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Did you know that it takes 

approximately 20 languages to 

communicate with 80% of the 

world’s online population, and that’s 

true only for the virtual world.  In India 

however, content in English and Hindi 

has dominated a brand’s marketing 

campaigns. Despite this, marketers need 

to understand that these are not the 

prime languages. When it comes down to 

making a choice, today’s smart consumer 

likes being marketed to in his/her native 

language and, more often than not, that’s 

not Hindi or English. 

To create a brand identity that gets 

carved into the audience’s mind and 

promoting it, is hard work.  Marketers 

must understand that reaching out 

to their TG, in their preferred local 

language can help in boosting the 

brand’s recall value, besides just 

giving a personalised touch to the 

communication. Also, the most essential 

aspect of developing a brand’s identity 

is cohesiveness, and marketers probably 

concentrate a large percentage of their 

efforts and spends on creating a unified 

message—as they should.  However, 

it’s imperative to recognize that the 

message can all-to-easily get lost in 

translation if the company’s content 

and social media communication don’t 

follow a strong localisation strategy.

Need for ‘Localisation’ in 
marketing - Language is king

Localisation is a process of adapting 

a regional language or communication 

strategy, to better match the brand’s 

target audience in certain specific 

locations.  It is quite essential to 

understand that  localisation extends 

beyond ‘language translation’. It is more 

about tailoring your communication in 

a way that it comes out loud and clear, 

despite various regional or cultural 

barriers and expectations. 

If you want your audience to feel 

at home with your content and build 

a better recall value for your brand, it 

becomes imperative to ensure that  your 

communication is executed in a familiar 

manner.  There’s much more to marketing 

in regional languages than merely 

translating the campaigns into a new 

language.

This supplement is an effort to 

spread more awareness about the 

potential and importance of the usage 

of  local languages in marketing and 

communication. With this issue, we 

hope to build on this newly found 

interest among our media and marketing 

fraternity and bring forth the relevance 

of localisation for a brand  along with the 

thought leaderships of leading marketers. 

Read on to know more insights. n
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'Multilingual Creative' - A Secret Ingredient 
to a Successful Marketing Campaign

Foreword
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Ask any good copywriter and he’ll tell you that the tone and language 
of the copy is as important as any other element of the ad. in a country 
like india where language changes every 5 kilometers, it plays an even 
greater role.

The Changing Rules of Marketing: 
Language is Key

Many studies 
reveal the 

language even 
affects the 

emotions and 
the behavior 
of the target 

audience.

marketing

Contrary to the common belief that 

images and visuals play a crucial 

role in conveying the message in 

an ad creative, copy writing is evolving 

rapidly owing to the changes in the way 

we use the web and the way we express 

ourselves. Ask any good copywriter and 

he’ll tell you that the tone and language 

of the copy is as important as any other 

element of the ad. A B2B ad copy to 

a teenage audience is pointless and 

worthless as the language and tone 

doesn’t correlate with what the teenage 

audience relates to. 

In a country like India where language 

changes every 5 kilometers, it plays an 

even greater role in putting across what 

the marketer wants to convey. The level 

of understanding and proficiency differs 

making it crucial to adapt to the language 

that they understand. Many studies 

reveal the language even affects the 

emotions and the behavior of the target 

audience. Uses of common phrases and 

jargons further simplifies things. 

As we’d like to call it ‘Language 

Marketing’ is the key to success in the 

days to come. Whether your TG is an 

upper middle class metropolitan guy or a 

simple small town girl, language is by far 

the most crucial medium one can use to 

connect to its audience. 

Language and culture seems to go hand 

in hand. Culture takes time to learn and 

often poses as a challenge for many 

marketers. A great ad adapted in the local 

language may just not work with the TG if 

its not in line with their cultural believes. 

Coca Cola had to change its marketing 

message in India when it was discovered 

that water was drunk with most meals 
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and soft drinks were typically reserved 

for guests and special occasions. 

Language acts as a medium to deliver the 

meat and bones of your message. Apart 

from just conveying the benefits to the 

customers, it can be used to describe the 

product and create a favorable image in 

the minds of the people. Using language 

well builds trust among the customers.

Almost every business is going online 

and hence, there is obviously more 

need for publicity on websites. Apart 

from the usual icons, models and 

color combination put into the design 

of the ‘logo’ and the other means of 

advertisement like jingles, movie slots on 

TV, hoardings, etc the language plays an 

important role in catching the eye of the 

customer and in explaining the qualities 

of the product.

Words are the big game changers here. 

Choice of words can more often than not 

make or break your campaign. Using the 

right and appropriate words in copy may 

sound easy but is much more complex 

than it seems. Finding the right words at 

the right time and to communicate the 

right thing is very necessary. 

Usage of language, tone and words is 

largely influenced by the medium used 

to convey the message. Needless to say 

that the language used for the purpose 

of conveying marketing communications 

has to be different from the common 

language.

Producers had the luxury of more space 

and time to advertise in the past, but 

now things are quite different. The cost 

of space on almost all mediums have 

shot up enormously. At the same time 

the consumer has less and less time to 

read and understand everything they 

come across. Adding fuel to the fire is 

the ever increasing competition. All these 

scenarios make it inevitable for marketers 

to adapt unique strategies to target their 

audience, making the role of language 

and words all the more important. 

It’s high time marketers understand 

and adapt their communications to the 

needs of their customers and understand 

that language is one of the most 

crucial elements in making a campaign 

successful. n

Words are 
the big game 
changers 
here. Choice 
of words can 
more often 
than not make 
or break your 
campaign. 
Using the right 
and appropriate 
words in copy 
may sound 
easy but is 
much more 
complex than it 
seems.

