
Kick-start international growth 
with an effective translation and 
localisation strategy
Make languages work for your organisation



Is language a  
barrier to  
growth for  
your brand?

Why Comtec?

We believe engagement is essential in delivering effective multilingual marketing content. Engaged customers build a 
brand. To truly engage, communication in the language of your target audience is key. 

Let’s take a look at some stats. 

Only 23% of the Spanish population speak English fluently, and the numbers aren’t much higher in Italy (35%) or  
France (39%). 

Those looking to trade even further afield encounter even greater challenges. Despite English being the most popular 
language in the World, less than 0.75% of Chinese, 5% of Brazilians and 5.2% of Russians are able to speak it fluently.

For 40 years, we’ve been helping our clients use translation to communicate effectively with their target audience 
worldwide and drive rapid growth in new territories. This guide shares our expertise and their experiences so you can  
do the same. 

Whether you’re new to translation, or have worked with a translation company before, this guide will help you 
understand your options and achieve an enviable return on investment. In addition to practical advice and examples  
of best practice, this guide will answer the following frequently asked questions:

At Comtec, we have 40 years’ experience helping our clients take their products  
and services to new international markets, building their businesses into globally 
recognised brands. 

We work with a wide range of innovative organisations, from high-growth start-ups 
through to established FTSE companies, all united by a common goal; to communicate 
their brand effectively and truly engage their customers worldwide. Our clients value  
the focus we place on delivering the highest possible quality, building a partnership with 
them to share our expertise and providing a service they can truly rely on. 

Exporting is great and we’re excited to play a part in our clients’ global success.

 What’s the difference between translation and localisation? 

 How can I make a case for investment in translation or localisation?

 How can I convince other stakeholders of the importance of translation?

 How can I get the best out of a translation partner?

 What’s the best way to measure and improve ROI?

 How can we engage our colleagues in overseas markets in the translation process to improve results?
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1. What’s the difference between 
translation and localisation?

Communication with potential customers in their own language 
is critical for attracting and engaging new audiences and driving 
demand for your products and services. There are two options: 
translation and localisation.

Whereas translation converts words into another language, 
localisation ensures the nuances of the messaging remain 
the same. It adapts content to suit the local culture – hence 
‘localisation’ - and ensures prospects are communicated with in 
ways which they are most receptive to. If you want to engage 
customers as effectively as possible by using their preferred 
marketing channels and communication methods, then 
localisation is the right solution for you. 



2. Stand out from the crowd
Using localisation and translation for competitive advantage… 

Despite technology’s best attempts to bring us together,  
language barriers continue to keep us apart. Almost two-thirds  
of businesses wanting to export cite a lack of internal language  
skills as a key barrier to growth. 

It’s not hard to see where difficulties arise. 

To pique their prospects’ interest, sales people rely on finely honed messaging which has been designed to resonate 
with their target audience. Each word will have been carefully chosen and each cultural reference checked for 
appropriateness. What results is something that’s nuanced and effective. When done properly, such messaging is 
invaluable for building relationships, trust and loyalty.

If that same messaging is then distributed in other countries, and read by prospects in their second or third language, its 
power is diminished. The basic message may be understood, but cultural references may not make sense and nuanced 
meaning is likely to be lost. Brand awareness may increase, but the sales cycle may be lengthier, and objections may be 
harder to overcome. 

The benefits
Would you like customers to spend more time on your website? Do you want them to be more likely to buy your 
products than those of your competitors?

Simply talking to customers in their own language makes them far more receptive to marketing messages, as these 
stats prove:

Online customers will  
pay more for a product  
if they can buy it in their  

own language

According to research from  
Common Sense Advisory

Web users are four times  
more likely to purchase from  
a website that communicates 

 in their language

According to  
www.idc.com

Website visitors  
stay for twice as long  
if a website is in their  

own language

According to  
Forrester Research



Sizing the market
Millions of potential customers are ready to hear sales messages in their local language. What slice of the pie could be yours?

