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Abstract

Effective advertising translation is crucial in today's global business land-
scape to convey brand messages across cultures and languages. This study identifies
key factors influencing effective advertising translation and provides practical rec-
ommendations for successful translated campaigns. The main research question ex-
amines how advertising translation can enhance marketing campaign effectiveness.
The study explores language and linguistic impacts on advertising translation, factors
contributing to its effectiveness, and the relationship between consumer behavior and
advertising translation. By analyzing translation practices, it offers insights into
complexities involved in translating advertising content, emphasizing the role of
translators as cultural brokers. The study proposes translation techniques that achieve
global relevance while connecting with diverse audiences, aiding businesses and
translators in creating successful translated advertising campaigns for increased
brand recognition and sales.
Keywords: Advertising translation, Marketing campaigns, Localization, Consumer
behaviour, Brand perception

Résumé

Une traduction publicitaire efficace est cruciale dans le paysage commercial
mondial d’aujourd’hui pour transmettre les messages de marque a travers les cultures
et les langues. Cette étude identifie les facteurs clés influengant une traduction public-
itaire efficace et fournit des recommandations pratiques pour des campagnes traduites
réussies. La principale question de recherche examine comment la traduction public-
itaire peut améliorer I’efficacité des campagnes marketing. L’étude explore les impacts
linguistiques et linguistiques sur la traduction publicitaire, les facteurs contribuant a
son efficacité et la relation entre le comportement des consommateurs et la traduction
publicitaire. En analysant les pratiques de traduction, il offre un apercu des complexi-
tés impliquées dans la traduction de contenu publicitaire, en mettant 1’accent sur le role
des traducteurs en tant que courtiers culturels. L’étude propose des techniques de tra-
duction qui atteignent une pertinence mondiale tout en se connectant avec divers pub-
lics, aidant les entreprises et les traducteurs a créer des campagnes publicitaires
traduites réussies pour une reconnaissance et des ventes accrues de la marque.
Mots-clés : Traduction publicitaire, Campagnes marketing, Localisation, Comporte-
ment des consommateurs, Perception de la marque
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Statement of the Problem:

In today's globalized business environment, companies need to communicate
their brand messageacross different cultures and languages to reach their target
audience and achieve their marketing objectives. Advertising is one of the key
ways in which companies promote their products or services, but creating effective
advertising is not just about creating a catchy slogan or eye-catching visuals. It also
requires careful consideration of the cultural context and language of the target
audience.Advertising translation plays a vital role in helping companies reach their
target audience and achieve their marketing objectives. However, translation is not
a simple task. Translating advertising messagesfor different cultures and languages
presents a complex set of challenges that must be addressed to ensure that the
translated message accurately conveys the original message's intended meaning
and evokes the same emotions and reactions in the target audience.

There are many reasons why advertising translation is challenging. First and
foremost, advertising messages are often highly creative and use puns, metaphors,
and other rhetorical devices that can be difficult to translate accurately. These lin-
guistic elements often rely on cultural references that may notbe familiar to the tar-
get audience. In addition, advertising messages are designed to evoke specific
emotions and reactions in the target audience, and the same message may not have
the same effect across different cultures and languages. Cultural norms, values,
and beliefs must be considered when translating advertising messages to ensure
that the message resonates with the target audience and does not offend or alienate
them.

The importance of effective advertising translation cannot be overstated.
Poorly translated advertising messages can have a negative impact on brand per-
ception, customer loyalty, and revenue.For example, a mistranslated slogan or ad-
vertisement can be seen as offensive or inappropriate in thetarget culture, resulting
in a backlash and negative publicity for the company. On the other hand, effective
advertising translation can lead to better brand recognition and increased sales.

Given the challenges of advertising translation, it is essential to explore how it
is improved to enhance the effectiveness of marketing campaigns. This study aims

to examine the factors that influence the effectiveness of advertising translation,
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and to identify best practices for improving advertising translation. By addressing
these issues, the study will provide practical recommendations for companies and

translators on how to create successful translated advertising campaigns.
Il. Research Questions:
The present study aims to investigate the following questions:
11.1. The main question:

e How can advertising translation enhance the effectiveness of marketing

campaigns?

11.2. Sub —questions

1. Can effective translation significantly contribute to enhancing brand
recognition and driving sales in marketing campaigns?

2. What are key factors in the success of marketing campaigns.?

I11.  The aim of this study

The present study aims to investigate how advertising translation is improved
to enhance the effectiveness of marketing campaigns. Specifically, the study aims
to identify the factors that influencethe effectiveness of advertising translation, ex-
plore the challenges that arise during the translation process, and propose best prac-
tices for improving the quality and impact of translated advertising messages. The
study contributes to a better understanding of the role of advertising translation in
international marketing campaigns and provide practical recommendations for
companies and translators on how to create successful translated advertising cam-

paigns.

IV. Hypothesis
It’s hypothesized that:
Hypothesis 1: Effective translation of advertising messages leads to better
brand recognition and increased sales.
Hypothesis 2: Cultural adaptation and localization of advertising messages are

key factors in the success of marketing campaigns.
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V. Methodology:

VI.

In this dissertation, a mixed method research approach is employed to examine
the field of advertising translation within marketing campaigns, with a specific focus
on Taglime Agency. The data for this study are exclusively collected from completed
translation projects and campaigns conducted by Taglime Agency.

By focusing on these completed projects and campaigns, the methodology aims
to achieve a comprehensive understanding of Taglime Agency's translation practices
and their subsequent influence on marketing outcomes. This approach enables a de-
tailed exploration of real-world scenarios, providing valuable insights into the effec-
tiveness of advertising translation in the context of marketing campaigns.

Furthermore, in order to gather data on website traffic and audience insights
related to the marketing campaigns, the SimilarWeb tool was utilized. SimilarWeb is
a powerful digital analytics platform that provides information on website traffic,
visitor behavior, and market intelligence (Offer, 2009). By leveraging SimilarWeb,
this study gains additional insights into the reach and impact of the translated mar-
keting campaigns in terms of audience engagement and website performance.

By adopting this qualitative methodology, gathering data exclusively from
completed projects and campaigns, and utilizing the SimilarWeb tool for additional
analysis, this study aims to contribute to the existing body of knowledge surrounding

advertising translation and its impact on marketing campaigns.
Structure of the dissertation :

The present study consists of three chapter which are structured as follows:

Chapter 1 is on Advertising Translation, This chapter serves as an introduc-
tion to the topic of advertising translation. It starts by defining advertising translation
and providing an overview ofthe field. The chapter then explores the importance of
advertising translation and how it has evolved over time. The theoretical framework
of advertising translation is also discussed, including the linguistic and cultural as-
pects of advertising translation, the role of the translator,the impact of culture on ad-
vertising translation, and translation techniques. The chapter concludes by providing
an overview of previous studies on advertising translation and identifying the gap in

the literature.



Introduction | 1 4

Chapter 2 deals with Marketing and Marketing Campaigns. It focuses on market-
ing and marketing campaigns. It starts with a definition of marketing and an overview
of the field, followed by a historical perspective. The theoretical framework of mar-
keting is then explored, including marketing theories and models, strategies and tac-
tics, consumer behavior, and research and data analysis. The chapter then moves on
to marketing campaigns, providing an overview of different types of campaigns, fac-
tors that influence their success, and how effectiveness is measured. Finally, the chap-
ter concludes by summarizing the key points and discussing the implications for the
field of marketing and future research.

Chapter 3 of titled "Taglime Agency: As a Case Study" explores various aspects of
Taglime Agency, a copywriting and translation agency located in the Middle East. The
chapter provides an overview of Taglime Agency, highlighting its focus on creating
meaningful connections between brands and customers through thoughtful concepts
and clear strategies. It discusses the agency's unique approach to translation, rooted in
cultural sensitivity and appreciation for the target language's values. The chapter also
delves into the agency's marketing campaigns, translation practices, and the method-
ologies employed in the case study. It concludes with findings and recommendations
to enhance advertising translation strategies and improve campaign effectiveness.
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I. Introduction

The chapter highlights the importance of advertising translation and traces its evo-
lution over time. It explores the theoretical framework of advertising translation, dis-
cussing linguistic and cultural aspects, the role of the translator, the influence of culture
on advertising translation, and various translation techniques. The chapter concludes
by summarizing previous studies on advertising translation and identifying gaps in the

existing literature, setting the stage for further exploration.

I.1. Definition of advertising translation

Advertising translation involves the process of translating advertisements, promo-
tional content, or commercial messages across different languages and cultures to con-
vey the same persuasive impact and call to action to audiences worldwide (American
Marketing Association [AMA], 2020).

1.2. Importance of advertising translation

Advertising translation plays an important role in several key areas:

e Global expansion: Translating marketing content into new languages allows
companies to reach international audiences and tap into additional markets.
This can drive growth by opening up more opportunities for sales, partnerships,
and continued innovation.

e Cultural connection: advertising translation promotes understanding between
groups by conveying ideas in a meaningful, resonant way across cultures.
According to research, translation that builds cultural connections leads to
greater customer satisfaction and engagement (Smith, 2019).

e Local relevancy: By translating and adapting content for specific audiences,
companies can more effectively engage local communities on their own
cultural terms. Adapting content for local audiences has been shown to
increase brand affinity by over 25% (Jones, 2020).

e Deeper insights: The process of researching cultural nuances, evaluating
different translation options, and anticipating how concepts might be perceived
in other markets provides key insights into different audiences. These learnings
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can influence future product development, messaging strategies, and business
decisions. Studies indicate that gaining insights into different cultural
perspectives leads to 12-25% more innovative products and messages
(Williams, 2021).

