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Why

Localisation

Matters

Your message is global
— but your audience is

Expanding into Europe isn't just about
translating text — it's about
connecting with people. Each market
has its own culture, tone and
expectations. What feels persuasive
in London can sound overly direct in
Paris, too casual in Berlin or too
formal in Madrid.

Effective localisation ensures that
your message lands naturally in
every country. It's about aligning
language, imagery and compliance
to create communication that feels
authentic and trustworthy — not

IOCGI. simply converted.

e A
At Eagles Language Services, we help marketing and
communications teams navigate these differences with
precision and cultural intelligence, ensuring that every
campaign performs like a native one.
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Craft market-ready

messages that resonate

across France, Spain,
Germany and the UK.

@

Streamline workflows
between creative,
translation and legal
teams.

Avoid costly compliance
and tone errors before
they reach regulators or

Maintain brand voice and
visual identity while
adapting locally.

audiences.

Strengthen reputation and
trust through ISO-certified
linguistic quality.

Accelerate campaign
launches with clear,
efficient localisation

strategies.




Four distinct audiences

Effective localisation means recognising not only linguistic differences, but also
tone, hierarchy, humour, formality and legal constraints. Below, you'll find an
overview of the four markets that most often shape European campaign success.

France

Formal, precise and culturally proud

Market character:

France places a strong emphasis on
clarity, refinement, and respect for its
linguistic identity. French consumers
and institutions expect polished
communication that demonstrates
professionalism and cultural
awareness.

Marketing implications:

Messages should use an elevated but
approachable tone. Emotional
language is acceptable if it feels
authentic and intelligent. French
regulators are strict about terminology
— English slogans or borrowed words
may be rejected unless translated or
approved by the Académie Frangaise.

Translation approach:

e Prioritise translators who specialise
in transcréation — adapting ideas,
not just words.

e Verify compliance with French
advertising standards and data-
protection rules (CNIL).

e Review all public-facing content for
idiomatic flow, not literal
translation.

Tip: A well-localised French
campaign often sounds slightly more
formal than its English source —
that’s a sign of respect, not distance.

Spain

Relational, persuasive and trust-driven

Market character:

Spanish audiences value connection,
warmth, and sincerity. Decisions are
often built on personal trust rather
than transactional offers. Regional
identity also plays a role — language
use and tone differ between different
markets.

Marketing implications:

Storytelling and emotional tone
outperform direct calls to action.
Relationship-based marketing,
community involvement, and human-
centred visuals are powerful. In
professional contexts, clarity and
friendliness balance best.

Translation approach:

e Always confirm whether a
document or campaign requires a
traduccién jurada (sworn
translation) for legal validity.

e Adapt tone to regional audiences
— a campaign written for Madrid
might not resonate the same way
in Barcelona.

e Validate cultural references and
imagery for local relevance.

Tip: For official submissions — visa
documents, contracts and
certificates — only sworn translators
authorised by Spain’s Ministry of
Foreign Affairs are legally recognised.




Germany

Structured and compliance-led

Market character:

German audiences prize accuracy,
transparency and structure. They
respect detail, planning and precision
— in language, visuals and logic.
Emotional appeal works when
supported by data and evidence.

Marketing implications:

Avoid exaggeration and ambiguity.
Claims must be factual and
substantiated. In B2B or technical
sectors, well-documented
comparisons and specifications
outperform creative copy. Brand trust
is built through reliability and
professionalism.

Translation approach:

¢ Use translators trained in technical,
legal, or engineering language
where relevant.

 Maintain a formal register (“Sie”)
for business and public
communication.

¢ Ensure full compliance with EU and
DIN terminology standards.

Tip: In Germany, concise and clear
translations are viewed as a sign of
respect for the reader’s time — avoid
decorative language.

United Kingdom

Balanced, personable and Brexit aware

Market character:

The UK market blends professionalism
with personality. British audiences
value clarity, warmth and
understatement. With post-Brexit
regulatory divergence, brands must
now localise not just language, but
legal terminology and documentation.

Marketing implications:

Tone should be confident but
conversational — persuasive without
hype. Campaigns benefit from
humour, empathy, and human touch.
Compliance now follows UK law rather
than EU directives, so language around
product origin, data and liability must
be reviewed.

Translation approach:

¢ Use UK English spellings,
terminology, and idiomatic
phrasing.

e Review contracts, product
documentation, and labelling for
UK-specific legal terms.

e Adjust references to EU legislation
where outdated.

Tip: Consistency across
documentation is essential — small
discrepancies between EU and UK
versions can cause approval delays
or legal uncertainty.

Understanding these distinctions is the first step. The next is learning how to apply
them systematically — using clear terminology, consistent workflows, and certified
translation standards. In the following section, we'll explore the key localisation
terms and frameworks that help marketing and communications teams build
campaigns that feel native, compliant and credible across all EU markets.




Language of localisation

Before you can plan or commission effective localisation, it helps to understand the core
terminology used by certified translators and multilingual marketing teams. These concepts
form the foundation of successful international communication — ensuring every campaign
is not only linguistically correct but also culturally and legally aligned.

Localisation

Adapting content to a specific region’s language, culture and regulations — not
just translating words. Example: Adjusting currency, imagery, date formats or
tone for each EU market.

Why it matters: It ensures your campaign feels designed for local audiences, not
repurposed for them.

Transcreation

Creative translation that re-imagines a message to evoke the same emotion
and intent in another culture. Example: Turning an English tagline into a culturally
resonant French or Spanish equivalent.

Why it matters: It protects your brand voice while keeping messaging powerful
and authentic across languages.

Sworn Translation

A translation completed by a government-authorised translator that carries
legal validity in the target country. Example: Required for contracts, court filings,
visa applications and regulatory submissions.

Why it matters: Only sworn translations are accepted by Spanish, French, or
German authorities — they ensure compliance and avoid rejection.

Regulatory Localisation

Translating and adapting documentation to meet legal, pharmaceutical, or
technical standards in the destination market. Example: A medical device label
or safety data sheet aligned with AEMPS (Spain) or EMA (EU) rules.

Why it matters: Compliance errors can delay approvals or trigger costly re-
submissions.

Cultural Adaptation

Adjusting imagery, metaphors and examples to align with local customs and
sensitivities. Example: Changing holiday references or product visuals that may
not translate across borders.

Why it matters: It prevents misunderstandings and builds emotional connection
with local audiences.
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At Eagle Language Services, we help marketing, PR and
communications teams bring their messages to life —
accurately, authentically and on time.

Whether you're launching a new brand in Spain, adapting
content for Germany or localising legal materials for
France or the UK, our certified translators and project
managers ensure every word works as hard as you do.
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