1 https://www.globenewswire.com/news-release/2019/08/20/1904132/0/en/Global-Cross-Border-B2C-E-Commerce-Market-Will-Reach-Over-USD-4-856-1-Billion-By-2027-Zion-Market-Research.html
2 https://www.eusmecentre.org.cn/report/guideline-cross-border-e-commerce-china-2019
3 https://www.eusmecentre.org.cn/report/guideline-cross-border-e-commerce-china-2019

Online markets: top 10 languages for website users

Speak to  
their hearts

If you talk to a man in a language he  
understands, that goes to his head. If you talk  
to him in his language, that goes to his heart.

Nelson Mandela, fluent in English and Xhosa (an African language)

Language

Chinese

Spanish

Arabic

Portuguese

Indonesian

French

Japanese

Russian

German

Other languages

863

344

226

171

169

144

118

109

92

1039

1458

521

444

290

302

422

127

144

97

2523

Millions of 
internet users

World population of language 
speakers (millions)

Estimated total internet users are 4,386,485,421 on April 30, 2019



3. Supercharge your translation   
 strategy for better results
Here are some translation questions to ask yourself 

The questions in this section will spark some ideas about how you can achieve better results from your marketing campaigns. 

Are you already translating and localising content?

Collate feedback on prior translations from your local markets. Did they achieve good sales 
results? Do people feel they could have been improved by a stronger or smoother translation? 
Once you’ve identified any issues with language, style or even the source content, you’ll know 
how to improve for the future. 

Establish which markets you want to target and research the languages required. Don’t forget to 
research the native languages as some countries have more than one language. A languages 
expert, such as Comtec, can help you do this.

YES

NO
1

Have you previously used a translation service provider?

Identify what worked well and where things could be improved so your next translation project 
delivers even better results. Consider moving providers if you received poor feedback from the 
target market or the company was difficult to work with.

Shortlist providers which are a good fit for your business. Look for ones with relevant sector 
experience and expertise in marketing translations. It’s best if you can work with one that has 
supported organisations at your stage of global growth so you can use their experience to your 
advantage. Don’t forget they also need to be a good fit culturally as you’ll want them to feel like 
an integral part of your team. 

YES

NO
2

Do you know what marketing channels you need to engage within 
your target overseas markets?

Congratulations! Create a definitive list of all your content that needs translating. Many clients begin 
with a localised version of their UK website. Printed materials and product videos are popular for 
trade events and exhibitions. Look at the cross-over between different channels and scope the 
potential for re-using translated materials, e.g. using digital content in brochures or case studies. 
This will increase your ROI.

Spending time now on market research will prevent incurring costs later. Ask your translation 
provider to identify the right channels to reach different customer groups. Find out what 
marketing materials work in your target markets and avoid those that don’t.  

YES

NO

3
Do you know if other departments need content translated?

Ensuring everyone has access to a style guide and shared glossary of terminology will help keep 
the brand consistent. It’s best to use one translation partner to translate all your marketing 
materials as they can also use technology which helps your terminology remain consistent. 

It’s worth finding out now what needs to be translated to support your marketing activities as 
you’ll achieve better results if you use just one translation provider. For example, your legal, 
sales and customer service teams may be working on terms and conditions, contracts, sales 
agreements and customer support information. Make sure you also keep HR in the loop.

YES

NO4



Have you got a team of local market reviewers to approve and 
sign off your translations?

Take it to the next level by asking one person in each market to be your ‘localisation champion’. 
Work with them to develop glossaries of terminology and style guides. Implement review 
guidelines so other reviewers have a clear process to follow and apply rules consistently.

Ask colleagues in the local market to review newly translated content. They don’t have to have 
marketing or sales experience, but it will help. Make sure they have enough time to devote to 
the project, so deadlines don’t get missed.

YES

NO
5

Do you need help project managing your translations and working 
with local market reviewers?

Ask your translation provider about their project management capabilities. They may be able 
to take the pressure off you. We liaise with local markets to reduce the stress of handling 
multilingual translation projects and dealing with large volumes of content. 

Keep streamlining your processes to improve your translations and achieve higher ROI. Explore 
ways to save both time and money by working with your translation provider to maximise 
translation memories.

YES

NO
6

Have you identified any content that requires localisation?