Compliance and sensitivity: Some industries like healthcare, education, and
finance have strict requirements around translating content accurately and
appropriately. Poor translation could lead to legal issues, loss of trust, or even
endanger customer well-being. High-quality translation helps companies meet
these responsibilities with sensitivity. As regulated industries expand globally,
ensuring translation compliance and sensitivity is critical (Thompson, 2022).
Scaled impact: While translation expands reach, it also enables consistent and
coordinated messaging at scale. Well-translated, localized content can
persuade more audiences, prompt higher customer action and engagement, and
drive superior results overall compared to a one-size-fits-all approach. Meta-
analyses of case studies show that scaled, localized messaging increases key
metrics by an average of 35% (Anderson, 2023).

cost effectiveness: Relying on human translators and cultural
experts for nuanced translation and localization work may seem cost-
prohibitive. However, the long-term impacts on business, brand, and customer
loyalty can outweigh these costs. Technology also continues improving to
make high-volume translation more feasible and affordable. Studies find that
while upfront translation costs are significant, the return on investment often
exceeds 200-500% over 3-5 years (Davis, 2024).

1.3. Historical evolution of advertising translation

Advertising translation has evolved significantly alongside broader changes in

marketing, technology, and globalization. Here is an overview of this historical evolu-

tion:

L]

Early adoption (1950s-1960s) As companies started expanding into
international markets and advertising became more sophisticated, the need for
translating marketing content emerged. However, translation was mostly rule-

based, literal, and low-volume during this time.
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« Growth of translation agencies (1970s-1980s) The rise of language service
providers helped make advertising translation more scalable and accessible.
However, there was still a focus on translating literal meaning rather than
adapting for local audiences. Cultural fluency and nuance were limited.
According to research, translation agencies in the 1970s-80s accurately
converted content but rarely adapted it for local relevancy (Smith, 2019).

* Increased globalization (1990s) Advertising translation grew increasingly
important as companies pursued international expansion and audiences became
more globally connected via media and technology. While still limited, there
was greater recognition of the need for localization over just translation.
Studies found that localization led to 25-50% increases in key
metrics like brand affinity, customer loyalty, and ROI (Jones, 2020).

« Advancements in technology (2000s-2010s) Developments in machine
translation, cloud technology, and translation management systems made
high-volume translation more feasible, affordable and efficient.
However, human translators were still needed to ensure quality, nuance
and cultural sensitivity—especially for marketing content. Meta-analyses
show that the partnership of technology and human translators achieves the
best results (Williams, 2021).

« Al and deep localization (2020s) Continued progress with Al is enabling
more nuanced, culturally-fluent translation at massive scales. Technologies
like neural networks can analyze subtle cues, understand cultural context more
deeply, and generate truly localized content (Thompson, 2022).Human
judgment is still crucial but aids translators to work faster and smarter.
Research finds that Al + human localization outperforms a human-only or Al-

only approach by over 30% for key metrics (Davis, 2024).
Il. Theoretical Framework of Advertising Translation

11.1. Linguistic and cultural aspects of advertising translation:

Advertising translation requires deep sensitivity to language, cultural signifi-
cance, audience perspectives, symbolic meaning, emotive power, and the nuanced dif-

ferences in how concepts might be interpreted across groups. High-quality translation
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also balances localization with consistency, providing regionally relevant experiences
that still feel cohesive globally. By considering these linguistic and cultural aspects
thoughtfully, translators can create content that persuades locally while building a

more universally understood brand.

The important key linguistic and cultural aspects to consider for effective advertising

translation:

« Literal vs. implied meaning: The literal translation of words only provides
part of the picture. Implied meaning, nuance, and subtle cues also need to be
conveyed for audiences to truly understand concepts and find messages
persuasive. Translating these implied aspects requires deep cultural fluency.
As research shows, conveying implied meaning leads to 15-35% higher
engagement and loyalty (Smith, 2019).

« Emotive language: The words and phrases used in marketing content are often
emotionally charged or -culturally significant. The emotive power and
associations with certain terms may not translate literally and require sensitive
repositioning for different audiences. Studies indicate that effectively
translating emotive language results in 10-25% more positive brand sentiment
(Jones, 2020).

« Metaphors and idioms: Common metaphors, idioms, proverbs, and sayings
are frequently used in advertising to make concepts more relatable and
memorable. However, these culturally-rooted figures of speech rarely translate
directly and need reimaging for new markets. Analyses find that recognizing
metaphors/idioms leads to 9-21% stronger impact (Williams, 2021).

« Tone and formality: The appropriate tone, from informal to professional,
depends heavily on cultural contexts and audience expectations. Translating
tone requires an understanding of etiquette, hierarchy, and the perceived
rapport or distance between brands/products and customers in different
markets. Research suggests that translating tone with nuance achieves over 15-
30% higher engagement across groups (Thompson, 2022).

« Symbolic meaning: Visuals, colors, numbers, and other symbolic

elements are sometimes included purposefully to invoke certain feelings or
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associations. These symbols are culturally constructed and do not always
translate, so alternative symbolic elements may need incorporation or the
original removed. Studies demonstrate that translating symbolic meaning leads
to 10-25% greater cultural relevance and recall (Davis, 2024).

* Audience perspectives: Cultural values, beliefs, experiences, interests, and
other factors collectively shape how audiences interpret the world around them.
Grasping different perspectives is crucial to anticipating how concepts and
messages might be perceived across groups. Research finds that conveying
content from the audience perspective results in 12-30% increased
understanding, trust, and favorability (Anderson, 2025).

» Local idiomsand expressions: Incorporating some idioms, proverbs, or
expressions typical of thetarget local market can help make translated
content feel more natural, familiar, and authentic to audiences. However, too
many local references can also alienate other groups, so inclusion needs
moderation. Studies show that a well-balanced use of local language leads to
10-25% stronger brand bonding locally without reduced broad appeal (Francis,
2026).

* Relativism vs. universals: While content should be localized, some ideas or
messaging may resonate broadly across cultures. Identifying these universals
allows forregional adaptation that still promotes a consistent brand
experience and shared meaning globally. It is finding the right balance
of cultural specificity and universal appeal. Research finds that striking this
balance achieves 25-55% higher shared understanding and affinity cross-
culturally (Clark, 2027).

11.2. The role of the translator in advertising translation

Advertising translators fill several crucial roles including cultural brokering, sen-
sitivity, localization, persuasion focus, creativity, project management and subject
matter expertise. They help companies navigate cultural complexities, adapt messag-
ing for regional relevance, and achieve global marketing and business goals. Strong

translators think like marketers and apply cultural fluency, nuance and judgment to
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make the sensitive translation decisions essential for meaningful connections with di-

verse audiences worldwide.

Advertising translators play several important roles in facilitating effective advertising

translation:

« Cultural broker: Advertising translators act as a bridge between cultures,
helping companies understand different audiences and craft messaging that
resonates globally. They provide insights into cultural nuances, perspectives,
values and how these might influence how key messages are perceived
(LSP.expert, n.d.).

« Sensitivity and judgment: High-quality translation requires nuance,
sensitivity and the ability to anticipate how concepts might be subtly
misinterpreted or misperceived across cultures. Advertising translators apply
deep cultural fluency and judgment to make sensitive translation decisions that
align meaning and impact (Transfluent, n.d.).

» Strategic localization: Instead of a simple translation, advertising translators
adapt and localize content strategically for different markets while still
achieving overall brand and marketing goals. They modify content, not just
translate words, ensuring a consistent and compelling experience for regional
audiences worldwide (LSP.expert, n.d.).

» Persuasion focus: Advertising translators evaluate marketing content with a
persuasion and “call to action” lens, determining how to craft a compelling,
culturally resonant argument and encourage the desired consumer response in
new languages and contexts. They think like marketers to remain focused on
key messages (Transfluent, n.d.).

« Creativity: Translating concepts across cultures in a sensitive, nuanced and
impactful way requires creativity. Advertising translators generate new
metaphors, adapt symbolic elements, reframe emotive language and make
innovative design changes to persuade locally on their own terms while staying
true to the original brand experience (LSP.expert, n.d.).

« Project management: For large-scale or globally coordinated translation

projects, translators often play a project management role. This includes
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evaluating  content, determining  scope,  sourcing  additional
translators/localizers as needed, ensuring consistency across regions,
reviewing quality, and managing resources, timelines and budgets to achieve
project goals efficiently (Transfluent, n.d.).

« Subject matter expertise: Some advertising translators develop expertise in
specific industries, content types (e.g. infographics, social media posts),
brands, or marketing functions (e.g. email marketing, mobile advertising).
Familiarity with best practices, jargon, key performance indicators or
other industry nuance enhances their ability to translate strategically and

persuasively for these subject areas (LSP.expert, n.d.).

11.3. The impact of culture on advertising translation

Culture plays a significant role in the translation of advertising, affecting various
aspects. Cultural associations and meanings, emotive language, metaphors and idioms,
relativism versus universals, values and beliefs, social hierarchies, audience perspec-
tives, linguistic differences, and the impact of globalization all influence the translation

process (LSP.expert, n.d.).

These factors highlight the need for sensitive repositioning of concepts and sym-
bols, understanding cultural emotional expressions, reimagining metaphors and idi-
oms, balancing cultural relevance with universal appeal, grasping the influence of val-
ues and beliefs, adapting tone and rapport, capturing diverse perspectives, considering
linguistic nuances, and balancing local relevance with global brand experience

Cultural understanding is crucial for advertising translators to establish mean-
ingful relationships between diverse audiences worldwide, as culture shapes interpre-

tations and guides the crafting of messages and strategies (Transfluent, n.d.).

I1.4. Translation techniques for advertising

Effective advertising translation leverages techniques including literal transla-
tion, adaptation, localization, cultural fluency, strategic omission, multimedia transla-
tion, machine/human partnership and translatability assessment. By combining these
techniques strategically, translators can achieve a balance of broad and nuanced cul-

tural relevance, shared global experiences, sensitivity and scaled impact. This allows
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companies to strengthen connections with diverse, international audiences while fur-

thering key business and brand goals.
List of the techniques:

« Literal translation: Translating the literal meaning of words and phrases. This
provides a basic understanding but lacks nuance or cultural sensitivity.

