agencies suggested that I might want to try my

and always wanted to move back here.

hand at tourism and marketing translations. At first I was nervous, but I took the

When I first started freelancing, I mainly did general translation work, along

plunge – and I haven’t looked back!

with legal texts, contracts, that kind of thing. But I found that the agencies kept

What I love about marketing translations is the way that every job is different and

pushing me to specialize more. And they were right: if you go on proz.com

requires you to think really carefully about what the original marketing messages

(the largest online translator network), pretty much every translator says they can

are and how the source text brings them to life, and then how you can adapt

do “general translation”. And do you know why that is? Because the vast majority

them for a new culture. One day I’m working on an email campaign, the next a

of university courses focus on general translation.

tourist brochure for the latest resort on the Riviera. I enjoy the variety and the

With the EU the number one employer of translators in Europe, most universities
aim their curricula at that. They offer general courses that cover a wide range of
topics, from social issues, to sport, to nuclear, to defence. When you’ve spent
three weeks on defence spending, you don’t really feel qualified to translate

creativity it requires. I’ve thought about going into transcreation, but it seems
like a step further than I’m ready to go right now. Maybe it will be a more realistic
option in a couple of years, when I’ve got some more marketing translation
experience under my belt.

technical automotive manuals, or blog
posts about trainers. You’re stuck in
no-man’s land, with no real expertise
in anything that the commercial
localization industry seems to want.

“

What I love about marketing translations is the way

that every job is different and requires you to think really
carefully about what the original marketing messages
are and how the source text brings them to life, and then

”

how you can adapt them for a new culture.

Lucie, marketing translator
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How do marketing translators work?
To a large extent, marketing translators work in a very similar way to
“standard” translators. Jobs come in from clients and they translate them
(often using a computer-assisted translation [CAT] tool). The marketing
translations are reviewed and then delivered.
The difference is often in the approach to the CAT tool – most marketing
translators only work in a CAT tool for practical reasons; they are familiar
with the interface, they can run all the necessary automated checks and
the translation memory can potentially provide some initial entry points into
the translation.
However, in terms of the traditional process of matching source segments
to target segments in a very systematic way, CAT tools are frequently too
rigid for marketing translation. Instead, marketing translators may choose
a different way to work.

■ Research

During the review stage, marketing translators either export just the target

■ Drafting the translation

or ignore the source column to focus entirely on the message contained in

■ Review by a creative expert

the target, rather than getting hung up on whether or not it is an accurate
reflection of the source.
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Three stages
of marketing
translations

Research
One of the key differences in approach between traditional translation and
marketing translation is the level of research undertaken prior to a project.
Translators will research specific terms as they go along and, if they are
working on a long, highly technical piece, might research the general subject
area to get a feel for what it is talking about; marketing translators need to
know far more background information before they start.
They need to know the target audience and the overarching aims and message
of the text – which might not be obvious from analyzing the source. A hotel
brochure that is aimed at businesses is going to use a very different style, tone

Standard
Translation

Marketing
Translation

Research specific terms
Research general subject area
Know about the target audience
Understand text message
Consider style and tone of voice
Look at existing
marketing material

of voice, and even language from one that is aimed at holidaymakers.
They will also need to look at any existing marketing material that the client
has already published. The aim here is to either sync the marketing translation
with what has gone before, or to avoid any previous pitfalls and mistakes.

Drafting the translation
Whether or not the marketing translator decides to work in a CAT tool, this

Finally, if the marketing translation is for an online campaign, they will need

is a lengthier process than for a straightforward translation. The marketing

to look at any SEO keywords that need to be included in the target text.

translator will often work on the project, then put it aside to come back to with

These will be based both on keywords as reported by the client and the

“fresh eyes”.

marketing translator’s own knowledge and local expertise of the keywords
that are used in the market.

There may also be several different drafts of the project too, where the
marketing translator does a bit more research in between each draft to try to
work out the best way to get the message across, while still retaining all the
elements of the source text.

Translation in Action ■ Issue 1/2020

Review by a creative expert
This is another area where the process for marketing translations differs from
that of more standard translations.
All translations are reviewed by a second native translator or reviewer.
However, with marketing translations, the emphasis is placed on the skills and
experience of this reviewer. Rather than being skilled in reviewing texts, they
are generally a skilled creative in their own right. They might be a transcreator,
or a highly experienced marketing translator; either way, they will be well
versed in the importance of the message and audience for the client.
While the marketing translation might be carried out in a CAT tool, the review
stage is almost always done outside a tool. This allows for the reviewer to
focus their attention purely on the target text and to not be confused into using
non-native language as a result of the presence of the source.
Edits are then made in the CAT tool, either by the reviewer or the marketing
translator. They will often discuss any changes to be made and agree whether
or not they are necessary. The final text is exported from the tool and delivered
to the client.
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In summary

What’s next?

■ Marketing translators bring a limited degree of creativity to the translation of

When creative content is king, you need a highly skilled writer to create it

longer creative texts, where the original source material is still of paramount

for you. We explore the skillset needed by copywriters and how they work in

importance.

Chapter 4.3 Who are copywriters?

■ Transcreators often also work as marketing translators. Marketing
translators may move into transcreation once they have gained experience.
■ Marketing translators have a range of skills, including: a strong
understanding of both the source and target languages, writing expertise,
cultural insight, creativity, deadline focus and an eye for accuracy.
■ Although there are few academic courses in the field, there are a number of
online short courses offered by various providers.
■ Some marketing translators complete courses in marketing so they gain
insight into how best to respond to clients’ needs.
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Chapter 4.3

Who are copywriters?
Copywriters use words to create content that seeks to
influence people’s ideas, opinions and behaviours.

A profession that emerged in the 20th century, copywriters originally worked in the

In this new paradigm, much of the content produced by copywriters is less

advertising and marketing industries. They created the written content (or “copy”)

concerned with the direct sell. Instead, usually by providing valuable information to

that appeared in adverts on television, in magazines or on billboards. From high-

targeted audience groups, copywriters create content aimed at building long-term

profile global campaigns to quarter-page ads in the local newspaper, the aim was

relationships between the brand and the consumer.

clear: to sell a product, service or (sometimes) an idea.

Content marketing is now the most common type of material produced by

Nowadays the role of the copywriter has hugely diversified, largely due to the all-

copywriters. Blogs, eBooks, white papers, thought pieces, “how to” guides, social

encompassing impact of the internet and the emergence of content marketing.

media posts, video scripts and news articles are all forms of copywriting which
have become key elements of the 21 -century copywriter’s portfolio.
st
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What are the key skills for
a copywriter?
Whatever type of content they create, all copywriters need to convey relevant

audience. In-demand copywriters have a chameleon-like ability to adapt their
style from brand to brand and from project to project.

Research

messages in impactful ways that engage with targeted audiences. To do this,

Unlike the transcreator, the copywriter does not have a single source text to

good copywriters draw on a wide range of skills that go way beyond good

work from. Sometimes, they are given a number of source texts and reference

grammar and punctuation (though these skills are, of course, important too).

materials; other times, just a title or a project goal (“create a blog post on search

Let’s look at some of the most important ones.

engine optimization”, for example) is provided. Copywriters, therefore, need to be

Ability to grab attention
There is a rule of thumb in content marketing which states that four out of five
readers only read the headline of a piece of content – only one in five actually
gets to the main body of copy.
In the “always-on” digital-saturated world of social media feeds, news updates
and inbox overload, copywriters need to grab attention quickly. Through creativity
and market insight, a good copywriter creates a compelling angle or headline
that connects with the target audience at first glance and draws them in.

Adaptability
As with the transcreator, the expert copywriter can shift the tone of voice on
a dime. Each project requires a detailed understanding of the brand tone of
voice and how to use it for a particular content format and a specific target
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very comfortable with doing their own research on brands, markets and industry
areas with which they may have had little or no previous experience.
In the internet age, it’s not a question of having access to information.
It’s about being able to locate reliable sources of relevant information, extract
key messages and ensure their relevance to the project at hand. The pace of
research is crucial too: expert copywriters possess a laser-like focus to find
the information they need at speed.

Presenting complex ideas simply

Writing to order

Contrary to the popular image, most of the copywriter’s work isn’t

By definition, a copywriter is someone who is paid to write for someone else.

brainstorming high-level creative ad campaigns with clever slogans.

With this comes a set of responsibilities that aren’t always apparent to writers

It’s often about presenting complex ideas in a simple, accessible way.

aspiring to break into this field.

A lot of the time, the focus is on using everyday language, clear headings and

It means writing in the style the client wants, rather than according to personal

signposting, and content that follows a logical order from beginning to end.

preference. Being able to take feedback and use it constructively to refine copy

It’s harder than it sounds, but a good copywriter makes it look easy.

is essential – sometimes a thick skin is required.

Knowing how to present information in accessible ways (such as infographics,

And, of course, tight deadlines mean being able to produce content at speed.

bulleted lists, pull-out quotes and information boxes) for the specific medium

Perfectionism isn’t always helpful. Producing something good enough and on

(web, mobile web or text message, for example) is an important attribute in

time is always preferable to the ideal content submitted late.

the copywriter’s skillset.

Creating a sense of flow

Goal focus
In marketing and advertising content, the copywriter is always writing for a

Good copy takes the reader/viewer/listener on a journey. It starts by grabbing

very specific purpose: to sell a product or service, to change behaviours, to

attention (see above) and then it must continue with a rhythm and structure

raise brand profile or (often in the world of content marketing) to provide useful

that makes logical sense but also sustains interest and engagement through to

information to the reader.

the end.

That means, like the transcreator, the copywriter must never lose sight of the

Across different formats, copywriters know how to create this sense of flow.

goal of the writing and all rhetorical elements must work towards this. “Calls-

Using rhetorical devices, crafted transitions, shifts in pace, carefully bundled

to-action” (or CTAs) are therefore one of the most important elements of any

information and appropriate tone of voice, they produce content that runs

piece, but they don’t need to be complex. “50% off for one week only – buy

smoothly from beginning to end.

now” is a simple yet great piece of copywriting in the right context.
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Career paths:

Haru, copywriter,
Tokyo, Japan

I graduated

However, I did see a lot of opportunities for online content writers, so it was

in media and communications in

Tokyo and I always had this idea I wanted to be a copywriter, writing the ads
that you see on billboards and in magazines. But advertising copywriting is
a tough field to break into. If you don’t have experience, you can’t get a job;
and, of course, if you don’t have a job, you can’t get experience.
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easier to get a foot in the door there. My first few jobs were working for
Japanese eCommerce sites as the market really began to grow in the 2010s.
Initially, I wrote a lot of product descriptions and also did some social media
posting. You learn how to be concise, to produce content at speed, and to write
for different brands and audiences.

A few years ago, I started working for a global linguistic service provider as part
of their multilingual copywriting team. It’s been really interesting to work on
global campaigns and have the responsibility of providing the content for the
Japanese market.
A lot of the work at the moment is on longer-form content such as blogs and
articles that are aiming to provide useful information to the brands’ audiences
rather than directly selling a single product or service.

“

I love creating content that is really relevant to the
Japanese market. That could mean, for example, referring
to topical events in Japan, knowing who the top TV
celebrities are, understanding the trends in the market, or
just using idiomatic phrases and current language. It’s all
about making the connection with your target audience.

”

Haru, copywriter
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Career paths:

Samuel, SEO copywriter,
Johannesburg,
South Africa
I originally

studied business for my degree in

Johannesburg and my first job out of university was in sales at a start-up
technology company.
But I soon noticed I was more interested in creating and writing the marketing
materials we were using to sell our services rather than the actual customerfacing activities, so I transitioned my role into copywriting.
Because it was a smaller company, I was writing a bit of everything – press
releases, brochures, web content, product descriptions and social media posts.

So, for example, for all our web content I analyze what the latest keywords are
in the particular topics we want to write about. Then my job is to incorporate
these into the content in a really natural way and with the right keyword density –
Google recognizes if you’re trying to ‘stuff’ keywords into your content in order to
boost your ranking, and it will penalize you for that.
With SEO copywriting, you’re always thinking about connections. How can you
create links to your existing content and what links should you be making to
external content? That builds authority in the eyes of search engines.
Ultimately, the best SEO approach is about making a really great piece of content

It was what they call a ‘digital-native’ firm, so there was a really strong focus on

that your audience finds useful. If they do, they’ll share it on social and link to

SEO for everything we did online. I found that I really enjoyed the combination of

it on their websites. That’s free advertising and the best way of boosting your

applying quite technical SEO principles to more creative aspects of your writing.

search rankings.
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Career paths:
professional training
Copywriting is a diverse field and many professionals
do not have formal qualifications or training. However,
there are an increasing number of training options
and courses for aspiring copywriters to consider.