Make sure your source content is translation ready. Ask your local market teams to review the 
source content and identify any issues that might affect the effectiveness of the localised content. 
Invest time now optimising your source content for localisation as this will save money and make 
the process faster later on. 

Work with your local teams and translation provider to develop an effective content 
development strategy for each market. Prioritise content for translation according to business 
objectives and cultural preferences. 

YES

NO
7

Build cultural awareness
There’s far more to successful communication than 
simply choosing the right words. Understanding and 
adapting to local business etiquette and customs 
is crucial in building business relationships on an 
international level. 

Investing in cultural awareness training for your 
UK team will improve their communications and 
professional relationships with overseas colleagues 
and business associates alike. This can increase 
collaboration and employee engagement and help 
global teams work more efficiently together.

Your global marketing team is a great place to 
start. UK staff will need to work with their local 
market colleagues to create effective marketing 
content. Cultural awareness training will make these 
collaborative relationships more successful and ensure 
your global marketing campaigns deliver better results.



4. Find a translation partner    
	 who’ll	fit	with	your	business
Why have a translation provider when you can have a translation partner?

It’s critical that you can find a team that you trust. One with the experience, expertise and commitment to get the right 
results and make the process as stress-free as possible.

A word of advice… 
Resist the temptation to use in-house staff that may have knowledge of the language but are not professional 
translators. While this may seem like a cost-effective option, non-translators will take much longer to translate and 
localise your content and are unlikely to have the skills to translate emotive marketing messages.

Making the right impression is vital and you need to be sure that you have the best resources at hand to effectively 
target your market. This is why investing in the support of a professional language services company is absolutely 
necessary. Their skills and experience in translating important communication materials will pay dividends – and save 
you any potential embarrassment!

Professional translators work only into their mother tongue and possess specialist knowledge of the business context 
involved e.g. engineering, marketing, electronics or finance. The more specialised your sector, the more important it is 
that the translators have the necessary specialist knowledge.



A simple seven-step checklist 
Millions of potential customers are ready to hear sales messages in their local language. What slice of the pie could be yours?

This checklist will help you shortlist translation providers who have the skills to deliver:

Quality 
standards

CHECKLIST

Services

Industry 
Expertise Please

ask!

Technology

Languages

Linguist 
selection 
process

Values

Have they committed to quality by investing in the most relevant 
ISO standards?
ISO 9001:2015 (the Quality Management Standard) and ISO 17100:2015 
(the Translation Management Standard) demonstrate that they have 
quality assurance processes in place and translation excellence is at the 
heart of what they do. Organisations with these standards will have 
properly managed processes and procedures and will regularly gather 
and act upon customer feedback.

Does the provider have a track record of delivering effective 
marketing translations? 
Many translation providers, and freelance linguists, specialise in a specific 
type of translation service.  Your organisation’s requirements will grow 
as you build your brand internationally. Now’s the time to find a 
translation partner that can grow with your organisation and support 
you with a wide range of services, such as the translation of HR and 
L&D content. They will get to know your brand, company-specific 
terminology and your workflows allowing them to deliver a faster and 
more accurate service. 

Does the provider have experience of your sector, customer 
avatars, industry terminology and culture? 
A provider with industry expertise will have a better understanding
of how to localise your content effectively.

Will you be able to benefit from their use of technology? 
Partner with a translation service provider that is investing in translation 
technology as they’ll deliver a more efficient service while still retaining a 
high standard of quality.  Tools such as Translation Memories increase 
the consistency and accuracy of your localised content, saving you time 
and money. 

Do they have the potential to deliver services in multiple languages?
You may only need a few languages now, but what about in the future? 
Partnering with a translation provider that can provide multiple 
language services as your organisation grows globally will save you 
time and money in the long run.

Will they hand-pick linguists who are the right fit for your project?
Ask about their selection process including qualifications and ask if you can 
see CVs. 

Do you feel that you’d work well together?
Alignment between your organisation’s values and the service provider 
helps everyone get off to a good start. Over time, your translation team 
should become an extension of your own team, so synergy and shared 
values really help. 

200+ 

Let’s
find
out!



