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LANGUAGE

 

First we will look at a global overview of the use of languages 

in your international communications. 
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LANGUAGE

Approx. 5.04b people = Top 10 languages:

Chinese

English

Hindustani

Spanish

Arabic

Malay

Russian

French

Portuguese

Bengali

 

With over 5.04b of people speaking the top 10 languages in 

the world, how do you decide where to start? 

  

Well there are two ways.  
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LANGUAGE

1. Strategy: Markets

> Primary Language

> Legislation

2. Cover-all / most

> 13 languages

> 3/4 languages

 

Firstly the DIT will agree that strategy is key - with their help 

you may have already decided which markets are best for you, 

then simply, we decide what is the best target language for 

that market. At this point, legislation may also dictate that 

some communications have to be in a specific language. 

  

Secondly, and this is what a lot of 'accidental' exporters find 

assists them, is to opt for a 'cover-all' (or cover-most!) 

approach. Choose a few languages which will help you to 

communicate with the highest amount of potential buyers. 
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LANGUAGE

Having a website in just 13 

languages accesses 90% of all the 

money spent online.
(Common Sense Advisory)

Chinese

English

Japanese

German

Spanish

French

Italian

Portuguese

Dutch

Korean

Arabic

Russian

Swedish

 

Having a website in just 13 languages accesses 90% of all the 

money spent online. But having just 3 or 4 languages on your 

site can still be very effective. 

 

 

Slide 6 

talkingheads.co.uk

LANGUAGE

72% of online customers only

make purchases on websites 

written in their native language.
(Common Sense Advisory)

 

Although you may think, or have heard that 'everyone speaks 

English' - they do not. In a recent survey, 72% of online buyers 

whose first language is not English, said they rarely or never 

buy from English-only websites.  

  

A small amount can go a long way... 
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LANGUAGE

Step 1 – Welcome Page

 

Step 1 

Translate a simple welcome page into a few languages - this 

starts at around £50 per language. A good translation agency 

will help you with what key messaging should be 

communicated - and help you with responding to enquiries in 

other languages! 
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LANGUAGE

Step 2 – Specific Pages / Campaigns and Languages

 

Step 2 

Choose specific pages / campaigns and languages that you feel 

would give international customers the best impression of you, 

when localised. This could be a page specifically for 

distributors, or certain products or ranges which you feel could 

prove popular in a specific market. We would like to translate 

content here which is likely to be your best return on 

investment for the outlay. 
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LANGUAGE

Step 3 - The whole shebang

 

Step 3 - The whole shebang 

Once you are flying along and have honed in on our desired 

markets or markets, we can start to drill down into more 

sophisticated methods of communication: 

full translation of your e-marketplace and supporting marketing 

content. 

customer service channels and logistics 

cultural aspects (imagery, localisation, etc) and mystery 

shopping 

communicating with contacts in your market 
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CULTURE

 

Moving onto CULTURE - selling a British brand abroad. 
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CULTURE

BRAND  BRITAIN  IS  BIG

 

Brand Britain is Big  

In the translation industry we talk about 'localisation' a lot. In 

fact, in the states our industry is called 'Localization'. Actually, 

all translation should be localisation - it's not just the words - 

everything about your communications should be suitable for 

the local market. 

  

However, when we're looking at making sure you 'fit in' to 

your target market, we don’t want to forget that Brand Britain 

is Big. 

 

 

Slide 12 

talkingheads.co.uk

CULTURE

 

In April 2017, Kenny Wilson, chief executive of Kath Kidston 

said: 

"The reason Cath Kidston has been successful is because of 

Britishness. People have a view of Britain as an open-minded 

country, as a creative country, where there's good education." 
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CULTURE

1.  Communication

 

So how do we retain your British brand elements and also 

merge into your target culture? 

  

1. Communication should always be in the target market's 

language. As I said earlier, research shows that people buy 

more in their mother-tongue language or simply don't buy at 

all if it's not. 

 

 

Slide 14 

talkingheads.co.uk

CULTURE

2. Product Choice

“One Liberty fabric print, suitably oriental in the eyes of the London-based designer, went 
down like a lead balloon. Consumers balked at the Chinese-style zigzag design, reminiscent of 
the pattern used on cheap bowls of ramen noodles.”

Source: ft.com.

 

2. Product choice is key. If you choose to sell products in a 

market that is totally unsuitable due to popularity, trends or 

cultural issues, not only will they not sell, but it will inform the 

buyer that you don’t understand their market, and they will 

probably turn off from looking at your whole brand. 
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CULTURE
3. Cultural Understanding

 

 3. Understanding established cultural norms will aid you 

massively.  

A great example of this was when a famous skincare brand 

attempted to launch in Japan, a culture where public 

appearance is highly valued. The first huge billboard advert for 

the brand said: 
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CULTURE

GETS RID OF SPOTS

 

Gets rid of spots.  

Nobody bought it. 

After consulting experts, the brand re-launched with billboards 

saying: 
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CULTURE

KEEPS SKIN CLEAR

 

Keeps your skin clear. 

It flew off the shelves. 