Academic courses
Across the globe, a growing number of academic institutions offer courses
in copywriting. Courses are offered at both bachelor’s and master’s level,
providing valuable training in areas such as:
■ Key writing skills
■ Different styles of copywriting

Online courses
There are a wide range of online courses which provide training in copywriting,
including specialist fields such as writing for blogs, SEO or social media
content. eLearning is a preferred option for many for a variety of reasons,
because:
■ Remote learning can be accessed from anywhere with an internet
connection
■ Flexible learning can be structured according to the user’s schedule
(allowing for training while already working)
■ Rich media content provides with video tutorials by professional trainers
■ Some courses offer feedback on assignments and engagement with other
learners
■ Affordable prices mean there is a course to suit any budget. In fact, some
online providers provide free courses in copywriting.

■ Working with creative teams

Professional courses

■ Project management and the copywriting workflow

In many countries, there are a number of professional bodies and institutions

■ Professional networking
Many courses include placements, providing the relevant professional
experience many employers value highly.

related to copywriting, including those which cover the broader fields of
advertising, marketing and professional writing (including journalism and
creative writing). Some of these offer accredited training in copywriting
themselves; nearly all provide advice and details on copywriting training by
other providers.
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Examples of copywriting training courses
There are a huge range of copywriting courses in different formats
around the world. Here’s a quick snapshot of what some different training
providers offer.
■ Confident Copywriting is a short online course offered by the London
College of Communication which focuses on learning the craft of
creating copy for advertising and marketing communications.
■ The Master’s in Copywriting from the Miami Ad School in Madrid is
a one-year course (with an additional three-month work experience
placement) focusing on creative copywriting (in Spanish) for the
marketing and advertising industries. Classes are held in Spanish and
English to reflect the multilingual nature of working on global accounts.
■ Content Management and Copywriting is a specialized four-month
course (in Italian) offered by IED in Milan covering the creative and
strategic aspects of writing for brands both on and offline.
■ The Chartered Institute of Marketing offers a range of short
virtual courses on different aspects of copywriting including Digital
Copywriting for Websites, B2B Copy and Content Writing and Digital
Copywriting for Social and Content.
■ The School of Journalism and Communication in Hong Kong offers a
module in Applied Advertising Copywriting as part of its postgraduate
degree courses.
■ eLearning provider Udemy offers a range of low-cost online courses
focusing on different aspects of copywriting.
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How do copywriters work?
Because of the creativity required in this field, the workflows that copywriters
use can vary from person to person and from project to project. However, here
are some of the key stages that copywriters follow.

Proposal
The client submits a request for proposal for copywriting. The copywriter
(or their employer) submits a proposal which includes relevant experience,

Idea generation
The copywriter generates a first draft or a set of original ideas for presentation
to the client. Brainstorming, concept development and refining the copy can all
be part of this process.

Feedback and approval
The client provides feedback on the ideas presented. These are refined or new
examples are generated until the client approves a final version.

price and schedule.

The debrief

Creative brief

Larger projects or high-profile campaigns can involve a project debrief with

Once contracted, the copywriter receives a full creative briefing from the client
which includes discussion of any source texts or examples, key goals, any
culturally relevant issues, brand tone of voice, target audience and any relevant
examples of similar work.

Research
The copywriter conducts research into the brand, product/service and its tone
of voice, the target market, relevant content/campaigns in the target language,
audience demographics and industry trends and terminology.
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the client or within the in-house team. This should focus on key learning points
that will make any future copywriting projects more effective.

In summary

What’s next?

■ Copywriters create content that seeks to influence people’s ideas, opinions

The creative process can seem complicated and off-putting initially. But you

and behaviours.
■ With the emergence of content marketing, the copywriter’s role has become
much more diversified.
■ Key skills for the copywriter include the ability to grab attention, present
complex ideas simply, create a sense of flow, adaptability, write to order
and goal focus.
■ There are a range of short- and longer-term training opportunities for
copywriters with academic institutions, professional institutions and
eLearning providers.
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can increase your chances of success if you include some key aspects from
the outset. In Chapter 5.1 The creative process: the dos and don’ts we look at
the vital elements of the creative process, and potential pitfalls to avoid.

Chapter 5.1

The creative process:
the dos and don’ts

As we’ve seen, the creative process is a critical part of companies’ marketing and

4.2 and 4.3. We will be looking in more detail at the technical workflows and how

branding strategy. Whatever your creative task, whether marketing translation,

these vary depending on the technology being employed in Chapter 6.1 How is

transcreation or multilingual copywriting, the process and workflow need to be

technology used in the creative process?.

established at the start.
Both vary a great deal depending on what your method is: marketing translation,
transcreation or multilingual copywriting. We looked at the different ways in
which marketing translators, transcreators and copywriters work in Chapters 4.1,
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There are some critical aspects to the creative process though, which can be
summarized in the following table.

Do

Don’t

■ Get a comprehensive brief from the client

■ Start writing without carefully analyzing the brief

■ Ask for examples of work that matches the intended style/format of

■ Start writing without clarifying any key questions with your client

the finished piece
■ Establish who the target audience is
■ Decide on the tone of voice with the client
■ Talk to the client about their style guide and any other content they have
in the target language
■ Remember to take account of cultural specifics, which might vary
according to region even within one language
■ Conduct a review stage by another professional translator/transcreator/
copywriter with reference to the original brief

■ Make assumptions about key issues such as target audience or tone of
voice without clear (and documented) guidance
■ Start writing without checking whether the client has a style guide,
or a preferred style such as the Guardian’s or Chicago.
■ Automatically presume that a target country has only one language
(for example, the US has a huge Hispanic population who would rather
be addressed in Spanish than English)
■ Be afraid to ask your client questions during the writing process
(your colleagues can be a useful resource too)
■ Be wary of the editing/review processes – the best work usually arrives
through careful refinement of ideas
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These key points can be summarized
by two statements:

Talk to the client.
The client may not initially know what they want, but once you start asking
questions about the target audience and demographic, and whether they
already have a style guide, you will find that most clients will already have
a good idea of who they are targeting and what they want to achieve
(even if they don’t know exactly how to do so).

Don’t just rush into creating.
Research is vital, and the time spent on this aspect and getting a detailed
brief from the client will save a large amount of time later on. The last thing
you want to do is redo work when the client decides that actually they want
to use a different angle.
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In summary

What’s next?

■ It is important to establish the process for creating creative content

The brief is an important aspect of any creative task. We will explore

before you start work.
■ The brief and tone of voice are particularly important to clarify with
the client before work begins.
■ Any time spent on initial research and planning will be repaid in the time
saved from not having to redo work for the client.
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its importance and all the aspects that need to be considered in
Chapter 5.2 The brief.

Chapter 5.2

The brief
The brief is the remit from the client describing exactly what
the localization project is, what its aims are, how they should be
achieved and the deadline. It’s the document used by marketing
translators, transcreators and copywriters to adapt or create
marketing content for different target markets.
This section looks at the brief from two different angles:
■ How to create a brief
■ How to interpret a brief

Definition of a creative brief

In fact, research suggests clients consistently don’t provide sufficient
information in their creative briefs to the marketing/advertising agencies they
have contracted to complete their projects:
■ 58% of clients believe they provide effective creative briefs
■ 27% of agencies believe they are provided with effective creative briefs

“A document that gives details of what should be considered when something
is being designed or advertised”
Cambridge Dictionary

How do you create a brief?
The brief is an essential document to any marketing translation, transcreation

Why is a good creative brief important?

or copywriting project. It needs to cover a wide variety of information and to
be as detailed and comprehensive as possible so that the marketing translator,

The brief is the starting point for all creative localization projects, setting

transcreator or copywriter can provide the right localized content.

the objectives and defining the parameters of the work. Getting the brief right

Below is a breakdown of the kind of information that should be included.

is therefore clearly an important task, but by no means a simple one.
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Project description
The project description provides an overview of the project context and
background (whether it’s part of a product launch or sales campaign,
for example) and what format it will take, ie a press release, a white paper,
an article, etc.

Subject matter, scope and inclusions
The subject matter includes the overall topic to be addressed, while the scope
refers to the breadth of information to be covered in this particular piece of
content. There is usually a list of the specific pieces of information that must
be included, known as inclusions.
So, for example, the subject matter of a white paper could be trends in
advertising in the automotive industry, while the scope would be to look at
these trends in Europe over the last 30 years. Inclusions for this example

could be that this white paper must include references to advertising by BMW,
Renault and Fiat.

Objectives
The marketing translator, transcreator or copywriter needs to know what
the objective of the piece is, and what it is hoped will be achieved by it.
For example, if the piece of content is a blog post, is the purpose to drive more
traffic to the client’s main website, or to launch a new product, or to get users
to sign up to an e-newsletter?

Target audience
Know your demographic. If the client has a marketing department, they
should be able to furnish the marketing translator, copywriter or transcreator
with full details of the target audience, including such information as gender,
age‑groups, profession and geographic location. Who the piece is designed
for will impact dramatically on the tone and style used for the marketing
translation, transcreation or copywriting.

Tone of voice
From business formal to tech-savvy professional, fun-and-friendly to knowingly
ironic, there is a huge range of tones and styles that marketing content can
take. When using marketing translation, transcreation or copywriting as part
of a localization strategy, it’s important to be very specific about the required
style, providing examples where possible.
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For example, if the piece is destined to go out on social media to promote

■ Grammar/punctuation rules (such as capitalization or use of speech marks)

a new kind of glitter eyeshadow, the tone and style of the piece will be fun,

■ Dos and Don’ts (such as, use “customers” rather than “clients”)

informal, maybe even cheeky, targeting (mostly) millennials and gen Z’s who

If these guidelines are only available in the source language, an approach to

are thinking about their next night out or a new make-up style they can use for

how they are implemented in the target language needs to be defined as part

a selfie on Instagram.

of the brief.

Alternately, if the piece is a thought piece about the future of AI and
prosthetics design destined for a medical device manufacturer’s website,

Other elements

the style and the tone will necessarily be formal and authoritative, calling

There are a range of other factors that should be included in any brief.

for very specific subject matter expertise. In turn this will demand, ideally,

These can include:

a marketing translator, copywriter or transcreator with industry knowledge or

■ Word count (minimum and maximum)

excellent research skills.

■ Design and layout factors (eg images, captions, text for infographics,

Deadlines
The deadline for a project should be stated up front by the client or, ideally,
arrived at through mutual agreement during the initial stages of discussion
of the project. Feedback and revision stages should be incorporated into
the schedule and deadlines fixed accordingly.

Style guidelines
Many brands have comprehensive style guidelines for written content which
cover:
■ Spelling (ie UK vs US English)
■ Terminology (including brand names and technical terms)
■ Formatting rules (such as heading styles and bulleted lists)
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tables, etc)
■ SEO and keyword insertion

How do you
interpret a brief?

How do you interpret a brief?
For marketing translators, transcreators and copywriters, the brief is the
starting point for any project and provides a guide to what the final content
aims to achieve, what it should include and how it should meet its core
objectives.
However, each brief is open to interpretation and it’s up to the marketing
translator, transcreator or copywriter to find the best localization solution.
There are a number of ways which help the process of interpreting a brief,

Get a wider understanding of the client’s industry
For marketing translators, transcreators and copywriters, it’s always worth
taking some time to investigate the world the client lives in: their industry.
Who are their competitors and their industry bodies, what are their publications
and does your client take part in industry events? It’s also worth being aware of
where the client sits within its industry sector. The finished work, whether fully
created from scratch or transcreated from existing material, needs to reflect
their status within the environment they inhabit.

and provide a great finished product.

Call to action

Understand the client’s customers

Finally, every piece of content (written or otherwise) has to have a purpose –

If you really want to get a good handle on what your client wants, it is
important to do more than merely scan the list of age groups and adjust your
formal/informal register accordingly. Just as you need to spend time getting to
know your client, you also have to get to know your client’s customers – and
specifically, get to know what is often termed as their ‘customer pain points’:

so this needs to be clearly understood. Is it to sell, inform or gain followers?
A call to action should be created accordingly: it can be as simple as “Sign
up to our newsletter”, “Check out the new collection”, or “Buy now”. Whether
sophisticated or simple, a call to action tells the reader or user what they need
to do and encourages them to do it.