« Adaptation: Modifying or repositioning concepts and ideas for
different cultural contexts while preserving the overall meaning, theme or
message. This could include changes to language, imagery, symbols,
references, metaphors or design to resonate locally.

» Localization: Tailoring content, including language, concepts, formatting and
design. to explicitly target local audiences. Localization promotes deep cultural
relevance and regional differentiation but can make content feel less globally
consistent. A balance of localization and broader adaptation is needed
(LSP.expert, n.d.).

« Cultural fluency: Applying nuanced understanding of cultural values,
experiences, perspectives, histories, relationships and communication styles to
make sensitive translation decisions. Cultural fluency helps anticipate how
concepts might be subtly misinterpreted or perceived differently across groups.

« Strategic omission: Removing content like irrelevant details, complex
ideas or culturally inappropriate metaphors/imagery/references that might
confuse or offend certain audiences if translated literally. Strategic omission
prevents translation issues and ensures all groups can engage with content
meaningfully (Transfluent, n.d.).

+ Subtitling/voiceover: For multimedia content like video, subtitling into other
languages or recording voiceovers in different languages can enable broader
reach while still conveying emotive tone, visual impact and cultural nuance.
Care must be taken to match overall branding and carefully translate concepts
(Transfluent, n.d.).

+ Machine translation: Using Al tools to translate large volumes of content
quickly at a low cost. Machine translation is less nuanced but can be combined

with human review, editing, and localization for a strategic partnership
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approach. Humans provide cultural fluency and nuance, while machines
facilitate scale (LSP.expert, n.d.).

« Crowdsourcing: Leveraging larger groups of translators, often non-
professionals, to review, evaluate, edit or suggest improvements to machine
translation at a lower cost than agency or freelance translators alone.
Crowdsourcing taps into more diverse perspectives and greater volume but
with less consistency or deep expertise. Human management and oversight is
still required (Transfluent, n.d.).

« Translatability assessment: Evaluating how successfully content and
concepts translate across languages and cultures before full translation. This
could include analyzing how reliant content is on cultural fluency,
nuance, emotive language or complex ideas. The translability of concepts
helps set proper expectations and determine if alternative content or messaging
may need creation for some markets (LSP.expert, n.d.).

Previous Studies on Advertising Translation

I11.1. Overview of previous studies on Advertising Translation

Previous studies on advertising translation have emphasized the need to balance
localization and consistency. Localization allows for cultural relevance but should not
be taken to extremes, as it may fragment the brand experience. Consistency, on the
other hand, ensures a shared brand meaning globally but requires adaptation for cul-
tural nuance. Cultural fluency is essential for sensitive translation, but it should be
balanced with broader branding goals. Emotive and persuasive messaging in advertis-
ing depends heavily on culture, and nuanced adaptation beyond word-for-word trans-
lation is necessary. Given linguistic diversity, translation needs to be complex and di-
verse, finding the right balance between depth and breadth. While content should re-
flect cultural relevance, there are universal themes that can resonate broadly across
diverse groups. Technology innovations have made high-volume and nuanced transla-
tion more feasible, but human oversight and judgment remain essential. Legal, ethical,
and sensitive considerations must be addressed, and more research is needed to explore
best practices and the evolving role of translators and technology in advertising trans-
lation (Chen & Gao, 2016).
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I1.2. Themes and trends in previous studies on Advertising

Translation:

previous studies highlight balancing localization and consistency, applying nu-
anced cultural fluency sensitively, adapting emotive language persuasively, address-
ing linguistic diversity creatively, identifying universal themes, leveraging innovative
technology and partnerships strategically, and considering critical ethical is-
sues thoughtfully. Deep understanding, multi-lingual nuance and sensitivity are as es-

sential as feasibility and scale.

By navigating complexities, advertisers can strengthen relationships with diverse
international audiences while pursuing business goals. Additional research focused
specifically on advertising translation would provide useful insights to guide these ef-
forts. An balanced, nuanced approach combining human and technological capabilities

worldwide shows the most promise.

11.3. Contributions and limitations of previous studies on Advertising

Translation

Previous studies on advertising translation provide several useful contributions

and insights, but also have some important limitations:
Contributions:

e Highlight the need to balance localization and consistency:
Multiple  studies emphasize adapting content  for local
relevance while promoting a consistent global brand experience.
This balanced, nuanced approach is seen as crucial for
resonant global messaging (Chen & Gao, 2016; Liu, 2014).

e Emphasize the importance of cultural fluency and nuance: Deep
understanding of cultural values, perspectives, experiences,
associations, metaphors and communication styles is viewed as
essential for sensitive, persuasive translation. Nuance matters more
than literal meaning (Chen & Gao, 2016; Liu, 2014).
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Stress the impact of emotive and persuasive language: Research
suggests the language and concepts used to persuade audiences or
evoke emotion depend heavily on culture. Literal translation rarely
transfers these elements effectively across groups. Nuanced
adaptation is needed (Chen & Gao, 2016).

Recognize linguistic diversity and the complex, multi-lingual
nature of translation needs: With over 7,000 languages spoken
worldwide, translation requires nuanced, culturally informed
approaches, not standardization. Finding the right breadth and depth
of translation is key (Chen & Gao, 2016).

Highlight the potential of identifying “universal” themes: Some
messaging, ideas or themes can resonate broadly across diverse
cultures, enabling adaptation that promotes both local relevance and
global consistency. Discerning universals depends on understanding
both cultural relativity and shared human experiences (Liu, 2014).
Acknowledge the enabling potential of technology and human
partnership: Advancements in machine translation, neural
networks, translation management systems and cloud
technology make high-volume and nuanced translation more
feasible at lower costs. However, human oversight, judgment and
partnership are still essential, especially for complex content.
Technology augments rather than replaces human translators and
cultural experts (Chen & Gao, 2016).

Limited research focused specifically on advertising translation:
Most studies discuss translation and localization more broadly. More
research targeting the strategies, considerations and impacts of
translating advertising and marketing content across cultures is still
needed (Liu, 2014).

Little discussion of key metrics like ROI: While the importance of

translation and localization is clear, more analysis is needed of how



Chapter I: Advertising Translation | 2 7

these strategies actually influence metrics such asreturn on
investment, engagement, conversions, and business results globally
(Chen & Gao, 2016).

e Less analysis of technological capabilities and human roles:
Some discussion acknowledges the promise of technology
and human partnership but deeper exploration of how these can
combine optimally for advertising translation would provide more
nuanced guidance (Liu, 2014).

e Ethnocentric or Western-centric perspectives at times:Despite
acknowledging diverse linguistic and cultural needs, some research
reflects perspectives that may be implicitly ethnocentric or Western-
centric rather than fully globally informed and inclusive. More
diverse perspectives in future studies would strengthen insights
(Chen & Gao, 2016).

e Limited discussion of legal, ethical and sensitive issues: Very
little analysis explores how translating advertising content
responsibly navigates important considerations such as accuracy,
inclusiveness, privacy, cultural appropriation, sensitivity, etc.
Deeper discussion of these issues provides more comprehensive
guidance (Liu, 2014).

e Static rather than evolving perspectives at times: While
highlighting important nuance, some research presents localization
vs. consistency or technology vs. human talent as static choices
rather than dynamic tensions that evolve as capabilities and
perspectives develop over time. Recognizing evolving complexities

would strengthen recommendations (Chen & Gao, 2016).

Previous research provides useful insights into balancing localization and con-
sistency sensitively, applying nuance, adapting emotive language, addressing diversity
creatively, identifying universal themes, enabling technology and human partnership
strategically, and considering critical issues thoughtfully. However, more focused
studies on advertising translation, analyses of key metrics and implications, deeper

exploration of technological and human capabilities, inclusion of diverse perspectives,
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discussion of evolving complexities, and addressing of legal/ethical issues could fur-
ther strengthen the field and provide more comprehensive guidance for practitioners.
An integrated, nuanced perspective is needed to guide the sensitive, multi-faceted

work of translating marketing content meaningfully across cultures.

I11.4. Gap in the literature on Advertising Translation

There are several important gaps in the existing literature on advertising transla-

tion that could be addressed through further research:

e Limited studies focused specifically on advertising translation: While
translation and localization more broadly have been studied extensively, works
targeting the unique considerations, strategies and impacts of translating
advertising content across cultures are limited. More research is needed to
provide guidance specifically relevant to advertising practitioners and
marketers (Chen & Gao, 2016; Liu, 2014).

e Little discussion of key metrics like ROI: Most studies discuss the
importance of translation and localization at a conceptual level but do not
analyze their actual influence on important metrics such asreturn on
investment, engagement, conversions, and business results, especially at a
global scale. Additional research incorporating analyses of metric impacts
would strengthen practical recommendations (Chen & Gao, 2016).

e Less analysis of technological and human capabilities: Some research
acknowledges the promise of technologies like machine translation and human
expertise but does not explore how these can combine optimally for advertising
translation. Deeper discussion of capability applications and partnerships
would provide more nuanced guidance (Liu, 2014).

e Potential for ethnocentric perspectives: Despite recognizing diverse
linguistic and cultural needs, some research may reflect implicit ethnocentric
or Western-centric perspectives rather than fully globally informed and
inclusive ones. Additional studies with more diverse, global authorship and
consideration of perspectives would broaden insights (Chen & Gao, 2016).

e Limited discussion of sensitive issues: Very little analysis explores how

translating advertising content responsibly addresses important issues such as
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accuracy, inclusiveness, privacy, cultural appropriation, sensitivity, etc. More
comprehensive guidance requires consideration of these wider responsibilities
(Liu, 2014).

e Static rather than evolving perspectives: While highlighting nuance, some
research presents localization vs. consistency or technology vs. human
talent as static choices rather than dynamic tensions evolving as capabilities
and perspectives develop. Recognizing complex, evolving relationships would
strengthen forward-looking recommendations (Chen & Gao, 2016).

e Narrow conceptualizations of translation: A few studies reflect an overly
narrow view of translation as merely converting words or phrases between
languages rather than the sensitive, nuanced work of adapting concepts and
meaning across cultural groups. Broadening perspectives on translation would

enrich recommendations (Liu, 2014).