Buyers didn't want to purchase a product which would show 

that they admitted they had poor skin. They did, however, 

purchase a product which showed that they wanted to keep 

their skin as beautiful as it already was... The subtle difference 

here was crucial in this market. 
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CULTURE
Fly the Flag

 

Fly the flag for Brand Britain. Literally. After all the necessary 

localisation, don't forget to say that you are a British brand, 

why that is good (features, benefits), play on the positive 

perceptions of British products, brands and personalities and 

put the flag on your products and communications - it's an 

iconic image that people pay attention to. 
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CULTURE Communicate our Culture

“I have always had quite a strong sense of humour 

and when I felt I needed to relax things a bit in these 

meetings, I would pull out a rubber chicken from my 

briefcase and wave it around. They would all gasp 

and the mood would lighten. 

One time, I did pull out the chicken in a meeting 

with [Rei Kawakubo from] Commes de Garcons, 

who is a very serious lady, and she didn’t laugh.

But I do put my success in Japan partly down to my 

rubber chicken.”

Paul Smith speaking to Jenny Southan, businesstraveller.com

 

Play up on other aspects of Britishness that other countries 

admire (or don't have themselves), such as royalty, design 

excellence, humour, eccentricity. This can even include jokes 

about our culture (in the right markets...). 
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CULTURE

"The key to my success has been the sheer 

love and enthusiasm of going there and not 

being phased by the jet lag or the food...

My way was, like, well I have to understand 

how this is all working - it was very much 

about finding the niche and finding how you 

think your clothes could sell out there.

Me immersing myself in the Japanese way...“

Paul Smith, 2014.

 

In 2014 Paul Smith recorded an interview with the DIT about 

getting started in Japan: 

  

"The key to my success has been the sheer love and 

enthusiasm of going there and not being phased by the jet lag 

or the food... 

  

My way was, like, well I have to understand how this is all 

working - it was very much about finding the niche and finding 

how you think your clothes could sell out there. 

  

Me immersing myself in the Japanese way..." 
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CULTURE

Why do British brands do well in Japan?

• A mixture of an established, recognised history with modern technology and forward 

thinking.

• Classic and timeless image.

• Japan understands quality and provenance.

• The young Japanese enjoy fun and accessible brands.

• British style: unique, quality of manufacturing, attention to detail, slightly quirky humour, 

appeals to the Japanese buyer.

• Overall, the British ‘look’ appeals to Japan.

Liberty’s Mr Takei takes a holistic approach

“Many Japanese, especially women, love Britain. It’s a small island, like Japan. Before the US 
came, when Japan opened up to foreigners, the Japanese nation as a whole trusted Britain. 

Also, we have the Emperor, you have the Queen; but the US has no queen. That’s very 
important.”
Source: ft.com.

 

Why do British brands do well in Japan? 

A mixture of an established, recognised history with modern 

technology and forward thinking. 

Classic and timeless image. 

Japan understands quality and provenance. 

The young Japanese enjoy fun and accessible brands. 

British style: unique, quality of manufacturing, attention to 

detail, slightly quirky humour, appeals to the Japanese buyer. 

Overall, the British ‘look’ appeals to Japan. 
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Moving on to Content integration on online platforms 
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Finally, down to the nitty gritty - once you have decided what 

you are going to localise, how do you get it on your site? 

Translation processes are traditionally managed separately to 

the platform you use to deliver your online content. 

  

Starting from basic to more sophisticated: 
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CONTENT
Copy and Paste from Excel files

 

Copy and paste from Excel files. 

The English content goes in the left column, the translated 

content goes in the right column/s, then anyone can match up 

where you want the translations and copy and paste them into 

your site. Errors do usually occur at this stage if someone is 

doing this process who doesn’t speak the language, so it’s best 

to get it reviewed afterwards. Also, once in context, a linguist 

may decide that a different word suits the context better and 

want to change it slightly. 
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CONTENT
Content Management Systems (CMS)

 

Content Management Systems. 

Lots of site have an administration ‘side’ where you or anyone 

else can log in and make changes to the content without 

affecting the design. We love these. You or the linguists / 

Project Managers can upload the content and immediately 

look at it and make changes as you go along. Also, you can 

usually duplicate an English page and simply overtype it with 

the translation. Be careful about text lengths though – most 

languages are longer than English. 
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CONTENT
Uploading code files

 

Uploading code files. 

If you are able to export your site content (usually as a csv 

output file, which can be opened in Excel), this can retain not 

just the content copy, but also coding and other elements 

required on your site. Therefore you may be able to have the 

file translated (only the copy– any good agency should have 

software to do just that and ignore the coding but leave it 

intact) and upload it back into your site to create the 

translated pages, with all the functionality of the English ones. 
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CONTENT
Automatic Implementation

 

Automatic Implementation. 

Techy types will be all over this. There are now many ways 

that we could push your translations directly onto your 

international sites or pages. Some examples of this are: 

API (Application Programming Interface) - a set of functions 

and procedures that allow the creation of applications which 

access the features or data of an operating system, application, 

or other service. An API can be written (or many already 

exist) that takes the English content from your site, sends it for 

translation, the resulting translation is fed back into the API 

which then uploads it on to the correct space on your site. 

Web Services such as AWS (Amazon Web Services) – on-

demand cloud computing platforms and technologies which 

enable data transfer and implementation. 

Website Translation software / companies – direct integration 

of translated content onto your site. This option also 

harnesses Translation Memories (TMs) which save all your 

localised content for reuse and resulting in cost savings. 
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Email me at le@talkingheads.co.uk 

to receive your free eBook:

Your Translation Choices

Visit www.talkingheads.co.uk

 

Thank you for your time. I welcome questions you may have. 

 

 

 