■ What keeps them awake at night?
■ What do they look for and have difficulty finding?
■ What influences their decision to buy?
■ What are the barriers to their decision to buy?
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Emails that feature a single call-to-action
increase clicks 371% and sales 1617%

In summary

What’s next?

■ The brief forms the cornerstone of any marketing translation, transcreation

Understanding and defining a tone of voice for your brand is a critical way of

or multilingual copywriting project.
■ Creating a comprehensive brief involves detailed information on elements
such as objectives, tone of voice and target audience.
■ Interpreting a brief is a skilled process which involves understanding
a client, its industry sector, its product/service and its target audiences.
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creating a native brand experience across all markets. Chapter 5.3 Tone of
voice: definitions and examples explores the processes marketing translators,
transcreators and copywriters use to define and then implement a consistent
tone of voice in all content across all platforms.

Chapter 5.3

Tone of voice:
definitions and
examples
Tone of voice defines the way brands communicate with their
audiences around the world. As such, it’s critical for producing
marketing translation, transcreation and copywriting that
connects with target audiences in a consistent and effective
manner.

How do you define brand tone of voice?
Every piece of communicative written content (ie more than just a list),
has a tone of voice. For example, an advert may be humorously ironic while
a technical manual, by necessity, is likely to be explanatory and concise.

This section looks at how to define tone of voice and gives some examples of

When localizing marketing content, a client provides a specific brief or even

different brand’s tones of voice in action.

guidelines on the tone of voice required for the localized content. If not, this

■ How to define brand tone of voice
■ Four examples of great brand tone of voice: Mailchimp, Apple, Tiffany & Co,
Dove

needs to be determined before any marketing translation, transcreation or
copywriting begins.
The following five-stage process is a useful way to help define brand tone
of voice.
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1. Review existing content. This involves looking at a range of brand content
across different formats. Once the content has been gathered, it should be
analyzed for what makes it different or unique. What kind of register is used
(friendly, formal, or inspirational)? What kinds of linguistic techniques does
it feature (humour, descriptions, or questions)? Draw up a list of key features.
2. Review competitor content.Conduct the same process for a selection of
competitor content. Choose a selection of brand tone-of-voice attributes that
might suit your brand.
3. Understand your target audience.Using customer demographics, identify
and analyze the content your target audience consumes. What kind of
language do they use and what cultural contexts are they most comfortable
with?
4. Summarize the brand voice in three words.What three words best
describe the brand in question? If it was a person, how would you describe
it to someone else? For example, you might go for “energetic, optimistic and
sincere” or “professional, driven and focused”.
5. Provide a summary and examples.Once you’ve identified the key brand
tone of voice using the four steps above, create a summary of what you’ve
discovered. It’s really useful to provide written examples of what the brand
tone of voice does (and doesn’t) mean. For example, if a brand is described
as “passionate”, is there a sentence or phrase that demonstrates this?

“

”

The tongue can paint what the eye can’t see.
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Chinese proverb

Four examples of how brands create
great tone of voice
Throughout this eBook, we’ve examined the role of creative content and
the value of localizing brand tone of voice effectively.
But how does the brand tone of voice really work in action? Here we look at
four 21 -century examples of outstanding brand tone of voice and explore
st

the way language is used to define and drive brand values.

Example #1 – Mailchimp

Automated email platform Mailchimp regularly features in lists of great brand
tone of voice. Why? Because its written content succeeds both in achieving

Example #2 – Apple

core aims (such as educating and empowering customers) and creating
a distinctive brand personality (through clarity and humour).
In its tone of voice guidelines, Mailchimp stresses that its brand communications
should always use simple, plainspoken language. Avoiding both technical
jargon and hyperbolic marketing language, the content should be easy to
understand and get straight to the point.
Take a look at the visual above for a great example of this: “Tips to help you
sell more stuff” is an exact description of why users should read the content
that follows; it uses everyday language with no fuss or frills.
Mailchimp’s writing feels personal because it always addresses its users on a
one-to-one basis. For example, note the use of “you” and “your” in the content
above (“If you’re reminding a customer about….” or “Only 5% of customers who
visit your website…”).

The world’s most valuable brand has reached this position thanks to its

And because Mailchimp wants to be seen as a human, friendly brand,

obsession with quality in everything it does – including its brand tone of voice.

it actively embraces an offbeat sense of humour in its content. In one tweet,

Although Apple offers cutting-edge technology, its tone of voice focuses

it used an analogy of a hungry pet to describe what it does best: “We send

on short and simple statements that immediately signpost the benefits of

600 million daily emails like a golden retriever eats a plate of spaghetti”.

choosing this brand in a way that is clear, concise and easy to remember.

It’s an amusing everyday image that is easy to relate to while simultaneously

The headlines in the example above get straight to the heart of what’s on offer

illustrating the scale of Mailchimp’s daily activities.

in bold, declarative sentences that jump out from the page.
With its tone of voice, Apple is not afraid to position itself as the industry
leader, even with a hint of smugness.
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Take for example, one tagline for the iPhone which read: “Our most amazing

The setting is romantic, yet the language and sentence structure is simple and

iPhone yet. 10,000 songs in your pocket. We think you’ll like it.” Again, the short

to the point. In this way, the sense of luxury associated with Tiffany becomes

sentences make the selling point immediately obvious, while there is a knowing

simultaneously aspirational and accessible through its clever use of brand tone

self-assurance expressed in the “We think you’ll like it” sign-off.

of voice.

For a brand like Apple, the confident style in which it speaks plays a huge role

The campaign wasn’t limited to poetic descriptions either. It also gave advice

in how it is perceived around the world.

and suggestions to help bring more romance to couples’ lives.

Example #3 – Tiffany & Co
As one of the world’s best-known luxury brands, it’s not surprising that Tiffany
& Co has made a consistent effort to develop its tone of voice and make it
relevant to a 21 -century audience.
st

Like the jewellery it sells, Tiffany’s brand tone of voice can be described as
simple, elegant and refined. In one social media campaign based around the
theme of “True Love”, Tiffany offered a range of often poetic tips of how to
keep the fires burning, such as the following:
This practical tip is one that is easy to relate to, but also a little bit different
from a lot of popular romantic suggestions. It is also one that couples can
engage with, by sharing their own experiences of reading to their loved one.
Finally, the campaign asked users to upload photos depicting what true love
meant to them. Such as these gorgeous pictures featured by Fashion Notes.
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This campaign is the perfect example of the way in which a uniform tone of
voice can be deployed in a strategic way across different channels in different
ways to build user engagement.

Example #4 – Dove
Dove is a personal care brand frequently cited by marketing experts as an
exceptional example of how an authentic, empowering brand tone of voice can
simultaneously create value for shareholders, consumers and society at large.
The brand is renowned for its use of models of different shapes, ethnicities
and sizes, and its engagement with issues such as body positivity, self-esteem
and social justice. It’s not surprising, then, that its brand tone of voice is
friendly and supportive while also being confident and aspirational.
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The text above was part of Dove’s Campaign for Real Beauty which focused
on challenging beauty stereotypes. The headline is effective by combining
simplicity of language with a highly inspiring message that speaks to everyone:
“We see beauty all around us”.
Always inclusive, Dove signs off with a call-to-action that is engaging, personal
and effective: “Won’t you help us?”. From social media posts to high-level
creative campaigns, Dove has a brand tone of voice that is both instantly
recognizable and empowering. The company has recognized that if their brand
speaks to women, women will speak back to it.

In summary

What’s next?

■ Defining the brand tone of voice is critical to marketing translation,

Transcreation is a complex process. In the next section, Chapter 5.4 What

transcreation and multilingual copywriting projects.
■ If the brand itself doesn’t provide tone of voice guidelines, a five-stage
process can be used.
■ Great tone of voice brings brand values to life through a consistent
approach to language creation.
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are best practices in transcreation?, we explore some of the approaches used
to ensure successful outcomes for marketing content.

Chapter 5.4

What are best
practices in
transcreation?
Combining cross-cultural insight, linguistic expertise and creative
inspiration, transcreation at its best brings marketing messages
to life in new cultural contexts. This section explores some
of the best practices that transcreators follow to make their
projects succeed.

Seven key transcreation practices

Interpreting the brief
The brief is the starting point for any transcreation project and a document
that should be referred to throughout all stages of the project lifecycle.
As discussed in Chapter 5.2, it should provide the transcreator with key

■ Interpreting the brief

information such as project objectives, deliverables, target audience, tone of

■ Establishing context

voice and style guidelines.

■ Understanding the brand

Best practice is always for a transcreator to study the brief carefully and to ask

■ Analyzing the source text

the client for clarification on any information gaps before starting the project,

■ Getting to know the product/service

and also during the project if any issues or questions arise at a later point.

■ Tailoring to the target audience

Before delivery to the client, the transcreator or review team should check that

■ Localizing intelligently

the transcreation has met the key requirements of the brief.
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Establishing context
Aside from the brief itself, the transcreator should aim to gather as much
background and relevant historical information as possible about the campaign
to support the brief.
It is important to establish whether the task or series of tasks are a standalone
project, or if they are part of a wider campaign that is being rolled out (or has
been rolled out) across different media. If it is part of a wider campaign,
existing campaign materials should be analyzed for their relevance to the
current transcreation project.
Within a creative campaign, material like mood boards and creative notes
from the company’s own marketing campaign meetings are incredibly useful
as a resource to help give context to the project in the transcreator’s mind.
Even documents relating to older campaigns can be useful as they can help
to illustrate the company’s thought process in creating a campaign and their
expectations for the current project. In a similar vein, it is also useful to have
access to any earlier transcreation work that has been commissioned by the
company, and any accompanying feedback or commentary.

customers access a brand, often unconsciously at first. The client should
provide a comprehensive brand guide to help transcreators develop an
understanding of the brand and the company from the inside out.
At the beginning of the process, a useful exercise for the transcreator is to

Understanding the brand

create a list of adjectives that he or she feels describe the brand. Using these
words in tandem with the company’s brand guide, the transcreator can go

Getting to know and understand the brand is fundamental to the success

on to investigate the brand’s tone of voice, and how they communicate with

of any transcreation project. Brand image and identity is the first way that

customers.
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From a basic notion of formal or informal tone to a more in-depth examination
of how the brand posits itself in relation to their customer, the transcreator
should begin to understand how the brand works on all levels with its
customer base.

Analyzing the source text
For any transcreation project, a deep analysis of the source text is the
foundation for success. The transcreator will look at a variety of features that
help to define the source text, including:
■ Tone of voice: noting whether the language is friendly, humorous,
inspirational, etc
■ Linguistic devices: analyzing use of techniques such as rhyme, alliteration,

Understanding the product/service
In many transcreation projects, the content is destined to sell a product or a
service. In such cases, gaining a deeper understanding of the product/service
can aid the transcreation process.
If the campaign has been created around selling a particular product or
service, having some access to the actual item is invaluable, over and above
just relying on visual images, although those are a bare minimum. In this
way, the transcreator can develop a real working knowledge of the product,
especially if it is technology or machinery. Marketing material and technical
specifications should accompany the brief and source text, as well as
information about the product’s USPs and the specifics of the intended market,
especially if this a new and untried demographic.

rhetorical questions, etc
■ Terminology: understanding the use of brand-specific or technical terms
■ Cultural references: listing whether there are any culturally-specific themes
or references within the source content
■ Source language specifics: noting whether the source language uses
particular vocabulary, phrases or constructions that do not translate easily
into the target language.
This analysis helps to guide the transcreator in understanding the degree
to which the content needs to be adapted, linguistic approaches and the level
of creativity to be applied to the transcreation project.
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Tailoring to the target audience
Understanding the target audience is crucial to any transcreation project.
Customer demographics such as age, gender, spending power, marital status,
with or without children, interests, education and career, will be instrumental in
the design of the campaign, and will give vital clues to the transcreator on how
they should proceed with their task.

Consideration should also be given to whether the target market for the
transcreated content will be the same as the home territory demographics,
as to make this assumption might have a detrimental effect on ROI.

More information = better transcreation
The simple rule of thumb is that the more information that is given to the
transcreator, covering as many of the topics above as possible, the better.
The transcreation process is then supported by a wide range of resources

Localizing intelligently
Localization is about understanding when and how different markets require
different approaches to achieve the core project goals. Each territory will
impact on the transcreation process in a different way, no matter if the same
language is spoken.
For example, if transcreation is required for both Portugal and Brazil, it may
be beneficial to use both Portuguese and Brazilian transcreators to provide
in-country cultural and linguistic insight, despite the fact that both creative
linguists share a common language.
Care also needs to be taken when localizing for different media. If the
transcreated content is for use across social media, a different tone will need
to be employed depending on which social media channel the material is
posted on.
Facebook posts have a different tone and feel to Twitter posts the world
over but the transcreator needs to be more regionally specific. For instance,
in certain Arabic-speaking regions the tone on Facebook will be more formal
than in other regions. The transcreator therefore needs to be in tune with local
preferences from territory to territory within a region, and the work needs to be
backed up by scrupulous market research.
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which can improve both the quality and speed of projects.