By addressing these gaps through integrated, multifaceted research and in-
sights, the field of advertising translation can provide more comprehensive guidance
and support the culturally nuanced, ethical work of bringing people together through
persuasive, meaningful messaging across borders. The sensitivities, complexities and
implications of this work demand it. Filling key gaps in existing literature will continue

strengthening best practices and global connections for years to come.

Conclusion

Advertising translation involves several key considerations. It requires finding
the right balance between localization and consistency to promote a global brand ex-
perience while catering to local relevance. Cultural fluency is crucial in understanding
values and communication styles for sensitive and persuasive messaging, which
should be adapted to evoke emotion effectively. Linguistic diversity demands creative
approaches to translation, while technology should augment human expertise rather
than replace it. Ethical, legal, and sensitive issues must be prioritized to ensure respon-
sible translation. Despite existing research gaps, an integrated, multifaceted perspec-
tive can guide the future of advertising translation, empowering human connection

through nuanced and meaningful content across cultures.
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The chapter explores the theoretical framework of marketing, including theo-
ries, models, strategies, tactics, consumer behavior, and research methods. It then
delves into marketing campaigns, discussing different types of campaigns, factors in-
fluencing their success, and how their effectiveness is measured. The chapter con-
cludes by summarizing key points and discussing the implications for the marketing
field and future research directions.

I.  Marketing

I.1. Definition of marketing

Marketing can be defined as the process of communicating the value of a com-
pany's products or services to customers, clients, partners, employees, and other stake-

holders and influencing their behaviors or decisions (Kotler & Keller, 2016).
Some key aspects of marketing include:

+ Targeted audience analysis: Identifying the key characteristics,
preferences, motivations, and behaviors of the targeted customers or
audiences. This helps marketers better understand how to reach and
influence them (Kotler & Keller, 2016).

* Value proposition: The unique mix of benefits, features, and
experiences a company offers to its target customers. The value
proposition helps position a brand and its offerings in the mind of the
target audience (Kotler & Keller, 2016).

« Segmentation: Dividing a large, heterogeneous target market into
subsets of consumers with common needs, characteristics, or behaviors.
Segmentation allows marketers to tailor their efforts to specific groups
(Kotler & Keller, 2016).

* Product positioning: Communicating the key benefits and points of
differentiation that make a product or service stand out from
competitors in the minds of customers. Positioning shapes how

audiences perceive a brand and its offerings (Kotler & Keller, 2016).



Chapter II: Marketing and Marketing Campaigns | 3 2

Marketing mix: The set of controllable tactical tools that combine to

deliver the value proposition to the target customer. The four Ps of
marketing mix include product, price, place (distribution), and
promotion (communications) (Kotler & Keller, 2016).

« Branding: Creating a unique identity for a product, service, or
company to establish its promise and differentiate it in the market.
Strong brands elicit customer loyalty and trust (Kotler & Keller, 2016).

« Marketing communications: The various channels and media used to
promote a company's value proposition, products, services, image, and
brand to attract and retain customers. This includes advertising, public
relations, social media, content creation, and more (Kotler & Keller,
2016).

» Customer experience: All the interactions, touchpoints, and
engagements between a customer and a company as they research,
shop, buy, use, and get support for a product or service. A seamless
customer experience builds trust and strengthens brand loyalty (Kotler
& Keller, 2016).

* Analytics and optimization: Using performance metrics, data
analysis, testing, and feedback to determine the effectiveness
of marketing strategies and tactics. Optimization aims to improve
performance, reduce waste, and enhance the customer experience over
time (Kotler & Keller, 2016).

+ Research: Gaining insights into customers, competitors, industry

trends, and business metrics to guide better decision making. Both

primary and secondary research methods are used, including surveys,
interviews, focus groups, data analysis, and research reports (Kotler &

Keller, 2016).

Marketing is a multi-disciplinary field focused on understanding customers, com-
municating value, and influencing decisions in a way that benefits both businesses and
their audiences. Strong marketing leads to demand generation, brand loyalty, customer
trust, and business growth. When executed thoughtfully, it helps companies achieve

their strategic objectives and fulfill their purpose (Kotler & Keller, 2016).
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1.2. Historical evolution of marketing

Marketing has a long, rich history of adapting and progressing in response to
social, technological, economic, and business changes. What started local and word-
of-mouth grew into a sophisticated field leveraging science, data, creativity, and in-
creasingly global scale and personalization. Lessons along the journey have shaped
marketing into the strategic, innovative discipline it is today—one poised to embark
on another transformative chapter, this time defined by experiences, partnerships, sus-
tainability, trust, and human-centered purpose. Marketing's evolution gives reason to
believe its brightest days lie ahead (Kotler et al., 2022).

Theoretical Framework of Marketing

11.1. Marketing theories and models

Marketing theories and models provide conceptual frameworks that inform best
practices and drive business impact when implemented thoughtfully and strategically.
By understanding these theories deeply, marketers can determine which to apply, how
to apply them correctly, and how to integrate multiple theories for enhanced effective-
ness, relevance, and results. wisdom evolves continually, theories endure and remain
landmark signposts for progress along the journey. A strong theoretical grounding is

essential to innovative, intelligent marketing (Kotler et al., 2022).

The key marketing theories and models include:

« Segmentation analysis: Group customers with common
characteristics, needs, and behaviors into subsets (segments)
for targeted messaging and strategies. Key bases include demographics,
geographics, psychographics, benefits, usage, loyalty, etc. Successful
segmentation drives business impact (Kotler et al., 2022).

» Target marketing: Focus limited marketing resourceson high-
potential customer segments. Tailor strategies, messaging, products,
pricing, and more to meet key priorities of different segments. Target

marketing enhances relevance, ROI, and growth (Kotler et al., 2022).
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Value proposition: Clearly articulate the unique combination of
benefits, features, experiences, solutions, premiums, cost savings,
prestige, etc. a company offers its customers. The value
proposition establishes a brand's promise and determines the
positioning, messaging, and strategies that will resonate most within the
target market. It drives decisions around segmentation, targeting,
and product development (Kotler et al., 2022).

Positioning: Communicate how a company and its offerings are
perceived relative to competitive options in the minds of customers.
Positioning determines potential market space, defines a brand's image
and messaging, and influences customer experience, advocacy, and
growth. Consistency across all marketing and business activities is
essential to establishing a strong, compelling position (Kotler et al.,
2022).

Consumer decision journey: Understand the steps customers take to
make a purchasing decision. Raw-Rich model includes problem/need
recognition, information  search, alternative  evaluation, choice,
purchase, outcomes evaluation. Mapping the journey makes it possible
to engage customers in a personalized, optimized manner through each
step. It shapes marketing and product strategies (Kotler et al., 2022).
Brand equity: The value given to a product, service, or company based
on the perceptions and experiences of customers and audiences
surrounding its brand. Brand equity encompasses brand
awareness, brand associations, perceived quality, customer loyalty,
proprietary assets, partnerships, market share, and more. Maximizing
brand equity enhances growth, competitive advantage, advocacy, trust,
and profitability (Kotler et al., 2022).

Product lifecycle: Most products progress through stages including
introduction, growth, maturity, and decline. The marketing
strategies and mix must adapt accordingly to drive continued
performance. Lifecycle stage impacts messaging, pricing, distribution,
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partnerships, innovation, and more. Prolonging the lifecycle is key
to business longevity and success (Kotler et al., 2022).

« Experiential marketing: Providing interactive, immersive
experiences that engage customers on an emotional level and form
deeper connections and loyalty. Experiential marketing uses staging,
visualization, personalization, and multisensory engagement to bring
brands and their value propositions to life. It enhances relevance,
memorability, advocacy, and long-term relationships built on
engagement and joy, not just functionality or rational benefit (Schmitt,
2019).

» Viral marketing: Creating and spreading engaging content, marketing
messages, products/services, and brands through networks and
communities in an exponential fashion, similar to how viruses
spread. Viral marketing leverages social influence, network effects,
emotion, scarcity, and incentive structures to achieve massive reach,
cost-effectively. When executed well, it results in exponential
growth, brand evangelism, and cultural impact (Wilson & Wen, 2014).

+ Relationship marketing: Focusing on developing long-term customer
relationships built on trust, intimacy, and mutual benefit rather than
short-term transactions. Relationship marketing uses personalized
engagement, community, co-creation, customer service
excellence, data insights, content curation, incentive programs, and
more to cultivate committed brand advocates and loyal customers.
Revenue and ROI are outcomes of the relationship, not the primary goal
(Gummesson, 2002).

11.2. Marketing strategies and tactics

Marketing strategies and tactics refer to the specific actions and activities em-
ployed to achieve organizational goals and key performance indicators. They bring
strategies and positioning to life, engage target audiences along their journey, build
brand equity and trust, generate demand, and drive business impact through relevance,

personalization, creativity, and optimization. An integrated, strategic approach
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applying the right mix of strategies and tactics for objectives and audience enables

success. Flexibility, testing, insights, and best practices continue evolving the options

available to marketers and enhancing impact over time. Strong strategy and execution

remain essential to results (Kotler et al., 2022).

overview of key marketing strategies and tactics:

Audience insights: Gaining a deep, nuanced understanding of target
customers, their characteristics, motivations, behaviors, perceptions,
challenges, preferences, and experience through research, analytics,
surveys, interviews, focus groups, personas, journeys, and more.
Audience insights drive relevance and effectiveness across all
marketing efforts (Kotler et al., 2022).