Five easy steps to achieving the best results 
1.	 Allow	plenty	of	time	to	find	your	translation	partner 
 Don’t leave things to the last minute. The best companies aren’t always available at short notice!
2. Provide them with a clear brief 
 This should include your objectives, target markets, the nature of the translated text and   
 deadlines. It’s important that your partner understands the end purpose of the translation.   
 Do you need a purely technical copy or more creative text? Is it to inform or to sell? 
3. Provide reference material where available 
 Providing product information and brochures will help your new team gain product knowledge,   
 assimilate any technical information and build up a picture of the language you use to communicate. 
4. Make use of your colleagues in overseas markets 
 Ask employees, agents and/or distributors to review translations in draft form. They can provide   
  valuable input on market-specific terminology and stylistic preferences. You can also allow your translation  
 supplier to liaise directly with them in order to receive and process feedback as quickly as possible. 
5.	 Remember	to	finalise	your	source	text	before	starting	the	translation 
 The more versions you have, the more likely it is that errors will creep into the final version!  
 Be sure to date each version and mark changes clearly from one version to the next. 

5. How to measure and improve  
 your ROI
 
Ensure you see long-lasting results
There are many ways to measure the success of a campaign. Some of the most popular are:

 New product orders from existing customers (if your product has already been launched in that market)
 Time to market
 Number of visitors/enquiries following the localisation of a website
 Number of new leads
 Costs per new customer acquisition

With the right translation partner, you should see favourable results such as a reduction in time to market and cost per acquisition, 
as your translated content delivers faster and better results. You should also find the process less intensive, so your team is 
freed up to focus on other valuable activities. It’s worth, therefore, checking that you are seeing an ROI in terms of time.

Benchmark

Before and after
If this is the first time you’ve invested in language support, it’s simple to compare results to those of your 
previous campaigns. Just make sure you’re comparing like-for-like. 

Survey your customers
You can conduct a survey comparing how well the service is received before and after translation. 
How do your customers rate your service? Would they recommend your brand?

Translation efficiency
You can compare how much time was previously spent on translations, whether in-house or managing the 
process with an external supplier, compared to your new supplier. Has a new process introduced more 
efficiencies? Are there fewer people involved now in the translation process? Is the time they spend on 
translations now used more efficiently on other valuable activities? If so, can you measure the value of these?



A good translation partner will want 
to help you achieve your objectives 
so it’s important that you share what 
success looks like with them when 
you commission the work! 

Six	ways	to	achieve	more	value
Whether you’re already localising content and want to know how to 
get more value for money, or if you’re just getting started and want 
to	maximise	your	investment,	there	are	a	few	simple	tips	to	help	you	
achieve a higher ROI:

1.	 Don’t	sacrifice	quality	for	cost 
 Look at the type of content and decide on the quality level required based on the end-use of  
 the content.

2. Think about your source content  
 You can reduce the time it takes to translate and localise source content by optimising it for   
 localisation from the start. Style guides, glossaries of terminology and ‘internationalised’ content will  
 all help keep costs down and achieve consistent results.

3. Establish a single internal reviewer per language or market  
 Their job is to establish consistency across the review process and ensure review guidelines are   
 adhered to. For larger projects, you may need a team of reviewers, but always have a ‘champion’  
 to guide the team and ensure quality standards are met.

4. Create clear guidelines for the reviewers  
 Changes because of personal preferences cost you time and money. By establishing review   
 guidelines, you can eliminate unnecessary edits and increase the consistency of your  
 localised content.

5. Reduce the time spent on revising the translations  
 We recommend asking your local market reviewers to review your source content and provide   
 feedback. It is much more cost-efficient to change the source text at the beginning than the   
 translated content later on. 

6.	 Request	samples	for	review	 
 Ask your translation partner for samples before proceeding with a localisation project. Your   
 reviewers can provide feedback that will help brief the translation team and reduce review cycles  
 further down the line.

The risks of poor-quality translations
Another factor to consider is the cost of a poor translation. Unfortunately, these can easily result from using inexperienced 
bilingual staff or a translator without marketing translation or industry-specific expertise. 