In summary

What’s next?

■ Transcreation is a creative process which can be improved by a wide range

Moving on from best practices, in the next section, Chapter 5.5 Transcreation

of best practices.
■ These best practices include getting to know the brand, product/service,
source text and audience in detail.
■ Best practices are supported both by the client providing access to relevant
information and materials, and through the transcreator’s own research.
■ The collected information and analysis of it guides the transcreator
throughout the project lifecycle, improving quality and speed.
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examples and commentary, we look at how these work in real life, with
examples of great transcreation in action – and what we can learn from it.

Chapter 5.5

Transcreation
examples and
commentary
The best way to see how transcreation can really work well
(and vice versa) is by looking at some examples where the
practice has been employed by world-leader brands on famous
– and infamous – international advertising campaigns.

Example #1: Apple – “Small Talk”
Back in the days before streaming services and smartphones, the mp3 player

There are many challenges unique to each language pairing involved in
transcreation, not only linguistically speaking, but also taking into account
cultural, political and historical factors.

The key aim of advertising is to create messages, slogans and ideas that
resonate with your target audiences on a personal level, so that they can
begin to create a relationship with the product or service that is being
offered and, therefore, buy it.

briefly reigned as the world’s preferred choice of music-playing device. Apple’s
iPod shuffle was a popular option, combining as it did an affordable price, tiny
size and great playback quality.
Apple decided that for the big entrance for their new product, they would
emphasize its small size compared with competitors. Its chosen slogan for
the iPod Shuffle launch in 2009 was “Small Talk”, which was a classic example
of copywriting brevity at its most brilliant.
As reported on Medium, Nataly Kelly and Jost Zetzsche discuss this natty
little slogan and the difficulty that it presented to Apple in terms of localization

in their book Found in Translation. The main problem is that “small talk” is
an idiomatic phrase – its linguistic meaning can’t be deduced from the actual
definitions of the words themselves, but rather how they are understood as
a phrase in their cultural/linguistic context.
Literally translated, “small talk” becomes meaningless in many other languages
and, importantly, the play on words (“small” referring to the size of the iPod
Shuffle) no longer works. Something so incredibly simple suddenly becomes
complex beyond recognition.
The smart marketers and linguists involved realized that the slogan would
need to be recreated independently for each language (plus with regional
variants as required).
So Apple decided transcreation was the most appropriate solution, creating
four new slogans in two languages.

“Small talk” transcreated four ways in two languages
Language

Transcreated slogan

Back translation

Latin American Spanish

Mira quién habla

Look who’s talking

European Spanish

Ya sabe hablar

Already knows how to talk

Canadian French

Petit parleur, grand faiseur

Says little, does much

French

Donnez-lui de la voix

Let him speak

All of the transcreated slogans are a pretty long way away from “Small talk”, yet they all do the same job of conveying a sense of how amazing it was at the time that
a product could be so physically small and yet contain so much information.

Example #2: Nike – “Just do it”
Nike is the world’s biggest sports brand and its “Just do it” tagline consistently
tops lists of the world’s most memorable and/or valuable slogans of all time.
The famous slogan was first launched in 1988 and has been the cornerstone
of the brand’s ethics and status ever since. Did it need translating or even
transcreating? This is an example of brand power tied to a strong visual ad,
topped off with celebrity endorsement, really coming into its own.
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The “Just Do It” slogan had the money of a massive US-powered advertising

The resulting campaign video ad features Chinese people of both genders,

campaign to propel it across the globe. Following this, the sheer simplicity

all ages and every walk of life taking part in a variety of sporting activities

of the slogan, presented with the iconic swoosh logo (a brand identifier that

while wearing a smart new pair of Nike trainers. The backdrop for the video is

needs no translation of any kind), meant that those three simple words could

Shanghai, including its schools, parks, playgrounds, backstreets, docks, as well

remain in English the world over, while still being recognizable and retaining

as the massive super-corporate end of the city.

their meaning to non-English-speaking audiences.

The video is visually breathtaking: full of energy, inspiration and positivism,

However, despite the success of using the slogan in English around the world,

three tenets which the brand has always set at the heart of its ethos. To

Nike didn’t create one of the world’s most valuable brands by believing that the

add to this visual feast, the text content cleverly makes use of the English

same approach works in all places at all times.

language slogan, paying reference to it constantly, while speaking to its target

Which brings us to 2011 and a campaign that Nike ran for China. 用运动

roughly translates as “make sport” or “have sport”. Used in conjunction with
the English “Just Do It”, the Chinese phrase goes a long way to rooting the
brand into the contemporary culture of the country in a way that the English
slogan alone could never achieve.
Nike’s commitment to localizing its marketing messages for China didn’t stop
there. In 2016, it hired an American advertising agency but, crucially, they
worked directly with the agency’s subsidiary office in Shanghai, enlisting a
resident, native speaker to be the creative director on the project.

demographic in a direct manner.
A back-translation of the content reads as follows:

“You don’t have to do it for the glory
You don’t have to do it to be famous
You don’t have to do it for the boys
It doesn’t matter how you do it
...
We never said to do any of this
All we said was”
and here the English language slogan appears in block capitals across
the centre of the screen: “JUST DO IT.”
It’s a perfect example of transcreation that moves beyond a slogan into
an entire campaign approach.
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Example #3: McDonald’s – “I’m lovin’ it”
For our last example, we explore the transcreation of another slogan that is
known across the world: McDonald’s “I’m lovin’ it’”. However, in this case, a lack
of cultural and linguistic insight meant the transcreation is often held up as an
example of the pitfalls of cultural adaptation.
These three words, in English, instantly say one thing to millions of people
on the planet: hamburgers from the world’s most famous fast-food brand.
And, together with the jingle which accompanies it, McDonald’s have, in some
ways, managed to coast through the last 17 years on a marketing campaign
that pretty much writes itself.
But, dig deeper, and you’ll discover that the company has worked long and hard
to ensure that its “I’m lovin’ it” slogan is accepted around the globe. In fairness,
McDonald’s has made a real effort in trying to reach out to countries and
cultures in their own language. Unfortunately, for many territories, this was
an epic fail.
Let’s look at the comparatively recent Chinese version. The “I’m lovin’ it”

slogan in Chinese translates as 我就喜欢 (wo jiu xihuan). Ultimately, that was

McDonald’s first and biggest mistake: they translated where they should have
transcreated. While they were so busy avoiding using the word “love”, which
in Chinese has a very serious meaning, and certainly could not be used in this
context, they did not look at the phrase as a whole. The back translation of

我就喜欢 comes out as ‘I like it no matter what you say’.
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Writing about what he calls McDonald’s “self-hating complex”, Geoffrey Sant,
a US lawyer specializing in US-Chinese legal work, points out that such a
phrase is really a response to the question “Why do you eat that garbage?”.
In his blog Salon, Sant talks to Professor Lening Liu, director of the Chinese
Language Program at Columbia University who explains that the problematic
word 就 (jiu) has the linguistic role of “subjectivity to express someone’s
attitude”.

In other words, it is used when expressing a viewpoint strongly in
disagreement with what someone else has said.
Professor Liu adds that McDonald’s could have easily translated “I’m lovin’ it”
into a purely positive-sounding phrase by simply not putting this word in the
slogan. As a “positive alternative,” he suggested rendering “I’m lovin’ it” as
“我很喜欢” (wo hen xihuan) or “我好喜欢” (wo hao xihuan), both of which
mean “I really like it” – a more positive endorsement of McDonald’s food.

Depending on which corner of the internet you look, the “I’m lovin’ it” slogan
has been translated and/or transcreated into languages for well over 100
territories worldwide.
In the Language Log blog, Victor Mair points out that translating or even
transcreating the nuances of the short American English slogan, “I’m lovin’ it”,
has still proved too challenging for many languages, and McDonald’s were
forced to settle for using the original English version.
Mair states that, though this tiny English language phrase was easily
recognized in many languages, problems arose when communicating it
verbally. He cites the example of Japanese, where it is hard to pronounce
the initial “l” of the third word, for people who have Japanese as a first
language. Simply, the way the Japanese pronounce some English words and
sounds means that the slogan doesn’t work well in its original incarnation.

In summary

What’s next?

■ Apple showed careful attention to local context when transcreating

It can be difficult to know where to start with multilingual copywriting. In the

the slogan “Small Talk”, ensuring that the message remained relevant

next section, Chapter 5.6 What are best practices in multilingual copywriting?,

and impactful in new cultural settings.

we take a look at the best practices which make multilingual copywriting work

■ Even a slogan as widely recognized as Nike’s “Just do it” can benefit from
transcreation, as the brand showed with its commitment to localizing for
the Chinese market.
■ Transcreation which doesn’t take account of linguistic nuance and cultural
insight can backfire, as McDonald’s found out in its unsuccessful approach
to adapting “I’m lovin’ it” for the Chinese market.

across different cultural contexts.

Chapter 5.6

What are best
practices in
multilingual
copywriting?
Best practices in copywriting are determined by the nature of
the content, its purpose and the medium involved.
In this chapter, we take a look at several types of content, as well
as concepts such as branding, and examine what constitutes
best practices, and specifically what needs to be considered
when defining the shape, tone and structure of the multilingual
copywriting task in question.

Three key practices for multilingual copywriting
■ Understanding the brand
■ Getting to grips with SEO
■ Effective social media and blogging

Understanding the brand
Best practice in multilingual copywriting is about understanding brand values
and how they work in the copywriting context. This includes who and what the
brand is, what values it represents, and how it wants to position and present
itself to the world at large. It also involves creating tailored brand messages and
identities relating to specific services and products which the company offers.

The concept of strong branding and identity built around a product or service
is a driving force behind a company’s continuing success within its chosen
marketplace.

Getting to grips with SEO
The process of search engine optimization (SEO) aims to get online content

Today, many companies will have clear brand guidelines for both written and

ranked higher in relevant searches. Because of the volume of online content,

visual content. Copywriters should analyze these carefully and understand

SEO is an important part of the copywriting process in the 21 century.

how they work across the brand’s existing campaigns and content.

st

For copywriters, SEO involves research into keywords, trending hashtags,

For marketing material in any language to be truly effective regardless of

optimized content, including picture tags and meta tags. SEO should be

the industry sector, understanding a client’s brand thoroughly is the primary

constantly monitored and maintained; this can be achieved by using specialist

objective.

software to measure and rate a website’s traffic.

If the company operates B2B, a close look is needed at their corporate
relationships, asking how the company places themselves within their industry
hierarchy, and then, how they would like to grow within it.
It is important to look at both the contextual material which pertains to
the current marketing and advertising aims of the company, and historical
data which can give important information about the kinds of approaches
previously undertaken and the efficacy of such campaigns.
Much can be learned about a brand through its marketing and advertising
materials, and the ways in which it connects with its target audiences.
Every part of the content included in such material should be strictly aligned
with the company’s branding, with special focus on tone and style as laid out
in the company’s brand guidelines.

Effective social media and blogging
Many businesses operate language-specific social media presences across
different markets, as we will explore in the following chapter. This approach to
an online presence is a primary driver in the growth of multilingual copywriting.
Best practice determines that, ideally, each social media platform should
be considered separately for its effectiveness and suitability for a client’s
business. It is important to create content strategies and tailor written
copy and visual material to the demographics of each platform. To do so,
copywriters carry out careful research into how the various markets respond
to each specific channel.
Alongside content creation and campaign building, it is also necessary to
monitor analytics for ROI data, and compile monthly or quarterly reports.
A similar approach can be undertaken for blog-writing: the target audiences
and demographics should be investigated in order to create a variety of
content (in terms of both format, style and actual subject matter) of the type
which will resonate with specific sectors of the company’s audience.
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In summary
■ Because of the huge variety of content formats, best practices for
multilingual copywriting depend on the type and purpose of content.
■ A detailed analysis of brand values and how these are communicated
across different types of content is crucial to the success of multilingual
copywriting.
■ SEO is an important consideration for many multilingual copywriting
projects. This means that the multilingual copywriting strategy has to
include up-to-date analysis of key search terms and trends.