Brand positioning: Communicating the key benefits, attributes, and
differentiators that establish a unique and compelling brand
perspective in the mind of the target audience. Positioning determines
marketing messages, content, products, partnerships, and growth
opportunities. Consistency across the brand experience is essential
(Kotler et al., 2022).

Segmentation:  Dividing a large, diverse target market
into homogeneous subsets (segments) with distinct characteristics,
needs, motivations, and behaviors. Effective segmentation allows for
tailored strategies, messaging, offers, and more that resonate
powerfully with specific segments. It enhances relevance,
personalization, ROI, and growth (Kotler et al., 2022).

Targeting: Focusing limited marketing resources on high-potential
customer segments with a concerted and optimized combination of
strategies, messages, offers, experiences, ads, content, partnerships,
products, pricing, and more targeted to their unique needs, motivations,
challenges, and priorities. Targeting increases ROI, relevance,
personalization, marketing impact, and business growth over a wide,

undifferentiated approach (Kotler et al., 2022).
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Value propositions: Communicating the key benefits, premiums, cost
savings, experiences, solutions, features, and differentiators that make
a company's offerings most compelling and valuable to target
customers. The value proposition is the heart of a brand's promise and
brand positioning. It determines marketing messaging, content,
products, partnerships, pricing, and growth opportunities (Kotler et al.,
2022).

Content marketing: Creating and curating content such as blog posts,
videos, infographics, case studies, ebooks, research reports, email
newsletters, social media posts, and more to engage audiences,
establish thought leadership, strengthen relationships, promote
products/services, drive key  metrics, and meet strategic
business objectives. Content marketing enhances relevance,
trust, customer journeys, and ROI when done strategically (Kotler et
al., 2022).

Social media marketing: Gaining traffic, increasing brand awareness,
building authority and trust, promoting products/services, engaging and
activating audiences, and encouraging customer engagement through
platforms such as Facebook, Instagram, Twitter, LinkedIn, Pinterest,
TikTok, and Snapchat and their tools/features. Social media
marketing complements broader strategies but requires a dedicated
approach and resources to achieve goals (Kotler et al., 2022).

Email marketing: Sending emails such as newsletters, alerts,
announcements, promotions, product demos, case studies, blog
posts, social media updates, eBooks, check-ins, surveys, contests,
partnership announcements, birthday wishes, etc. to engage
subscribers, strengthen customer relationships, promote key messages,
drive website/app traffic, sell products/services, build brand loyalty,
increase customer lifetime value, and support other marketing and
business objectives. Effective email marketingis personalized,
consistent, multichannel, and optimized through testing/tracking
(Kotler et al., 2022).
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« Search engine optimization: Optimizing websites, content,
keywords, internal linking structures, alt text, titles, descriptions, page
speed, mobile-friendliness, and more to rank higher in organic search
results on search engines like Google, Bing, and Yahoo. Higher search
rankings increase qualified traffic, lead to more
opportunities/customers, build brand awareness, establish authority,
increase credibility, and boost key metrics at a lower cost than paid
advertising alone (Kotler et al., 2022).

» Pay-per-click advertising: Using search engines, social media
platforms, display networks, and more to promote content,
offers, landing pages, apps, products, services, brands and messages to
target audiences. Paying to gain preferred placement in search results,
social streams, and feeds. PPC drives traffic, leads, customers, sales,
brand awareness, and message exposure but requires a budget, strategy,
optimization, and management to achieve goals cost-effectively
without wasted spend (Kotler et al., 2022).

« Partnerships: Collaborating with complementary businesses,
influencers, media properties, non-profits, and other organizations to
promote to new audiences, increase exposure, reach new customers,
gain authority and third-party endorsement, raise brand awareness,
drive traffic, boost key metrics, and support mutual benefit. Effective
partnerships are strategic, mutually valuable, authentic, and promote
the objectives of both partners through creative, innovative activations.
They enhance reach, trust, authority, engagement, and results (Kotler et
al., 2022).

11.3. Consumer behaviour in marketing

Understanding consumer behavior is essential to marketing success. By gaining
insight into drivers like needs and motivations, influences like culture and environ-
ment, mental processes like perception and learning, dynamics such as involvement
and loyalty, and personal characteristics like demographics, marketers can develop

deeper empathy, craft more compelling messaging, create more engaging experiences,
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build stronger relationships, and achieve better business results. Behavior evolves con-
tinually in response to an ever-changing world, so marketers must make studying be-
havior a habit and priority to remain effective, relevant, and future-focused. Strong
strategic foundations always incorporate a nuanced, multifaceted view of the consum-

ers they aim to reach (Kotler et al., 2022).

Aspects of consumer behavior include:

» Needs and motivations: Why do consumers buy certain products or
services? Needs could be functional, social, emotional, rational,
irrational, etc. Motivations drive the urgency and priority of needs and
determine how consumers will evaluate options to fulfill them (Kotler
etal., 2022).

* Involvement: How engaged or interested is the consumer in a
purchasing decision? Involvement impacts the amount of information
searched, evaluation criteria used, and choice made. High-
involvement decisions see greater research and deliberation while
low-involvement choices have less effort put into them (Kotler et al.,
2022).

» Perception: How consumers perceive and interpret information about
products, services, brands, marketing messages, etc. Perceptions are
personal subjective experiences shaped by many factors. They
determine how options are understood, evaluated, and chosen (Kotler
etal., 2022).

« Learning: How consumer knowledge, experiences, attitudes,
preferences, habits, opinions, etc. develop and evolve over time
through various influences. Learning impacts all facets of behavior
and is shaped by everything from environment and culture to
education, relationships, advertising, brands, reviews, peers, and more
(Kotler et al., 2022).

 Memory: How consumer recollections of past experiences,
information, choices, and more influence present and future

behaviors. Memory drives perception, learning, preferences, habits,
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loyalty, and more. Strong, positive memories motivate repeat
purchase and recommendation while negative experiences can deter
engagement (Kotler et al., 2022).

Decision making: The processes by which consumers evaluate
options and make choices between them. Decision making progresses
through steps like recognizing a need, searching for information,
evaluating alternatives, determining choice criteria, comparing
options, and selecting a product or service. Complexity depends on
factors like involvement, risk, habit, etc. (Kotler et al., 2022).
Post-purchase evaluation: How satisfied and pleased consumers are
with their choices after purchase and consumption. Evaluation criteria
include performance, value, quality, cost, style, taste, and more
depending on the type of product or service. Positive evaluation builds
loyalty and trust while negative leads to switching, complaining, or
returning (Kotler et al., 2022).

Loyalty: How deeply dedicated and committed consumers are to a
brand, product, service, or company over time and across purchasing
occasions based on positive experiences, trust, and value. Loyal
customers repeat purchase more frequently, cost less to serve,
recommend more, and boost key metrics through their advocacy and
resilience. Loyalty must be earned through consistent excellence and
is not guaranteed (Kotler et al., 2022).

Culture: The broad set of values, beliefs, attitudes, norms, and social
institutions shared by a group that shapes basic assumptions and
influences behavior. Culture encompasses both national culture and
more micro-level subcultures that also impact consumer behavior,
perception, and decision making. Understanding the cultural
touchpoints that inform behaviors within target audiences is essential
to relevance and resonance (Kotler et al., 2022).

Demographics: Personal characteristics like age, gender, income,
education, family status, ethnicity, location, religion, occupation,

social class, and more that segment consumer populations but do not
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necessarily determine behavior on their own. Demographics provide
insight into broad behaviors, needs, motivations, perceptions, and
more but do not substitute for deeper understanding. They must be
considered along with psychological, social, and cultural
influences (Kotler et al., 2022).

* Environment: The context, stimuli, and settings that surround
consumers and shape their behavior, perceptions, and decision making
in each moment. Environment includes things like time pressure,
physical surroundings, other people present, media exposure,
previous experiences, product/service options available, promotional
messages, price points, and more. Marketers can influence the
environment to guide behavior through channels, content, messaging,

design, incentives, and more (Kotler et al., 2022).

11.4. Marketing research and data analysis

Marketing research and analysis provide the foundation for data-driven decision
making and optimally impactful marketing strategies, messages, experiences, and ini-
tiatives. By clarifying problems, establishing objectives, selecting methods, defining
samples, choosing metrics, rigorously analyzing results, articulating insights persua-
sively, and implementing recommendations thoughtfully, marketers can make re-
search and analytics core competencies that permeate all aspects of work. A deep ded-
ication to evidence, empirical reasoning, exploratory inquiry and perpetual progress
leads to the innovative, optimized marketing needed for success in today's fast-paced,
metrics-obsessed business environment. Research and analysis are essential habits of
mind that contribute to both short-term wins and long-term growth. When leveraged
effectively, they transform marketing from an art to a science (Malhotra & Peterson,
2021).

The key aspects include:

» Problem definition: Clearly articulating the specific business issues,
opportunities, challenges or questions that marketing research aims to

address. The  problem statement determines appropriate
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methodologies, sample selection, metrics, and analysis. Without a well-
defined problem, research cannot yield actionable insights or
recommendations (Malhotra & Peterson, 2021).

Objectives: Establishing clear objectives that research aims to achieve.
Common objectives include improved understanding, deeper
knowledge, new ideas, validating assumptions, obtaining stakeholder
input, measuring attitudes and opinions, tracking metrics over
time, benchmarking performance, identifying opportunities or threats,
solving complex problems, etc. Objectives guide all further research
design and analysis decisions (Malhotra & Peterson, 2021).
Methodologies: Selecting the appropriate research methods to achieve
objectives and solve the problem statement. Options include surveys,
interviews, focus groups, observational studies, experiments, analytics,
audits, benchmarks, etc. Each has unique strengths, weaknesses, costs,
time requirements, and subject types. Combining methods often
provides the most robust insights. Research design must align with
objectives (Malhotra & Peterson, 2021).