Poor quality translations can cost a lot to put right. The cost of editing/reworking can be high, especially if you have to bring 
in a new translation partner at the last minute or delay a campaign. However, the most significant danger of all occurs when 
errors aren’t picked up and your less than perfect translations find themselves in the public domain where they can be easily 
commented upon or shared. The cost to brand reputation and the subsequent uphill struggle to hit sales targets will make 
the costs of a higher quality translation pale into insignificance.

Keep learning and improving
The data you use to measure ROI provides a 
roadmap for improving your localised content 
in each market. Use these insights to generate 
even better ROI with every new campaign 
and to continually refine your existing global 
marketing assets.



The risks of poor-quality translations
As an exhibition and conference organiser and international magazine publisher, UKi Media & Events has a daily need 
for localised marketing content that attracts maximum footfall at events and engages a high volume of readers. In some 
cases, exhibitors spend 80% to 90% of their global marketing budget with the company on exhibitions and magazines, 
so it’s vital UKi consistently deliver the volume and quantity of prospects their clients expect.

It’s therefore essential that UKi’s show guides, leaflets, emails, flyers and website content are translated accurately and 
compellingly into a variety of languages including French, German, Italian, Japanese, Korean and Dutch. 

Delivering value for money without compromising on quality
As well as hand picking specialist translators to work on UKi’s projects, we also use  
translation technology to ensure consistency of terminology across all materials and  
drive down costs. This technology provides UKi Media & Events with a fast  
and cost-effective service that can accommodate tight turnaround times  
and provides value for money.

Robyn Murrell, Expo Events and Magazine  
Production Manager, explains, 

“With ongoing projects, our translation  
budget is significant, and so we have  
to get a good return on investment.  
Comtec has initiated many strategies  
to deliver more value for money  
without compromising on quality.”

6. Comtec in action: solving the  
 challenges faced by a leading  
 UK-based international  
	 exhibitions	company

你好

こんにちは

hei

bonjour

olà

hello



Reducing the administrative burden
We developed a centralised process to prevent Robyn from becoming overwhelmed by translation requests from 
different members of UKi’s marketing team. A simple online interface allows multiple users to submit requests, reducing 
administration time and providing full visibility of all translation requests. As a result, we’ve been able to complete tasks 
more quickly, and Robyn always knows what we’re working on. 

With over 20 highly specialised events across Europe, China, India, Korea and North America, and 30 leading international 
magazines, UKi has a reputation for delivering events for the engineering, automotive and aerospace industries.

Service summary:
• Translation and localisation services for  
 marketing content and events

• Ongoing translation projects in multiple  
 languages

• Our robust onboarding process ensured  
 we understood UKi’s business, processes  
 and requirements

• We use innovative solutions to address  
 our client’s challenges and reduce 
 internal workloads

• We use translation technology to increase  
 effectiveness and deliver more value  
 for money

• Our responsive team is always ready  
 to  offer support and find a way to  
 meet UKi’s translation needs

Our high demand for translations and really tight deadlines mean that we need our 
translation partner to be part of our extended marketing team. Comtec is highly 

responsive, proactive and has really taken the time to understand our business and 
what we need. It’s like having a translation team just down the corridor.

Robyn Murrell 



Need further help? 
If you’d like to discuss your translation or language requirements with a member of our team, please contact us today.

We’d be delighted to talk through your export or global expansion plans in more detail and identify where the use of 
languages can improve your sales performance overseas. 

There’s no fee for an informal phone consultation: we’re always happy to share our expertise and point you in the  
right direction. 

 
Book a 10-minute discovery call with us today to kick start your localisation strategy.

We have been working with Comtec for a good few years now and the brilliant thing 
about them is how accommodating and forward-thinking they are when it comes to our 
translation needs. I cannot recommend them enough, they are always very professional. 
You will end up working with a wonderful team of people that want to provide you with 

the best quality and experience. 

Robyn Murrell 



Head	Office:

Second Floor,  
93-95 Bedford Street,  
Leamington Spa,  
CV32 5BB

T 01926 335681
E info@comtectranslations.com
www.comtectranslations.com