■ Multilingual copywriting for social media and blogs should be based on
detailed insights into the target audience that consumes content in each
target market and on each channel.

What’s next?
Growing your business globally requires commitment to a multilingual
copywriting strategy. In the next chapter, Chapter 5.7 Multilingual copywriting:
examples and commentary, we look at how different brands have developed
different approaches, and how they work in practice.

Chapter 5.7

Multilingual
copywriting:
examples and
commentary
Multilingual copywriting helps brands connect with target
audiences through the creation of new content which resonates
with the way they talk, work and live. In this chapter we look at
two of the biggest uses of multilingual copywriting: a multilingual
brand strategy and social media.

A local strategy on a global scale

Huffington Post: the laboratory approach

Some brands fully embrace their multilingual brand strategy. In fact, they

In 2015, Arianna Huffington likened HuffPost’s network of local websites to

take it to the next level, and combine it with a global addressable marketing

a series of “laboratories”. The international online news aggregator has grown

strategy, where the audience of each market is segmented and targeted

by trialling different approaches in different markets. Germany has focused

according to their interests, in a different way from all the other markets.

on video, while South Korea and Japan have trialled content that focuses on

There are different ways of doing this.

mobile.
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This approach involves having a different strategy for each market, depending
on its specialties. It is a great way to build a brand; by focusing on local
interests, you can develop expertise, before launching that style of content
elsewhere.

Netflix: local streams
Netflix has taken a somewhat similar approach. The volume and type of
content available on the online streaming service varies greatly depending on
the country.
To some extent, this is for practical reasons: some types of film are simply
less popular in some countries, therefore Netflix is unwilling to stump up
for the licence. It might be prepared to pay big bucks for a blockbuster in
a country where demand is high, and not bother paying for the licence for
a country where there is only minimal interest.
Netflix has also realized the value of targeting local markets. To this end, it is
creating an increasing amount of original content that is not only in the local
language, but also targeted to and marketed at its local markets.
This content is not only used to gain more local subscribers; it is also
marketed internationally too. The theory is that any content produced
specifically for a local market that succeeds, is likely to do reasonably well
internationally, particularly if it is marketed well.
Either way, Netflix’s success is illustrative of the importance of a strategy that
embraces the local specificities of each market.
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Social media: where multilingual
copywriting is a must-have for big brands
If you are a big global brand, you need your online presence to be multilingual.
And if your online presence is multilingual, then it goes without saying that
your social media has to be too.
But it’s not always a case of catering to your international audience; sometimes
a multilingual presence is the best way to reach different communities within
the same borders. A survey by Facebook IQ found that bilingual US Hispanics
preferred to consume and create online content in Spanish.
So what is the best way to go about creating a multilingual presence on social
media? There are several different options. Big global corporations often have
several different accounts which post in different languages. Microsoft, for
example, covers 16 languages, including Arabic, English, Finnish, French,
Indonesian, Japanese and Turkish (see table).
Not to be outdone, Samsung meanwhile covers 25 languages including Arabic,
Brazilian Portuguese, English, German, Greek, Japanese, Kazakh, Latvian,
Russian, Spanish, Thai, Turkish and Ukrainian (see table on the next page).
But it isn’t just tech companies who understand the importance of a targeted
multilingual brand strategy across social media. McDonald’s Twitter accounts
cover 12 different languages, including Arabic, Brazilian Portuguese, English,
Finnish, Japanese, Korean, Spanish and Ukrainian.

Microsoft

Samsung

McDonald’s

Arabic

X

X

X

Brazilian Portuguese

X

X

X

Czech

X

Danish

X

Dutch

X

X

English

X

X

Finnish

X

French

X

X

German

X

X

X

Greek

X

Hungarian

X

Indonesian

X

Italian

X

X

Japanese

X

X

Kazakh
Korean
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X

X

X

X
X

Latin American Spanish

Microsoft

Samsung

McDonald’s

X

X

X

Latvian

X

Lithuanian

X

Norwegian

X

Polish

X

Portuguese

X

Romanian

X

Russian

X

Slovenian

X

Spanish

X

Swedish
Swiss German

Ukrainian

X

X

X

X
X

Thai
Turkish

X

X
X

X
X

X

This approach allows you to focus on what’s important to each of your markets, rather than applying the same strategy and social media calendar universally.
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Coca-Cola’s market-by-market approach
A good example is Coca-Cola: in early September, their French account
was posting about new projects timed to coincide with la rentrée
(return to school).
Meanwhile their GB account was running a marketing campaign based on
the start of the new Premier League season. Each of these campaigns
was carefully constructed to appeal to that particular market. Coca-Cola

Microsoft’s shifting tone of voice

knows that there is no point translating a marketing campaign: just because

It’s not always about having different content for different markets. Sometimes

something works in one market, is no guarantee that it will work in others.

a different style or tone of voice is used for each market as well.
For example, Microsoft France spent the summer of 2020 posting regular
threads using the hashtag #Carnetsdété (#SummerDiaries). These posts
featured a series of educational facts and figures about Microsoft and its
engagement with the world. These ranged from how many staff are employed
by Microsoft to when AI officially became classified as a science to how the
company is helping with the conservation of snow leopards.
However, the global Microsoft Twitter account takes a very different approach.
It is a mixture of informative, helpful articles and funny quips about using
technology. It has a tone of voice that is quirky and entertaining, quite unlike
the French account.
This is because each account is targeted at different audiences, one global
and one local. In the case of the local one (the French Twitter feed), it allowed
local marketers to create specialized content in a different tone of voice that
was designed to engage specifically with a local audience.
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Canada’s PM and the Louvre
take the multilingual option
Then there are the accounts that are multilingual – ie that post in more than
one language, sometimes in the same post.
Justin Trudeau, the Prime Minister of Canada, posts on Instagram in both
French and English from the same account. This balance shows that both
official languages have equal standing and is very respectful.
Some social media platforms actually have tools to help you embrace
multilingual posting in this way. Facebook allows you to provide multilingual
copy, and then displays the correct language for the language that users use
the platform in.
Some brands post multilingually: one picture with captions in two or more

How do you personalize social media
content?

languages. The Musée du Louvre uses very visual images on its Instagram

For truly personalized content you need separate accounts. Fortunately, that is

account, which it then captions in both French and English.

not as difficult as it sounds.

This approach saves time and energy, and ensures your posts reach a wider

There are plenty of online platforms such as Hootsuite and Amplifr, or

audience. However, it limits the opportunity for personalization; you can’t

integrated tools such as Sprinklr, that let you manage multiple accounts

specifically target one part of your global audience.

in different languages and schedule posts across the day.
This is particularly important if you are posting for different markets in
different time zones; social media posting time is a key aspect of the
personalization and localization of a multilingual marketing strategy.

Pope Francis, a huge global influencer in his own right,
has nine different language accounts on Twitter.
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In summary
■ A multilingual brand strategy can either mean targeting different content
and marketing strategies to different markets, or using what appeals to one
market to develop a specialism which is then applied more globally.
■ Multilingual copywriting is critical for social media, as many brands have
different styles and tones of voice for different markets.
■ It is possible to post the same content multilingually using tools on social
media platforms to match the language displayed to the user’s language,
however it is easier to direct content if different accounts are used for
different markets and audiences.
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■ Platforms like Hootsuite and Amplifr allow you to manage several accounts
and schedule posts for the best local posting time, regardless of your own
time zone.

What’s next?
Technology has had a huge impact on the localization industry. But which
technologies are being used for marketing translation, transcreation and
multilingual copywriting? We explore the tools which shape creative content
creation in 2020 and beyond in Chapter 6.1 How is technology used in the
creative process?

Chapter 6.1

How is technology
used in the creative
process?

The role of technology in creative processes continues to develop in the digital

Over the last 50 years, technology has become well established in the localization

age. This chapter covers some of the technologies that have emerged to support

industry from the development of computer assisted translation (CAT)

creative services in the localization industry such as marketing translation,

tools in the 1970s to more recent advances in the 21 century in machine

transcreation and multilingual copywriting.

translation (MT). But its role in the creative processes, and how it can support

st

services such as marketing translation, transcreation and multilingual copywriting
is less well defined.
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In fact, a range of tools have emerged in the 21 century that have had
st

an important impact on the way marketing translation, transcreation and
multilingual copywriting services are managed within the localization process.
The most important of these are:

Where is MT best used?
MT is excellent for repetitive technical translations, where you can feed
in standardized translations for keywords, which are then populated

■ Content authoring tools

throughout. It is also great for things like user manuals which feature repetitive,

■ Asset management tools

straightforward, direct text in short sentences.

■ Product information management tools.

But it does not produce great results with texts that feature a lot of idiom or

Each of these types of tool has an important role to play in how creative

metaphors. It also struggles with longer sentences and sub clauses.

services are managed in the localization industry.

Because of this, there is little point using it to translate marketing material

But before we look at them, it’s worth taking a moment to consider where

or direct client-facing communications such as press releases. And MT is

and why we use the two technological behemoths of the localization industry:

certainly a long way from being able to handle anything academic or literary,

MT and CAT tools.

despite advances as a result of the switch to neural programming.

MT is used for:
■ Lists
■ Long repetitive projects
■ User manuals
■ Consumer emails/reviews
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Where are CAT tools best used?

the translation memory (TM) as translatable units. The segmentation rules are
usually based on punctuation – in English, a segment often ends with a full point.

As a rule, CAT tools are used almost by default for the majority of large

However, in things like bulleted lists this is not ideal. Equally, sometimes

localization projects, regardless of sector or text type. Over long projects with

multiple subclauses can result in a segment which is several lines long –

a high word count, they ensure a high level of consistency, with repetitions

especially in languages like German or Chinese.

often translated separately and then used to populate the entire project before
it is split between translators.
The translators are then able to work simultaneously, as they have real-time
access to other translations that have been saved to the memory. These can
be used to ensure consistency of style, sentence structure, terminology, etc.

For marketing translations, segmentation as a whole is far from ideal. It can
in fact hinder the creative thought process, and is generally seen as making it
much harder for a translator to break away from the source language.
You have probably seen translations where you can “feel” the source language
written behind the target language. This stems from the translator’s inability to

They are also incredibly useful for highly technical texts with a standard

get a proper distance from the source – something which can be caused by

glossary for each language.

the source always being in line of sight in the CAT tool.

These glossaries are compiled into multilingual termbases, with the key term
for each language linked to the source word. The termbase flags up when
a source word has an approved translation and this is then used throughout
the project.
Similarly, glossaries are useful for highly specialized texts such as contracts
and financial documents. They are not just important for maintaining
consistency; they are also critical for establishing accuracy and ensuring it is
carried through the text as a whole.
CAT tools by their nature subdivide a text into units known as segments using
a set of rules. The translators work on these segments, which are then saved in
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For example, you might see French companies talk about “publishing their
latest blog post”. The French word “publier” usually means “to publish” –
however, in English we now use the word “to post” instead of publish when
referring to online content.
While not technically inaccurate or grammatically wrong, these kinds of
mistakes make readers take a step back. They stand in the way of the native
brand experience that companies are looking to communicate to their
audience (see Chapter 3.2 How do marketing translation, transcreation and
multilingual copywriting create the native brand experience?).
The easiest way to avoid these kinds of mistakes (apart from making sure
your translator is an experienced marketing translator) is to review marketing
translations outside of a CAT tool. This way the reviewer focuses entirely on
fluency in the target language, rather than referencing the source language
with every line.

CAT tools are used for:
■ Long projects involving multiple translators/reviewers

“

Technology
is
a
major
tool
in
exploring

and challenging your creativity

”

Jan de Bont, Dutch cinematographer, director and film producer
Technology can be incredibly helpful. We type instead of write, and copy/paste
sections of text into different places as we restructure our thoughts into a
coherent message.
Most of us probably use a spell check or an online dictionary several times
a week. But how does technology work within the creative process? At what
stage are machines put to work, to improve content?
This depends to some extent on which tool you are using, a topic which is
explored further throughout the rest of this chapter.

Workflows using technology

■ Projects involving glossaries and termbases

Marketing translation workflow

■ Repetitive texts

A standard translation workflow involves technology right from the start, and

■ User manuals
■ Instructions
■ Technical specifications
■ Legal contracts

Translation in Action ■ Issue 1/2020

this also applies to more creative content, such as marketing translations.
Content is often run through an MT engine first, then uploaded into a CAT tool.
The translator works in the CAT tool, and the content is reviewed by a second
translator/reviewer, before being exported ready for delivery.