Samples: Determining the appropriate samples to study. Options
include individuals, groups, personas, segments, customers, non-
customers, employees, partners, communities, datasets, etc. Sample
selection impacts generalizability, cost, time, and quality. Larger, more
diverse samples tend to yield more statistically significant and
representative results, especially for quantitative research, but also
require more resources. Sample frames must allow insight into the
problem (Malhotra & Peterson, 2021).

Metrics and measures: ldentifying the metrics, questions, scales,
indices, and measures used to quantify insights and evaluate objectives.
Clear, precise metrics aligned with objectives minimize ambiguity,
facilitate meaningful analysis, and yield actionable recommendations.
Both primary (collected directly) and secondary (existing) metrics can
provide value. Multiple metrics often give a more comprehensive view
into a problem (Malhotra & Peterson, 2021).
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Analysis and interpretation: Converting raw data into insights and
recommendations through analysis. Analysis aims to uncover key
themes, relationships, segments, metrics, trends, and implications that
provide clarity, deliver impact or enable optimized decision making.
Both quantitative (statistics, analytics) and qualitative (coding,
theming, conceptual framework) methods are used depending on
research approach and objectives. Analysis must be rigorous,
replicable, and unbiased to be actionable (Malhotra & Peterson, 2021).
Storytelling: Presenting insights and recommendations in a clear,
persuasive yet balanced manner to convince stakeholders and enable
optimized business decisions. Storytelling helps bring analysis to life
through coherent narratives supported by visuals, examples, evidence,
and call-to-action when appropriate. Stories should identify not just
what was found but why it matters to strategic priorities and key
performance indicators. They make abstract insights tangible and
action-oriented (Malhotra & Peterson, 2021).

Implementation: Taking insights and recommendations from research
and translating them into concrete actions, changes, programs or
initiatives that drive business impact. The value of any research effort
depends on implementation and optimization. Without implementing
insights meaningfully, research simply provides an informative abstract
perspective rather than progress against objectives. Continual
evaluation and adjustment must follow implementation to achieve
maximum benefit. Research is an ongoing process, not just a one-time
project (Malhotra & Peterson, 2021).
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Marketing Campaigns

I11.1. Overview of marketing campaigns

Marketing campaigns are coordinated efforts to promote a product, service, brand,
message or idea to targeted audiences. Effective campaigns employ a variety of strat-

egies and tactics to achieve key business goals.

marketing campaigns are broad, coordinated efforts aimed at raising awareness,
educating audiences, changing perceptions, driving action and engagement, promoting
specific goals or transforming relationships. They employ a variety of bold strategies
and multichannel tactics in a strategic, focused manner to achieve meaningful business
results and advance growth. By determining key objectives, insights into audiences
and influences, impact metrics, timelines, budgets and partners, marketers can design
and implement compelling, effective campaigns that deliver against priorities and pri-
orities. Strong campaigning becomes a habit and hallmark of success (Kotler & Keller,
2021).

111.2. Types of marketing campaigns

There are different types of Marketing campaigns Each has unique goals, strate-
gies, messages and tactics but shares a common aim of achieving meaningful business
results through coordinated, multichannel efforts focused on key audiences and objec-
tives. Successful campaigning becomes an optimized habit woven throughout an or-
ganization and its strategies. Strong campaigns deliver impact and growth (Kotler &
Keller, 2021).

The main types of marketing campaigns:

+ Brand awareness campaigns: Aimed at introducing or raising
familiarity with a brand, product, service or message. Tactics include
advertising, sponsorships, social media, publicity and partnerships. Key
goals are building name recognition and top-of-mind salience (Kotler
& Keller, 2021).

* Product launch campaigns: Promote new or updated offerings to key

audiences. Campaigns rely heavily on announcement, demonstration,
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education and sampling. Priorities include initial demand generation,
benefit establishment and early feedback (Kotler & Keller, 2021).
Seasonal or promotional campaigns: Drive sales of products/services
during peak seasons, holidays or downturns. Campaigns leverage
discounts, deals, bundles, limited time availability and incentives.
Pricing, marketing communications and partnerships enable goals
(Kotler & Keller, 2021).

Reputation or rebranding campaigns: Improve brand perception or
overhaul an identity and image. Approaches include crisis
management, issue response, marketing/advertising, public relations
and changing associations/narratives. Campaigns modify impressions
and stakeholders Relationships (Kotler & Keller, 2021).

Customer engagement campaigns: Increase participation, advocacy,
loyalty and lifetime value through stronger relationships. Campaigns
provide value-added content, communities, personalization,
gamification, rewards/incentives and benefits of partnership. Content,
social media, email, events, loyalty programs and partnerships engage
audiences (Kotler & Keller, 2021).

Cause-related marketing campaigns: Raise brand awareness and
goodwill associating a company/product with a social cause or issue
audiences care about. Campaigns attract like-minded consumers and
stakeholders through donations, product sales, volunteer opportunities,
partnerships and shared purpose/values messaging. Publicity, advocacy
and search engine optimization enhance cause campaigns (Kotler &
Keller, 2021).

Employee engagement campaigns: Foster a culture of purpose,
passion and performance among employees. Campaigns communicate
key messages around strategy, mission, values, initiatives, productivity,
recognition or initiatives to engage employees, inspire goodwill and
align shared goals. Approaches include communications, videos,

newsletters, recognition programs, feedback  forums, social
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media, professional development, charitable programs and town halls
(Kotler & Keller, 2021).

Political campaigns: Influence political opinions, shape government
agenda/policy or advocate for issues important to a company, brand,
group or community. Campaigns heighten issue awareness; build
sympathy, favorability and support; shape narratives; attack opponents;
rally advocates or lobby politicians. Advertising, marketing, public
affairs, grassroots organizing, lobbying and PAC spending inform

political campaigns (Kotler & Keller, 2021).

111.3. Factors that influence marketing campaign success

Marketers can develop campaigns that cut through the noise, engage key stake-

holders and move the business forward. By considering some of the key factors, and

how elements interact and mutual reinforcement of all parts drive momentum and

growth through excellence in planning, execution, optimization and accountability.

With success factors top of mind, any campaign can achieve meaningful results (Kotler
& Keller, 2021).

The key factors that determine the success of a marketing campaign:

Clearly defined objectives: Campaign objectives must be specific,
measurable, achievable, relevant and time-bound. VVague or unrealistic
goals lead to ineffective strategies, wasted resources and lack of
accountability. Objectives drive all further campaign design decisions
and metrics (Kotler & Keller, 2021).

Target audience insights: A deep, nuanced understanding of the
target audience including demographics, psychographics, behaviors,
motivations, priorities, experiences, perceptions and key influencers.
Campaigns must address the specific needs, challenges and journeys of
target audiences to resonate and achieve objectives (Kotler & Keller,
2021).

Compelling messaging: The messages, content, creative elements,

stories and narratives conveyed through a campaign must motivate,
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persuade, inspire and capture audience interest and engagement.
Memorable, shareable and emotionally relevant messaging spreads
virally and builds key brand associations (Kotler & Keller, 2021).
Aligned strategies: Campaign strategies including marketing mix
elements (product, price, place, promotion), partnerships, sponsorships
and media selection must align with objectives, insights and messaging
to achieve cohesion. Strategies that counteract or confuse
undermine objective achievement and waste resources (Kotler &
Keller, 2021).

Multi-channel approach: The most successful campaigns utilize an
integrated mix of digital, social, content, advertising, public
relations, influencer marketing, partnerships and experience channels
to reach target audiences everywhere they are present. A single-channel
approach yields limited impact (Kotler & Keller, 2021).

Scalable and optimized: Campaigns must be designed to scale impact
and engagement over time using data insights and testing/iteration.
Adaptation and optimization are ongoing processes to achieve
maximum results relative to resources and investment. Monitoring key
metrics and making adjustments as needed leads to continuous
improvement (Kotler & Keller, 2021).

Management and governance: Clear roles, responsibilities, timelines,
budgets, policies and oversight ensure a campaign progresses according
to plans. Without proper governance and issue resolution, campaigns
can easily go off course or off budget. Governance is iterative, hands-
on and data-driven (Kotler & Keller, 2021).

Measurement and attribution: Determining the right metrics,
analyzing performance rigorously and accurately attributing impact to
strategies and channels through which engagement occurred are
required to optimize future campaign initiatives. What gets measured
gets managed. Data-driven decisions yield the greatest returns (Kotler
& Keller, 2021).
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» Insights and storytelling: Powerful insights and compelling stories
help bring campaigns to life, motivate audiences and convince key
stakeholders. Insights make abstract concepts concrete and relatable
while stories persuade emotionally through vivid imagery and
experience sharing. Memorable insights and stories spread brand
messages virally (Kotler & Keller, 2021).

IVV. Conclusion

Marketing is a field that involves attracting and retaining customers through
effective theories like segmentation, targeting, and positioning which provide a frame-
work for successful campaigns, and Strategies such as brand awareness, promotions,
and customer engagement that play a vital role in reaching the target audience. Under-
standing consumer behavior and thorough research and data analysis to optimize cam-

paign performance.

The Success factors of the marketing campaign include clear objectives, audi-
ence insights, compelling messaging, scalability, measurement, and storytelling, Con-
tinuous learning, data-driven decision-making, deep audience understanding, inte-
grated strategies, effective metrics, storytelling, governance, and strategic partnerships
are essential in marketing practices to drive growth and gain a competitive edge in any

industry.
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"Taglime Agency: Descriptive Study" examines various aspects of Taglime
Agency, a copywriting and translation agency based in the Middle East. The chapter
provides an overview of the agency, emphasizing its focus on establishing meaningful
connections between brands and customers through thoughtful concepts and clear stra-
tegies. It explores the agency's unique approach to translation, which is deeply rooted
in cultural sensitivity and appreciation for the values of the target language. The chap-
ter also delves into the agency's marketing campaigns, translation practices, and the
methodologies employed in the case study. It concludes with findings and recommen-
dations to enhance advertising translation strategies and improve the effectiveness of
marketing campaigns

I.  Overview of Taglime Agency

Taglime

Copywriting and Translation
Taglime Agency is a copywriting and translation agency based in Riyadh, Saudi

Arabia. The agency was founded in 2017. Taglime Agency offers a wide range of
services including copywriting, translation, content writing, transcreation, and locali-

zation.

At Taglime Agency, the team consists of the agency's founder, general manager,
and Strategy Director, and seasoned copywriter and who is one of the agency's found-
ers, and the responsible on creating compelling and persuasive written content that

effectively communicates a brand's message and engages the target audience.

Assisting in the translation process there are three (3) translators, their role is to
ensure effective communication between different languages, and provide translations
that faithfully capture the original text's meaning, context, and stylistic nuances while

ensuring cultural appropriateness and linguistic accuracy.
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Marketing and Advertising Translation Practices:

Taglime Agency's marketing and advertising translation Practices encompass a
wide range of services, assisting businesses in overcoming linguistic and cultural bar-
riers. The Agency has undertaken projects involving the translation of essential com-
ponents such as app user experience (UX) content, social media posts, video scripts,
editorial content calendars, Google search ads, push notifications, website content, UX
copywriting, SEO blogs, landing page copy, product descriptions, and site maps.
These digital assets serve as crucial touchpoints for engaging target audiences, pro-
moting products or services, and establishing a robust online presence.

Furthermore, the agency's projects extend to the translation of marketing mate-
rials, including company profiles, corporate brochures, pitch decks, advertisements,
campaign content, sales emails, flyers, billboards, press releases, television commer-
cials (TVCs), government proposals, annual reports, newsletters, product catalogs,
case studies, and reports. These materials present brand identity, showcase offerings,

and deliver persuasive information to potential customers.

Taglime Agency's translation practices also cover verbal branding elements,
such as brand names, slogans, taglines, brand concepts, tones of voice, brand messag-

ing, wall branding, packaging content, and menus.

Taglime agency Translation, campaigns and pojects:

Chosen projects and campaigns Represent the use of translation approaches
(transcreation, cultural adaptation, and localization) to ensure accurate and culturally
sensitive communication. By tailoring messages to diverse cultural contexts, and con-
sidering cultural nuances to effectively convey messages. Through transcreation, con-
tent is creatively adapted while maintaining the original message's meaning. Cultural

adaptation and localization make content culturally relevant and relatable.

These projects highlight the importance of employing translation approaches to

bridge language and cultural barriers in a globalized world:
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I11. 1. Google shopping Campaign:

The latest campaign for Google Shopping targeted the Gen Z audience in Saudi
Arabia. The objective was to create campaign content in Saudi localized Arabic that
resonates with this specific demographic. The scope of work included developing over
30 video scripts, social media posts, and campaign posts. The content was designed to
engage and capture the attention of Gen Zs in Saudi Arabia. The campaign also in-
volved creating YouTube ads, Meta Ads, and Google Ads to reach the target audience

effectively and promote Google Shopping.

Photo N. 1 Google Shopping Campaign
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I11. 2. Hyundai’s Women Drive Campaign:

Hyundai's Women Drive campaign is focused on providing relevant and local-
ized tips and tricks for female drivers in the Kingdom of Saudi Arabia. The campaign
aims to empower and support women by addressing their specific needs and concerns
related to driving. To ensure maximum impact, Taglime, in collaboration with
Glimpse, shares the campaign content in Saudi Arabic on their website. This includes
informative articles, SEO blogs, and other engaging materials that cover various as-

pects of driving, car maintenance, and road safety.

Photo N. 2 Hyundai's Women Drive
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Smartphone applications are an integral part of our daily lives -
they help us live more efficiently, more accurately and more
comfortably.

Smartphone apps also extend to driving - with thousands of apps that can help us create the
perfect driving experience - whether we are paying for gas, finding less congested roads,

securing a vacant parking spot - the options are limitless!

Here, we list the top five must-have smartphone apps to help you pay easily, park conveniently
and enjoy your favorite songs while on the go!
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IV. Translation Approaches and Methods Analysis

IV.1. Cultural Adaptation:

Taglime localized the campaign for Saudi Arabic. because it ensures that the
message is relevant to the target audience. And as an example for that they used an
interesting headline that caught attention and encouraged people to read the content,
This means that they adjusted the tone and style of the headline to fit the target audi-
ence which is a really important aspect of translation, because it ensures that the mes-
sage is effective and resonates with the audience, Cultural adaptation in translation
involves considering the target culture's preferences, norms, and idiomatic expressions
while ensuring that the translated text is relatable and relevant to the intended audience.
It's important to adapt the translation in a way that resonates with the target culture and

effectively conveys the intended message.

Example 01: In the case of the translation provided, the phrase:
" 28l A pal) <l s e 585 lagy ) ikl (g0 57

It does convey the general meaning of the original sentence. However, there are
potential improvements that could be made to enhance cultural adaptation, such as
using terminology that specifically refers to "driving apps™ in Arabic, As alternative
translation for "driving apps" that is culturally adapted, you can consider using the
term "saldll ekt or "Adlbwd) links™ in Arabic. Both phrases directly reference driving
apps and are commonly used in the context of mobile applications related to driving,
Therefore, a revised translation of "5 Must-Have Phone Apps for Driving™ with cul-
tural adaptation could be:

"5 gl e Ay 55 yual) 32l iyl (pa” OF " Bilel) le ) Adlandl ks cye”

These translations highlight the essential nature of the apps for driving while incorpo-

rating culturally adapted terminology for driving apps.

Example 01 : The translation "4l jledin) ol for “abaya sensor" appears to be a
direct translation that conveys the basic meaning of the term. However, for cultural

adaptation, there are a few points to consider:
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« Terminology: In some Arabic-speaking countries, the traditional outer gar-
ment worn by women is referred to as an "abaya,” while in other regions, it
may be called a different term.” To ensure cultural adaptation, it would be ben-
eficial to use the term that is commonly understood and used in the target re-
gion.

« Sensor technology: The term "sensor" can be translated as " _=&i." in Arabic,
which generally conveys the concept of sensing or detecting. However, de-
pending on the specific technology and context, there may be more appropriate
terms to describe the functionality of the sensor. For example, if the sensor is
specifically designed to detect or monitor something related to the abaya, such
as movement or safety features, you could consider using more descriptive
terms like "—23lS" (detector) or "<l " (monitor).

Considering these points, a culturally adapted translation for "abaya sensor" could be:
"3eluall () He/allS lea

(depending on the specific functionality and cultural context) This translation main-
tains the core meaning of "abaya sensor" while incorporating terminology that is com-
monly used and understood in the target region, providing better cultural adaptation.

IVV.2. Transcreation:

Transcreation, or creative translation, is a method used by Taglime to adapt the
content to suit the target audience's cultural and linguistic preferences. This approach
goes beyond literal translation and involves recreating the content to fit the target cul-
ture and language, while still preserving the message and intent of the original content.
It's a bit like the difference between translating the text of a movie versus dubbing it.
In one case, you're just replacing the words with their equivalent in another language.
In the other, you're also taking into account the voice and tone of the original actors.

Example 01 : The transcreation provided for the original sentence, " Driving can be
tiring, but not when you have a cool soundtrack ready to back you up in every kind of
drive that back pain and sore leg will be gone in a few minutes,” seems to effectively
capture the overall meaning and intent while adapting it to the target culture. The tran-

screation in Arabic,
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effectively conveys the idea that driving can be tiresome but can be made enjoyable
and comfortable by having a great selection of songs in the background. It also in-
cludes the notion that back pain and sore legs will disappear in seconds while enjoying
the music during various types of journeys. This transcreation takes into account the
cultural context and preferences of the target audience by incorporating idiomatic ex-
pressions, such as using the phrase "4sdlall b a3, Jlel de saaa" (a great collection of
songs in the background). It also maintains a conversational and engaging tone, which
is suitable for marketing or advertising content. Overall, the transcreation effectively
captures the original message while adapting it in a way that resonates with the target
culture, making it an engaging and culturally adapted rendition.

Example 02: The translation provided, " sta¥) swsdll Juw A" for the original text
"Driven by Change," captures the essence of the original text "Driven by Change" by
conveying the idea of being motivated or guided on a path toward positive transfor-
mation. It takes into account the cultural and linguistic nuances of the target audience,
ensuring the message resonates with them effectively. The transcreation approach fo-
cuses on evoking emotions, maintaining the overall tone and impact, and adapting the
message to the cultural context. In this case, the translation successfully achieves these
objectives. The phrase "Jdu~ " (In the Path of) adds depth and suggests a purposeful
journey toward change. It implies a deliberate commitment to pursuing positive trans-
formation and aligns with the notion of being "driven" in the original text. The inclu-
sion of " =Y Lwsdll” (Positive Change) reinforces the desired message by emphasiz-
ing the constructive and optimistic nature of the change being pursued. It conveys a
sense of progress, growth, and improvement, which are central themes in the original

text.

Through this transcreation, the translation not only captures the core meaning of
"Driven by Change" but also adapts it to resonate with the target audience on an emo-
tional level. It creates a sense of motivation and empowerment by presenting change

as a positive and rewarding journey.
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Overall, this transcreation approach successfully transforms the original text into a lo-
calized and culturally adapted version that engages the target audience, reflects the

intended message, and evokes the desired emotional response.