Upload document to CAT tool post MT > Translation > Review > Export from
CAT tool
Sometimes for particularly creative marketing translations, the reviewer will
export the file in order to review it in isolation, as a standalone text without
the source. In this case, they will re-import the edited file into the CAT tool,
accepting all changes, run the necessary tag, spelling, grammar, and term
checks, and then re-export it for delivery to the client.
Upload document to CAT tool post MT > Translation > Export from CAT tool >
Review > Edits made in CAT tool > Export from CAT tool

Transcreation workflow
Due to the fact that transcreation is a process that involves the creative
reinterpretation of a source document and creativity, there is no single
definitive workflow for transcreation projects. Some people like to work in
a CAT tool as they find that convenient – particularly if there is a termbase of
keywords that have to be used for certain terms.
Other transcreators prefer the completely free approach, simply having the
source document open alongside the document they are working in.
Which of these two approaches is taken often depends on the length and
type of content. If a slogan is being transcreated and the client has requested
several different versions, a CAT tool will not be used.
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Upload document to CAT tool > Transcreation > Export from CAT tool >

Reviewed by copywriter/client > Edits made in CAT tool > Export from CAT

tool for delivery
Draft of transcreation options > Reviewed by copywriter/client > Edits made

to options > Delivery of multiple options > Client chooses final option

Copywriting workflow
The copywriting workflow involves many different stages, as discussed in
Chapter 5. For this section, we are only going to look at the workflow stages
that cover the actual writing process and the involvement of technology.
Again, the workflow varies depending on which technology is used. But broadly
speaking, workflows can be divided into two: workflows using tools that
provide information and workflows using content authoring tools.
Some tools, such as digital asset management tools and product information
management tools, provide information at the start of the process, rather than
featuring heavily during the creative element of the workflow.
Content authoring tools, however, are integrated into the actual writing process.
In each of the following sections we will go into more detail about the workflow
involving that specific platform or software.

But it also heavily depends on which languages the multilingual copywriting
covers. Some tools or types of tool are simply not available in certain languages.
1. Copywriting workflow using content authoring tool
Content written in platform > Platform makes real-time suggestions/

recommendations > Copywriter edits work > Copywriter runs checks >

Content is reviewed by senior copywriter/client > Copywriter makes edits >
Final version is delivered
2. Copywriting workflow using information management tool
Copywriter uses tool to access information > First draft of content is

written > Content is reviewed by senior copywriter/client > Copywriter
makes edits > Final version is delivered

3. Copywriting workflow using digital asset management tool
Copywriter uses tool to access information > First draft of content is

written > Content is reviewed by senior copywriter/client > Copywriter
makes edits > Final version is delivered
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What are the pros and cons of using
technology in creative processes?

Pros
■ Standardizes the use of keywords
■ Ensures correct spelling is used – prevents typos
■ Prevents grammar mistakes
■ Suggests synonyms to prevent overuse of certain words and to enhance the style
■ Makes suggestions to improve readability and structure, and eliminate redundancies and clichés
■ Available both as plugins and online tools
■ Can be tailored to the project – using set rules to monitor sentence length, vocabulary used
■ Speeds up creation process

Cons
■ Not infallible – typos can still slip through if the reviewer doesn’t take account of context or makes a mistake
■ Can be expensive for little appreciable gain
■ Writers can become overly reliant on the technology – can reduce creativity
■ Not available in all languages

In summary

What’s next?

■ Technology can be used to streamline the creative process and assist

Use of content authoring tools is becoming more widespread. We explore what

with standard elements like spelling and grammar, without impacting on

the impact of these tools is on multilingual copywriting in the next section:

the overall creativity.

Chapter 6.2 Content authoring tools.

■ MT should not be used for creative projects.
■ CAT tools are sometimes used for marketing translations and transcreation,
but this should be closely monitored to ensure they are not impinging on
transcreators’ creativity.
■ Several different types of tool are available for copywriting, however they are
not all available to the same degree in all languages.
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Chapter 6.2

Content authoring
tools
In the digital age, technology can improve the quality, consistency
and accuracy of writing across different markets and for different
audiences. This section looks at content authoring tools and how
they can lead to better content localization.

What are
content authoring tools?
Content authoring tools are technology solutions that help writers to improve

One of the most popular versions of this tool is Grammarly, serving over

their work through editing, optimizing and adjusting the content being written

6.9 million users for English content. This works well enough for content that is

in real time.

aimed at English-reading demographics. But how beneficial are these tools when

The purpose of these tools, whether plugins or programs, is to assist in the

used within a multilingual workflow, and how do they affect localization?

creation of content, giving suggestions and corrections as the writer is typing.

Different types of subscriptions available,
and their relative merits
There are a range of options for content authoring tools. Some are very basic
spelling and grammar tools, others come equipped with advanced settings
and customization options. What you get depends greatly on the subscription
package you opt for as well as the tools themselves.
The basic subscription-package breakdown for ProWritingAid, a typical English
technical writing tool, can be summed up as follows.

Free trial

Premium

Another important factor is time – a more expensive package can save time.
It still won’t be as good as any copywriter that really knows their art, but at
least it will create grammatically clean content that ticks enough of your style
and tone boxes to pass the test. And, if you do need to factor in a workflow
which includes multiple languages, time will be of the essence.

How do content authoring tools work?
While different packages work in different ways, most content authoring tools

Premium Plus

work in a three-stage process:
■ They establish rules for different writing variables (such as tone of voice,
spelling, punctuation, repetition, etc)

(two weeks)

(€60/year, €120/lifetime)

(€70/year, €320/lifetime)

■ Online editing tool

■ No word count limit

■ Plagiarism check

■ Browser and Microsoft
Office plugins
■ Desktop app
■ Writer resource library

■ They analyze content against these rules.
■ They suggest improvements or alternatives.

How do content authoring rules work?
Content authoring rules can cover a wide variety of writing elements from
the more simplistic (such as spelling and punctuation) to the more complex
(such as tone of voice and SEO effectiveness).

The package you choose will ultimately depend on the experience and skill

Rules within an authoring tool might include:

levels of your copywriters and content creators.

■ Custom rules, eg style/tone, sentence length. These can be set in a more
advanced content authoring tool from the start, keeping everything in order
and saving time.
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■ Different rules depending on content type. For dealing with multiple

What checks do content authoring tools
carry out?

platforms, audiences and documents. For example, your social media
tone could be very different to the tone you would require for an academic
case study.
■ Off-the-shelf rules, eg Simplified Technical English. Easily switching
between different tones is essential for efficient writing, especially if you are
working with a variety of content types.

How do content authoring tools work
with terminology?

The basic checks which every content authoring tool will include as standard are:
■ Spelling
■ Grammar
■ Punctuation
■ Style
■ Terminology
■ Rules

Content authoring tools are designed to make it easy to apply accurate,

How do content authoring scoring
and analytics work?

consistent and up-to-date terminology for different audience groups. They
provide an easy-to-access glossary of specific terms, names and phrases,
which is essential for continuity and helps reduce research time.
Terminology management provides a focus on key elements such as:
■ Consistency. Keep your termbase consistent throughout, and across,
pieces of content.
■ Updated terms. Keep your termbase updated with the latest and most

Content authoring tools score content according to key criteria (such as tone
of voice, accessibility, SEO, etc). These are important for collating results for
reports on elements such as consistency, accuracy and SEO.
Scoring refers to individual checks on elements (such as SEO) while analytics
can apply across a single file or a group of files.
Consistency

relevant terminology.

Terminology

■ Forbidden terms. A blacklist of unusable and unsuitable terminology.

Style
Punctuation

■ Synonyms. To reduce unnecessary repetition of specific words and terms.
■ Term extraction. Reducing extraction times from the given/written corpus.

Accuracy

Grammar
Rules
Spelling
SEO
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What are the different types of interface
for content authoring tools?
■ Cloud-based interface: content authoring tools that are accessed through
the cloud enable users to work anywhere and at any time so long as they
have internet access without losing progress.
■ Plug-in interface: Some content authoring tools work as plugins within
the user’s preferred content browser or program. Plugins can also be used
in conjunction with web design tools, including AEM, Drupal and WordPress.

Is it possible to collaborate with
content authoring tools?
Collaboration is possible with some content authoring tools, but the type

What are the limitations of
content authoring tools?

of collaboration features depends on the content authoring tool.

At the moment, content authoring tools are primarily available in English.

Although some tools don’t have a team-based workflow, certain management

When working with a number of different languages, additional tools or

systems can be used alongside the content authoring tool, which will allow

even alternative systems and workflows may need to be considered.

greater collaboration across teams.

One solution is to create content in English, then translate or transcreate it,

Common collaborative features include:
■ Access to the same rules via the Cloud to promote consistency.
■ Full server-based solutions for shared rules, workflows and users to make sure
that all stakeholders are aware of any changes that need to occur in projects.

if needed. Of course, this takes up more time and resources. For a comparison
of the cost benefits of translation/transcreation and multilingual copywriting,
see Chapter 7 How much do marketing translation, transcreation and
multilingual copywriting cost?.
However, the landscape is changing. Two new tools for working in other
languages have emerged: Acrolinx, based in the US, and Congree Authoring
Server, based in Germany.

How do Congree Authoring Server
and Acrolinx measure up?
We have compared the two popular multi-language content authoring tools for
an idea of how these tools can differ, and the different ways in which they can help:

Congree Authoring Server

Acrolinx

■ Spelling

Y

Y

■ Grammar

Y

Y

■ Style

Y

Y

■ Abbreviations

Can work out that a variant has been used rather than
the accepted term

Y

■ Term browser

Y

Y

■ Term extraction

Y

Y

■ Terminology approval

Y

Y

■ Compliance with terminology

Can work out that a variant has been used rather than
the accepted term

Y

Checks

Terminology
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■ Connection to external terminology database
■ Sentence re-use

Congree Authoring Server

Acrolinx

Y

Y

Across, SDL MultiTerm, termXplorer

SDL MultiTerm, Memsource

Y

Y

• Authoring Memory

Acrolinx Reuse

• Can connect to Across and Memsource
• Similar sentences appear while writing
• New content can be made available to entire company
• Stores newly created content centrally
■ Style rules

Y

Y

■ Off-the-shelf rules

Y

Y

Simplified Technical English Issue 7 (53 writing rules
and more than 3000 word usage rules)

Essentials Package

■ Customizable rules

Y

Y

■ Sentence length

Y

Y

■ Total word count

Y

Y

■ Quality score

—

Y

■ Analytics

Y

Y

Within the tool. Not as a dashboard.
■ Batch checker

—

—

Congree Authoring Server

Acrolinx

■ Server-based

Y

Y

■ Integrations

15

38

■ API

—

Y

■ Languages

English and German

English UK and US, German, French, Swedish,
Simplified Chinese and Japanese (spelling,
grammar and style)

■ Manual corrections

Manual corrections or application of proposals
possible:

—

• On the fly
• After finishing the sentence
• After a paragraph
• After the entire content has been created
■ Simplified Technical English

STE comes from the field of aerospace, but is also
used in other fields of technical documentation.
The set of rules limits and standardizes the English
language. It consists of a collection of writing rules and
a dictionary with a limited vocabulary. The Congree
Authoring Server supports all rules of STE issue 7.

—

Both these tools have their own unique strengths and weaknesses and, depending on your workflow and requirements, both are an excellent investment for multilingual
creative content.

In summary

What’s next?

■ Content authoring tools provide real-time checks, analysis and suggestions

Digital asset management (DAM) helps brands to get the most value out

on written content to improve consistency, quality, accuracy and usability.
■ The tools work with rules that can be customized for different types of
content and audience.
■ The majority of content authoring tools are only currently available
in English.
■ Choosing the right content authoring tool can be made easier by a careful
analysis of features.

of their wide range of digital assets. Chapter 6.3 Digital asset management
solutions looks at what DAM solutions offer and how they work in the
localization process.

Chapter 6.3

Digital asset
management
solutions

From the brand videos we watch to the product images we click on
and the social media feeds we follow, we live in a world of digital
content. Whether audio, visual or text-based, each of these digital
assets needs to be created, classified, stored, worked on internally
and distributed externally.

Digital Asset Management (DAM) is the collective term for a centralized system
which does exactly that. For businesses working across diverse platforms
in multiple markets, these solutions play an essential role in the creation
and management of localized digital content tailored towards specific target
audiences.

What assets do DAM solutions manage?
The types of digital assets managed by DAM solutions include:
■ Images (photography and illustrations)
■ Logos
■ Graphics (including web pages, jpegs, gifs, 3D files, infographics)
■ Audio

Storage
Users across different teams and locations upload digital files (both internally
and externally produced) for cloud-based storage in one centralized DAM
solution.

Indexing
Digital assets are indexed so that each file is uniquely identifiable among all

■ Copy
■ Documents (including press releases, brochures, presentations)
■ Video
■ Font libraries
■ Brand guidelines

other assets. Using metadata tags, each asset is stored and categorized with
data such as a reference number, description, taxonomy (related products and
campaigns, for example), creators and contributors. Indexing also can store
information such as permissions and rights usage.

Workflow management
What does a DAM solution do?
As a one-stop-shop for the management of digital assets, DAM solutions
provide a range of functionalities that cover the entire asset lifecycle.
While different solutions vary in the range of features provided, nearly all
leading solutions provide the following core functionality.

A DAM solution does much more than just store and index files – it manages
the entire process by which they are retrieved, used, shared and distributed.
Integrated workflow management allows project teams to find digital assets
more easily, collaborate on them across departments while ensuring version
control, and distribute them in a timely manner to internal and external
channels with the appropriate rights and permissions according to key
delivery dates.

The three key benefits of a DAM solution
■ It saves time – accelerated workflows, greater speed to market.
■ It improves quality – improved brand consistency, tailored local solutions.
■ It saves money – greater ROI on digital assets.
As a technology platform that is aimed at delivering strategic goals through
systematic workflows across multiple languages, a DAM solution can play
an important role in supporting a multilingual brand strategy.

Analysis
DAM solutions store and share data on the usage of digital assets, which can
be interrogated and visualized to provide valuable insight. If the performance of
assets is fed back into the system (for example, the number of click-throughs
for a particular video marketing campaign), metric-based analysis can inform
the asset development strategy.

What are the benefits of a DAM?
A DAM solution is a centralized system that allows users to store all assets
in one place while making it easy to find and adapt assets for specific needs
and user groups. This basic premise means that a DAM solution offers three
key benefits.

How does a DAM solution add value?

Security and backup
Cloud-based systems with encrypted security ensure all your data files

Advanced search
All digital assets stored in a DAM solution are tagged with a range of metadata
fields such as keywords, title, description, copyright and permissions, usage,
format, technical specifications, etc. This allows for an advanced search
functionality, ensuring that the right asset for a specific project can always be
located at speed.

Harmonization
Working from one centralized DAM solution means that, even across a global
operation, all users and departments can access the latest versions across
the entire asset portfolio. With a complete history of updates and revisions,
it’s also possible to locate previous iterations of an asset where useful.
A DAM solution makes version control a built-in stage of the digital asset
lifecycle.

Brand consistency
Harmonizing digital assets is a powerful driver of brand consistency across
campaigns, channels, departments and locations. With a DAM solution, using
up-to-date brand elements such logos, fonts, colour palettes, terminology,
keywords and product descriptions is easy to implement and monitor.

(and previous versions) are stored safely and are retrievable at any time.
This means you need not rely on potentially insecure localized storage
systems and FTP processes for asset uploads and downloads.

Access control
By assigning permissions to access and/or update digital assets, a DAM
solution ensures that only those who should be working with a particular
asset can do so. Two-step authentication processes can be added if required.

Analytics
The analytics function of a DAM solution means that the usage and
performance of digital assets can be tracked in detail across a variety
of metrics and locations. This analysis provides insight on the return on
investment (ROI) of digital assets and can inform strategic decision-making.

Workflow streamlining
An integrated DAM solution saves time because it streamlines workflows.
A standardized process, centralized storage, advanced search and enhanced

Connectivity
Nearly all modern DAM solutions are not intended to work in isolation. Instead,
they are designed to connect with other software solutions which deal with
production (photo-editing or content creation, for example), eCommerce or
product information management (PIM). Syncing a DAM solution with other
systems creates a powerful integrated platform, streamlining processes and
driving performance improvements.

Localized outputs
For brands operating globally, a DAM solution makes it easy to create and
manage localized digital assets which are specifically adapted for target
markets. From keyword meta tags to visual guidelines, this ensures that digital
assets are localized consistently while adhering to global brand guidelines.

brand harmonization all speed up both creative and management processes,
ultimately leading to a reduced time to market.

What is the difference between
PIM and DAM?

How does DAM benefit transcreation
and multilingual copywriting?

Product information management (PIM) deals with all the data connected with

DAM solutions provide a centralized resource in which to create, store, update

the sales-and-marketing lifecycle of individual products, including elements

and distribute localized content which has been translated, transcreated or

such as reference codes, supplier information, price points and stock data.

written from scratch for specific markets.

In contrast, digital asset management handles only the digital assets

As with other digital assets, a DAM solution provides an ecosystem in which to

connected with a product, such as logos, images, product descriptions

manage the content itself as well as the metadata connected to it (keywords

and meta tags.

or content creators, for example), workflows (such as permission rights and

PIM and DAM solutions are therefore used by organizations for different
reasons:
■ PIM solutions are used by organizations to manage information relating to
large product portfolios which are frequently changed or updated.
■ DAM solutions are used by organizations who create a large number of
digital assets and want to ensure consistency across different channels.
Many PIM and DAM solutions provide cross-platform connectivity to link
these two related functions. Some technology providers offer platforms with
integrated PIM and DAM solutions for seamless connectivity. We’ll look at
PIM solutions in more detail in Chapter 6.4 Product information management
solutions.

automated distribution) and performance analytics.

From localized product descriptions to country-specific content marketing
campaigns, a DAM solution can therefore help to:
■ Ensure consistent brand tone of voice, terminology and SEO keywords
in local markets.
■ Provide rapid access to digital content through advanced search features.
■ Increase the speed, quality and volume of published localized content
through streamlined workflows and harmonization features.
■ Evaluate the performance of localized content and ROI.
One of the key localization benefits of a DAM solution is that it can segment
which elements of global content can be translated (at a cheaper cost) and
which benefit from transcreation or new content creation.
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In summary

What’s next?

■ DAM is a centralized system in which to manage all digital assets

When every product on the market has so much information, some of which

including video, graphics, audio, content and associated metadata.

is specific to certain markets, information management can get very

■ DAM solutions improve brand harmonization across all digital assets.

complicated. In the Chapter 6.4 Product information management solutions,

■ This means that localized digital assets can be easily tailored to specific

we explore the range of uses and types of PIMs and how they can help with

markets while complying with global brand guidelines.
■ Creating (or transcreating) digital content for local markets can become
quicker, more consistent and of higher value with a DAM solution.

the creative content workflow.

Chapter 6.4

Product
information
management
solutions
Product information management (PIM) is the term for the process
(or processes) in which businesses manage the data and content
used to market and sell their products across various distribution
channels. PIM involves three key stages of information (data or
content) processing.

The three stages of PIM
■ Information collection: Gathering and storing product data/content
■ Information transformation: Reformulating data/content according to
the required usage
■ Information distribution: Sharing value-enhanced data for user groups
across internal and external channels

What is a PIM solution?
A PIM solution is a software system used by businesses to manage their
product data relating to sales and marketing activities. Fundamentally, it is
one central database in which to store and manage all product information
for these channels.
Essential to businesses operating with a wide product portfolio, PIM solutions
aid information management in terms of:
■ Greater information scope: elements from diverse sources are gathered
in one place
■ Better information quality: standardized inputs and review processes
improve information consistency
■ Enhanced information value: manipulation of data/content for specific
user groups generates greater value.

The growing global market in PIM solutions

Who uses PIM solutions?
In a global marketplace, many enterprises with a shared range of key
characteristics use PIM solutions.
Key characteristics of enterprises using PIM solutions
■ Diversified product portfolio
■ Frequently changing/updated product portfolio
■ Multiple markets across different geographical regions
■ Diversified range of sales channels

Source: MarketsandMarkets

■ Focus on eCommerce channels

Why is PIM important in the localization
process?
PIM solutions are often used by businesses working across multiple markets
and regions. This is because one of the key functions of the PIM process is
the management of localized data/content and content for specific audiences,
target markets and distribution channels.

Types of localized product information managed by PIM solutions
Product specifications

Localized measurements (Imperial vs metric, for example), materials, ingredients, style, colour, product variations

Product descriptions

Localized product descriptions (translated, transcreated or original target market product descriptions through
multilingual copywriting)

User information

Localized user instructions, safety warnings, guarantees/warranties, legal notices/disclaimers, certifications

Marketing data

Localized marketing strategies, promotional campaigns, customer profiles

Marketing/advertising content

Localized marketing/advertising content including ads, blogs, email campaigns, social media content, SEO data
and keywords, etc

Price data

Localized currency conversion and price points

Legal data

Localized legal notices/disclaimers, certifications

Distribution-channel data/content

Localized data/content for platform-specific and country-specific distribution channels, including product descriptions,
product classifications, related products, supplier/manufacturer information, reference numbers/SKUs/UPCs

How do PIM solutions benefit the
marketing translation, transcreation
and multilingual copywriting process?
■ Single data source from which transcreators and copywriters create
culturally adapted/original content
■ Storage of transcreated/copywritten content to provide reference for tone
of voice, spelling and terminology
■ Specification of tailored information required per local market/
distribution channel
■ Automated conversion of country-specific/distribution-channel-specific
data such as measurements, price, etc
■ Automated distribution of localized content according to market-specific
promotional/marketing timelines

Why are PIM solutions important for
transcreation and multilingual copywriting?
In the 21 century, PIM solutions play an important role in transcreation and
st

multilingual copywriting processes for digital brand content management and
in particular for the creation of localized product descriptions. They help to
standardize these processes, providing a central resource for the collection,
manipulation and distribution of localized creative content.

As a result, localized creative content produced by transcreators and
copywriters becomes:
■ More consistent through the use of standardized data sources and content
creation fields
■ More timely through automated distribution and increased speed to market
■ Higher quality through bespoke content creation and localized tone of
voice/terminology
■ Better value for money through the streamlining of content generation processes
PIM solutions provide an integrated platform through which to manage content
creation and delivery across multiple languages. As such, they can play a
pivotal role in the successful implementation of a multilingual brand strategy.

What role does digital asset management
play in PIM?

Who are the biggest global providers
of PIM solutions?

Digital assets, such as video, audio and images, are an important subset

The global market for PIM solutions is growing and there are a wide range

of the information managed by PIM solutions. We looked at issues relating to

of providers. The following map illustrates the geographic location of some

localization and digital asset management (DAM) in the previous chapter of

of the largest global PIM solution providers.

this eBook: Chapter 6.2 Content authoring tools.

In summary

What’s next?

■ PIM is the process (or processes) by which businesses manage the data

There’s a lot to think about when developing creative content. One of those

and content used to market and sell their products.

things is the economics of the whole strategy. We look at the cost variables

■ PIM involves data/content collection, manipulation and distribution.

in detail and do a cost analysis in the next section, Chapter 7 How much do

■ For global enterprises, PIM solutions with localization functionality

marketing translation, transcreation and multilingual copywriting cost?.

offer greater scope for information gathering, higher quality of information,
faster time to market and better value for money.
■ PIM improves the value of transcreation/copywriting processes by providing
a single data source, references for terminology and tone of voice, localized
content guidelines and automated local content distribution.

Chapter 7

How much do marketing
translation, transcreation
and multilingual copywriting
cost?
There are many variables which impact the cost of marketing
translation, transcreation and multilingual copywriting. This section
explores what these are and how to evaluate them in any buying
decisions.

How is marketing translation charged?
■ Like conventional translation, marketing translation is usually charged on
a per word basis.
■ Marketing translation typically costs 15-20% more compared to conventional
translation.

Because marketing translation is a specialized form of translation, it usually
follows the same per-word charging structure as conventional translation.
However, because of the greater degree of specialization, it generally costs
15‑20% more per word than conventional translation.
As well as total number of words (volume), there are a variety of other factors
(such as language combination or urgency) which can affect the cost of
a marketing translation project (see What are the cost variables for marketing
translation, transcreation and multilingual copywriting? on the next page
for details).