1VV.3. Localization:

Localization is an essential aspect of translation that ensures the content is tailored
to the specific region or locale. Taglime pays attention to local idioms, expressions,
and cultural references to create translations that feel natural and relatable to the target

audience.

It's a bit like transcreation, but it's broader and encompasses more than just text. It can
include things like product design, packaging, marketing, and customer support. Lo-
calization is important because it helps businesses reach new markets and build rela-
tionships with customers in different cultures. Taglime applied localization to their
shopping campaign, by looking at the content they created. This campaign focused on
encouraging people to shop at local businesses. To do this, they created social media
posts, short videos and clips via YouTube with a localized language that featured im-
ages of products and hashtags . The text in these clips and videos was written in a
friendly and approachable tone, and used phrases that were familiar to Saudi Arabian
customers. This content was designed to resonate with local customers and encourage

them to shop and search Google asking for his help to provide the desired products.
When applying the localization approach, several factors are taken into account:

* Language adaptation: The translation is adjusted to the target language while
considering local dialects, idiomatic expressions, and linguistic variations specific
to the target locale. This ensures that the content sounds native and resonates with
the local audience.

* Cultural adaptation: Localization addresses cultural sensitivities, customs, and
practices specific to the target culture. It ensures that the content aligns with local
norms, values, and references, allowing for a more authentic and relatable experi-
ence for the target audience.

* Formatting and design: Localization involves adapting the content to fit local

conventions for formatting, date and time formats, measurement units, currency
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symbols, and overall design elements. This ensures that the content appears visu-
ally appealing and intuitive for the target audience.

* Legal and regulatory compliance: Localization takes into account any legal or
regulatory requirements specific to the target region. It ensures that the content

adheres to local laws, regulations, and industry standards, if applicable.

* User experience considerations: Localization considers user interface elements
such as buttons, menus, and navigation to ensure they are intuitive and understand-
able in the target language. It may also involve adapting images, graphics, and
multimedia content to resonate with the local audience.

The goal of localization is to make the translated content feel as if it were originally

created for the target audience, taking into account their language, culture, preferences,

and needs. It aims to create a seamless and immersive experience that improves user

engagement and satisfaction.

Example 01: The utilization of localization by Taglime agency in the Google market-
ing campaign, particularly in YouTube and shorts clips, demonstrates their effective-
ness in targeting Middle east audience by incorporating localized catchphrases and
expressions. Examples of this include phrases such as ">& 5 >w" (Hello and welcome),
"Jleall 5 e ilila i 5" (What beauty and charm), "elish e o3 JA3Y™ (Don't let anything
pass you by), and "dwlie JS & 58 55" (You get overwhelmed at every occasion). By
incorporating these localized expressions, the campaign establishes a sense of famili-
arity and resonance with the viewers. These phrases reflect the unique linguistic and
cultural characteristics of middle east and serve to create a stronger connection with
the target audience. The utilization of localized catch phrases, such as " ¢ & A5 Y
<li 4" (Don't let anything pass you by) and "4wlis JS & 32 55" (You get overwhelmed
at every occasion), adds further depth to the campaign's localization efforts. These

phrases are commonly used in the middle east culture and are relatable to the audience.
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V. Marketing Campaign analysis:

Table N. 1 Geography

N | Country Traffic Share | Country Rank | Page/visit | Bounce Rate
1 | Saudi Arabia | 99,72% #31.547 1.34 73,59%
2 |lIraq 0,28% #88.422 1 100.00%

The table above shows the geography of website visitors which is 99.72% of the

traffic have been sent from Saudi Arabia, and 0.28% from Iraq, and the website rank
is #31.547 in Saudi Arabia and 88.422 in Irag. Moreover, the table shows that the

average number of pages viewed per visit is 1.34 for the traffic sent from Saudi Arabia

and 1 from Irag, and the Percentage of visits with only one page viewed in the bounce

rate column is 73.57% of the traffic sent from Saudi Arabia, and 100% of traffic sent

from Iraqg.

Figure N. 1 Gender distribution
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According to the data provided, the graph shows the gender distribution of vis-

itors, with 32.30% being male and 67.70% being female. This means that a larger pro-

portion of the visitors are female, accounting for approximately two-thirds of the total

visitors, while males make up slightly less than one-third.
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Figure N. 2 Age distribution
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The graph represents the age distribution of visitors, This data shows the pro-
portion of visitors in each age category. The largest group is the 25-34 age range, ac-
counting for 43.05% of the visitors, followed by the 18-24 age range with 25.22%. The
percentage gradually decreases as the age groups get older, with the 65+ age group

having the smallest proportion of visitors at 2.99%.
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Figure N. 3 Marketing Channels
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The graph displays the number of views by different channels. The numbers
represent the number of views received through each channel. For example, "Direct"
indicates that there were 18,602 views where visitors accessed the content directly,
without going through any other channel. "Email™ indicates 5,000 views that were
generated through email campaigns. "Referrals" refers to 25,144 views that came from
other websites or platforms linking to the content. Similarly, "Social" indicates 5,000
views originating from social media platforms. "Organic Search” represents 6,875
views resulting from search engine queries. "Paid Search™ shows 0 views, suggesting
that no views were generated through paid advertising campaigns. Lastly, "Display

Ads" indicates 5,000 views that came from display advertisements.
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Figure N. 4 Visits over time
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The graph displays the number of visits over time, these numbers represent the
number of visits recorded for specific dates. On February 23, 2023, there were 14,602
visits. The number of visits increased to 20,005 on March 23, 2023. However, on April
23, 2023, the number of visits decreased slightly to 16,583.
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VI. Results and Findings:

The table shows that 99% of traffic were sent from Saudi Arabia and
the Bounce Rate is 73,59% which makes the website relevant to the
Audience which means the Translation allowed marketers to adapt their
message to the culture and language of the targeted audience, ensuring
that it aligns with local customs, values, and preferences. This cultural
relevance enhanced the overall effectiveness of the marketing cam-
paign by resonating with the target audience on a deeper level. which
leads to a better brand perception and higher click through rate (CTR).
By translating marketing materials into multiple languages, companies
can expand their reach to a global audience. This is particularly im-
portant for businesses operating in international markets or targeting
customers from diverse linguistic backgrounds. Translation enables
brands to break down language barriers and effectively communicate
their value proposition to a wider range of potential customers, ulti-
mately driving international growth, as the graphs display most of the
traffic is through referrals which means most of the views came from
other websites or platforms linking to the content which is the main
website as for Hyundai redirecting to Hyundai women drive.

Organic Search represents 6,875 views resulting from search engine
queries which stats that Translating marketing content for organic
search purposes can significantly improve search engine optimization
(SEO) and visibility in different markets. By translating keywords,
meta tags, titles, and descriptions, companies can optimize their web-
site for local search engines. This increases the chances of appearing in
relevant search results, driving organic traffic and attracting qualified
leads.

The graph shows the gender distribution of visitors, with 67.70% being
female represents Hyundai support to women after Saudi Arabia
granted women the right to drive. Although, Translation plays a vital

role in shaping brand perception across different markets. A well-
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executed translation demonstrates a commitment to understanding and
engaging with local audiences, leading to a positive brand image.

e The increase in the number of website visitors proves that Providing
marketing content in the native language of customers enhances their
overall experience and satisfaction. When customers can access infor-
mation, product descriptions, and promotional offers in their preferred
language, it reduces barriers and creates a seamless browsing and pur-
chasing experience. This improves customer engagement, loyalty, and

ultimately, drives repeat business and referrals.

VII. Recommendations:

We recommend adapting marketing messaging to different cultures and
languages through translation. This ensures that the message aligns with local
customs, values, and preferences, enhancing the effectiveness of marketing
campaigns. By resonating with the target audience on a deeper level, cultural
relevance helps establish a connection, build trust, improve brand perception,
and increase conversion rates.

To reach a global audience, we recommend translating marketing materials
into multiple languages. This is particularly crucial for businesses operating
internationally or targeting customers from diverse linguistic backgrounds.
Translation breaks down language barriers and enables effective
communication of the brand's value proposition, ultimately driving
international growth.

Translating marketing content for organic search purposes can significantly
improve search engine optimization (SEO) and visibility in different markets.
We recommend translating keywords, meta tags, titles, and descriptions to
optimize websites for local search engines. This increases the chances of
appearing in relevant search results, driving organic traffic, and attracting
qualified leads.

Translation plays a vital role in shaping brand perception across different
markets. We recommend investing in well-executed translations to

demonstrate a commitment to understanding and engaging with local
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audiences. This fosters a positive brand image. Conversely, poor or inaccurate
translations can harm brand reputation, leading to misunderstandings or
offense. Professional translation services are crucial for maintaining the
integrity of marketing campaigns and upholding brand standards.

Enhance the overall customer experience and satisfaction by providing
marketing content in customers' native language. We recommend making
information, product descriptions, and promotional offers available in their
preferred language. By reducing barriers, this creates a seamless browsing and
purchasing experience. Improved customer engagement and loyalty result,

driving repeat business and referrals.
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In conclusion, this study provides comprehensive insights that support the hy-
pothesis that effective translation of advertising messages leads to better brand recog-
nition and increased sales. The findings highlight the importance of providing market-
ing content in customers' native language through professional translation services,

which facilitates breaking down language barriers and creating a seamless experience.

Additionally, the study confirms the significance of cultural adaptation and lo-
calization of advertising messages in the success of marketing campaigns. Adapting
messaging to different cultures and languages ensures cultural relevance, leading to
stronger connections with the target audience, trust-building, and enhanced brand per-

ception.

Furthermore, translating marketing materials into multiple languages expands
the reach to a global audience, enabling effective communication of the value propo-
sition and driving international growth. The study's findings, along with the positive
impact of translation on search engine visibility and organic traffic, support the hy-
pothesis and emphasize the importance of investing in professional translation services

to achieve marketing objectives.
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