How are transcreation and multilingual
copywriting charged?
Both transcreation and multilingual copywriting are typically charged in one of

What are the cost variables for marketing
translation, transcreation and multilingual
copywriting?

two ways. These are:

As discussed in the previous paragraphs, marketing translation is usually

■ On a per-hour basis

charged on a per-word basis while transcreation or multilingual copywriting

■ On a per-item basis

tends to be charged per hour or per item. However, there are a number of

Both transcreation and multilingual copywriting generally involve the
adaptation or creation of short but highly creative elements of marketing
content such as slogans or taglines. The amount of work involved therefore
is not related to the number of words produced, but rather the level of
creativity (and thus time) required to achieve the desired outcome.
For this reason, both transcreation and multilingual copywriting are very often
charged on a per-hour basis.
Of course this does not mean that the localization provider can take as long as
it wants per project and charge accordingly. Instead, the localization provider
will assess how long the project will take according to the project brief and
provide a cost for the total number of hours. All work provided to the client will
need to be completed within the agreed timeframe.
Another way of costing is to charge per item of content. A localization provider
may offer a fixed price for providing 10 transcreated adaptations of an advertising
headline, for example. Alternatively, multilingual copywriting may be charged at
a fixed fee per blog, product description or social media post, for example.

additional factors which may affect the pricing of particular projects – these
are outlined in the rest of the chapter.

Language combinations
Both marketing translation and transcreation adapt (or recreate) content from
a source language into a target language. Requests for marketing translation
or transcreation in certain language combinations are very common (such as
English to Chinese) while others are rarer (French to Icelandic, for example).
The popularity of certain language combinations usually means there are more
available resources to meet these requirements, so more common language
combinations are usually cheaper than rarer language combinations.
The difference in price per language combination varies with each localization
provider and also potentially with each project. However, the diagram
below provides a general guideline for how prices may vary for a marketing
translation with English as a source language with a variety of target languages.
In this diagram, marketing translation from English into Simplified Chinese
is the most common language combination and forms the baseline (0%).

Other more expensive language combinations are listed as a percentage higher

Multilingual copywriting does not use a source text and therefore does not

than the baseline English-Simplified Chinese cost.

involve price variables for language combinations (of source language and

If the source language is different from English, prices can be higher. It is also
usually cheaper to translate from English (as a source language) than into
English (as a target language) with the exception of the Nordic languages as

target language). However, copywriting in the world’s most common languages
(such as English, Chinese and Spanish) can be cheaper than copywriting in
less-used languages (such as Finnish or Hebrew, for example).

target languages.

*These price differentials are not a fixed industry standard and vary per localization provider. They are intended to provide a sample guide as to how prices can vary with different language combinations rather than a specific guide to pricing structures.

The creative content
ecosystem

Stage 2: Content localization

In the 21 century, brands can choose from a wide variety of specialist
st

providers to create and/or localize marketing (or other creative) content.
From global agencies to freelancers, these providers work in an interconnected
way which means the relationships between different kinds of services are
more symbiotic than strictly demarcated.
It’s why we talk about the different kinds of providers working within a creative
content ecosystem, in which different types of service and provider interact
and complement each other to meet the varying needs of different kinds of
clients on different kinds of projects.

Outsourcing content creation and localization:
the old model
In the 20 century, outsourcing content creation and localization was often
th

based on the following model:
Stage

External provider

Stage 1: Content creation

Marketing or advertising agency
OR
Specialist freelancer
OR
Marketing or advertising agency
using specialist freelancers
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Translation agency
OR
Specialist freelancer
OR
Translation agency using specialist
freelancers

Outsourcing content creation and localization in
st
the 21 century: the creative content ecosystem
In the 21 century, a new paradigm has emerged, in which LSPs and marketing
st

agencies offer a much greater variety of in-house specialist services while also
drawing on diverse external vendors and freelance support when required.

As can be seen from the diagram above (and was also true in the old model),

work outside that language, it may turn to the services of a global marketing

clients may choose to outsource creative content origination and localization

agency, LSP or specialist freelancer to scale the breadth of its cultural

to a marketing/advertising agency, a linguistic services provider (LSP) and/or

coverage.

individual freelance service providers specializing in marketing, copywriting,
marketing translation or transcreation.

Meanwhile, in the 21 century, global LSPs don’t just offer translation services
st

across multiple languages. Very often their services include not only creative

However, as a result of globalization and the growth of digital marketing,

content localization services such as transcreation, marketing translation and

the range of services offered by marketing/advertising agencies and LSPs

multilingual copywriting, but also services such as multilingual brand strategy,

has diversified hugely, as has the number of markets covered.

audio-visual production, digital marketing, social media, market research and

So, for example, a smaller marketing/advertising agency may offer a broad

public relations.

range of services including digital marketing, content marketing, social media
marketing and event marketing in a single language. But when required to

LSPs often use in-house teams specializing in different types of service,
different languages and different sectors. However, when required, they can
also draw upon a network of vetted freelancers to meet the needs of client
projects which extend beyond the capacity or area of expertise of their
in‑house resources.
In fact, the interaction between these different kinds of service providers is
fluid and diverse. Marketing agencies may contract an LSP to localize a client’s
campaign in one market across multiple new markets. Likewise, an LSP
without specific expertise in a particular area of marketing may turn to a large
or specialist marketing agency to provide a scaleable service to its client.
Although less common, freelancers also sometimes contract the services of
LSPs and/or marketing agencies when the scale or nature of the client work
goes beyond their own capacities.

Buying considerations:
selecting your provider
As can be seen from the description of the creative content ecosystem,
selecting a service provider for originating and/or localizing creative content
has moved a long way from the binary agency-versus-freelancer choice.

building long-term relationships. LSPs also often build in-house teams that
specialize in particular sectors or are focused on working for a single client.

Range of services
Many LSPs offer a range of services beyond those directly connected with
language (translation, marketing translation, transcreation, copywriting and
editing). These include audio-visual production, quality assurance, market

In fact, many creative content localization projects involve a variety of service

research, SEO and more. Consideration should be given as

providers who complement each other’s services in different ways.

to whether an integrated localization solution from a single

However, there are a number of important factors to consider when selecting
a provider (or providers) for a project. These are discussed below.

Multilingual capability
If you are looking to localize creative content for a single market, it may be
appropriate to work with either a specialist freelancer or in-country provider
without the overheads of larger organizations.
However, if you need to localize across a range of languages (or, importantly,
if you might in the future), a global LSP is often better placed to ensure
consistent and cost-effective services.

Sector expertise
Many freelancers specialize in localization for specific industry sectors and
can therefore offer both expert insight and value for money for clients while
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provider is preferential to managing a team of smaller
providers (such as freelancers).

Relationships

as proofreading and/or linguistic quality assurance. Best practice involves all

Any successful creative content localization project outcome is driven by strong

content undergoing at least two review stages by professional proofreaders/

working relationships. Clients who work with freelancers over a longer term can

editors for consistency, accuracy and tone of voice. LSPs usually make use

build extremely valuable relationships with individuals who are highly proficient

of in-house resources and documented workflows to manage these review

in expressing the brand's tone of voice within a particular target market. There is

processes.

also an element of accountability: with freelancers, clients know exactly who will
work on their creative content and communicate directly with them.
The best LSPs are also relationship driven, dedicating specialist managers and
linguists to ensure clients can rely on quality and consistency across complex
multi-market projects. Some create client-specific teams to drive value through
shared expertise and ensure continuity of service is guaranteed.

Scalability
Scalability is an important issue. Carefully scheduled work is always easier
to manage for both freelancers and LSPs. However, if there are likely to be
unpredictable fluctuations in the volume of work (or unforeseen delays) and/or
a rapid turnaround is required, LSPs may be better equipped to respond both
through in-house resources and by using a network of outsourced vendors
(including freelancers) where necessary.

Quality control
Review stages are essential when localizing creative content. If hiring
a freelancer, it’s important to check how they carry out review stages such
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Cost
Because they don’t have the operating costs of larger providers, freelancers
and smaller vendors can often offer lower prices on a per-word, per-item or
per-hour basis. When assessing potential savings in comparison to LSPs,
it’s important also to consider potentially “hidden” costs that are all-inclusive
in an LSP price, such as project management and quality control. Other
factors such as speed, scaleability and technical integration need to be taken
into account.

Technology
As outlined in Chapter 6, technology plays in integral role in the creation,
management and delivery of creative content. Clients can provide LSPs and
freelancers with access to platforms they use, such as content authoring tools,
digital asset management tools and product information management tools.
With their own specialist technology teams, LSPs are often able to advise
clients on the most appropriate technology solutions and integrate them into
workflows for large-scale, multi-market projects.

In summary

What’s next?

■ Marketing translation is usually priced on a per-word basis.

We’ve demonstrated that a multilingual brand strategy is critical when it comes

■ Transcreation or multilingual copywriting is usually priced on a per-hour or

to building a global reputation. It is as multifaceted as your markets, and can

per-item basis.
■ Variables which affect the cost of marketing translation, transcreation and
multilingual copywriting include volume of work (number of words and
financial value of work), language combination and speed.
■ The creative content ecosystem describes the way in which modern
linguistic service providers (LSPs), marketing agencies and freelance
marketing translators, transcreators and copywriters interact to offer
a diverse range of interconnected content creation and localization services
to clients working across global markets.

be challenging to establish without professional help. In Chapter 8 Conclusion
we look at the six key elements to localizing creativity and how you can build
those elements into your localization strategy.

Chapter 8

Conclusion

In this eBook, we’ve explored how brands can drive value from
localized creative content when working across multiple markets.
It’s been a detailed journey, taking in the changing ways we interact
st
with brands in the 21 century and the increasing personalization of
content towards specific user groups and markets.
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We hope you’ve found it interesting and informative.
There’s certainly a lot of food for thought (to use an idiom which
definitely requires appropriate localization).
To end this journey, we’d like to conclude with six key take-away
messages that we believe every brand can benefit from.

Localizing creativity: the six
key take-away messages
1. Brands that create emotional connections build value.
A study by the Harvard Business Review showed that customers who feel
“emotionally connected” to a brand are 52% more valuable than those who are

the values they imply and the cultural connotations they create all go far
beyond limited boundaries of dictionary definitions and grammatical rules.
That’s why the fields of marketing translation, transcreation and multilingual
copywriting are so important in adapting or originating marketing messages
for specific target audiences. From subtle reworkings of source material to
the development of original region-specific campaigns, these services ensure
creativity never gets lost in translation.

“highly satisfied”.

4. The future is personalized (and localized content needs to reflect that).

And whether in a high-level advertising campaign or a simple product

89% of digital businesses are investing in personalization, including the world’s

description, research has shown that a strong sense of identity and narrative

biggest brands such as Coca-Cola and Netflix. This means that customer

story-telling increases emotional engagement and retention. In fact, stories are

interactions and marketing messages are becoming ever more segmented,

22 times more memorable than facts.

not only according to highly detailed customer demographic profiles, but also

2. Creativity needs to be localized, not translated.
In 2020, the world’s most successful brands are not translating their creative
content, they are localizing it. This is because the features that make creative
content powerful – wordplay, idioms, humour and cultural context – are
precisely those which cannot be translated on a literal, word-for-word basis.
Creativity requires a different type of localization. Which is why there are
specialized services to do exactly this.
3. Marketing translation, transcreation and multilingual copywriting put
creativity into a local context.

directly to what the customer is doing and when.
80% of customers say they are more likely to make a purchase from a brand
that offers a personalized experience. When working across multiple markets,
brands need to ensure these personalized experiences are delivered not only in
the customer’s native language, but also in the style of language which most
resonates with the person and the context.
5. Creating the native brand experience means every touchpoint matters.
Leading brands understand that brand experience is defined by cultural
context. The adaptation of a brand offering – from the products/services

Words derive their power from the context in which they are found.

provided to localized marketing messages – helps create the “native brand

The associations they generate, the way they sound to different ears,

experience”.
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The native brand experience is created at every stage of the customer journey,
from initial awareness through to consideration to ongoing support.
Language plays a key role in nearly every one of these touchpoints.
Without appropriate localization, the brand experience will never be native.
And, as Marty Neumeier says, “Your brand is not what you say it is, it’s what
they say it is.”
6. Language is a differentiator in rapidly changing commercial landscapes.
From AI to the Internet of Things, the pace of technological change and its
impacts on the way we live, work and do business is unrelenting. And, as 2020
has shown, unforeseen circumstances can introduce game-changing new
commercial challenges at a moment’s notice.
But the world’s most successful brands succeed in creating a consistent
perception in their customers’ minds even as their products and services
transform from one season to the next. And the language they use is one of
the ways in which they do this.
In 1997, Apple introduced its iconic “Think different” campaign – one year prior
to the launch of the iMac. Nearly a quarter of a century later, the technology
has transformed dramatically. The slogan, with its cross-generational appeal to
non-conformity, could still be used by Apple to this day.
Language makes your brand different. Ensuring it works in every market is
always good for business.
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