Redefining the Rules of MaRketing:
language is King 
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connect can happen only through proper 

communication and ultimately giving that 

personal touch and opportunity to build 

trust. The more your brand can relate to 

the consumer, the more comfortable he 

feels to choose your product. Your efforts 

to reach out in the most personal and 

direct way to the end consumer often 

requires your communications to be 

more local and culture driven. Whether 

it is the communication / campaign or an 

offer, a localised touch always helps in 

creating a better positioning of the brand 

in the consumer’s mind. 

For a brand like Bisleri that is known 

to the nation and served in almost 

every home, it becomes important to 

reach people in the way they would 

like to be addressed at the local level. 

Our communications are altered in 

different languages to meet the local 

requirements. It becomes easier to break 

the clutter and attract the consumer’s 

attention when you talk to them in their 

language. 

 

What are the parameters on 
which a brand takes a decision 

According to you, how important 
it is to localise a brand’s 
marketing and advertising 
campaigns/efforts?
Winning brands are built on consumer 

trust and this trust builds over time 

through connecting with consumers at 

various moments of truth. The consumer 

In-conversation 
Sharmila comes with an industry experience of over 12 years 
exploring the mix of FMCG, Retail and Media industry. She 
has worked with leading brands like pidilite, Hutsun Agro and 
Radio Mirchi in the past.

Marketing Head, Bisleri International Pvt. Ltd.

interview

Redefining the Rules of MaRketing:
language is King 

Sharmila Sandeep
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of localising a campaign? Is it 
the market size, target group 
or something else? Please 
elaborate. 
The parameters of localising may not 

be commonly & clearly defined. Your 

decision would differ depending on 

the brand’s communication and the 

consumer approach you want to build. 

In my view, sensitivity to culture (local) 

is an important element in deciding the 

localisation of brand communication. 

However, the target audience and market 

size also matters. If you wish to enter 

a market you need to understand what 

influences the consumer on both local 

and national levels. Sometimes opting 

for a local language or local ambassador 

in your communication can get you far 

better mileage than your national ad. 

You need to understand the need of the 

brand and the mind-set of the target. 

Especially in India, consumers feel closer 

to their local attributes. Then in such case 

you focus the brand communications to 

being local.

 

How do you ensure that your 
message does not get lost in 
translation? 
This is a very important aspect and often 

can be challenged in many ways. While 

there can be a need for localisation of 

brand communication, the overall brand 

positioning and strength should not 

be compromised. Thus even if a brand 

decides to go local, it needs to ensure 

it does not hamper the positioning 

and perception created by the overall 

communication. Everything from the 

creative to the content has to match 

the standard created by your corporate 

communications. The look of your 

communications need to be in continuity 

by maintaining same colours, fonts, 

overall look and feel, etc. Your content 

may be adapted to a local language but 

the message has to follow the same 

concepts. Also in case you plan to feature 

a local influencer in your communication 

he needs to hold a similar persona as 

your corporate ambassadors. At Bisleri, 

the national and regional teams work in 

sync to ensure that communications are 

altered as per the need but still give out 

a synonymous message.

 

Also, how can a brand make 
sure that its message gets 
communicated to the right 
readers?
Great brands are built by understanding 

the consumer, their needs in depth and 

providing the necessary services or 

products. All of this requires extensive 

research of the target audience and 

his life style, his needs. Based on this 

research info, the use of right media at 

the right platforms can be identified. We 

need to segment the consumers based 

on understanding the consumer choices, 

buying patterns, incomes, behavior and 

lifestyle of the target help you narrow 

down to the right choice of resources 

You need to 
understand 
the need of 
a brand and 

the mind-
set of the 

TG. In India, 
consumers 
feel closer 

to their local 
attributes.

If you wish to enter a market you 
need to understand what influences 
the consumer. Sometimes opting 
for a local language in your 
communication can get you far better 
mileage than a national ad.
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for your campaign. With such detailed 

planning your probability of reaching to 

the right people is always high. 

 

While planning your marketing 
campaigns, do you set aside a 
separate budget for the regional 
campaigns? 
Yes! Regional campaigns are given 

equal importance. In fact for FMCG’s like 

Bisleri which have a national popularity 

it becomes mandatory to go beyond the 

wider generic vision and understand the 

different needs of multiple regions and 

cater to each one of them. A broader 

view looks more glamourous and brings 

credibility to the brand, but till you reach 

the roots for marketing your brand, the 

product will not be able to make its place 

in your consumer’s home.

 

Do you believe that people will 
be able to relate more to your 
brand, if you can reach them in 
the language they understand?
Definitely! It is human tendency to 

feel more connected to things that 

make them perceive a touch. Also local 

communications help reach a wider 

audience within the region and are 

easier to understand for the consumer. 

This is why a lot of big brands prefer to 

localise their communication to regional 

languages for their region specific 

activities and local communications.

In addition, as digital is known 
for driving huge engagement 
for brands. How much relevance 
does a brand attribute to the 
localised posts, social media 
pages and websites? Do you 
think going ‘Local’ will attract 
the right kind of reader over 
net?
Even though social media is a global 

phenomenon it can be localised to 

some extent by targeting your audience 

wisely. However on social media, the 

general brand centric posts aren’t 

advised to be in a local language 

since they will be your communication 

to the world and it shouldn’t create 

an impression that it is a regional 

brand. The right way to localise your 

communication on such platforms is by 

sharing details about local happenings 

and events related to the brand. For all 

our brands – Bisleri, Urzza and Vedica 

we maintain national and corporate 

communications but also give space 

and allocate spends for promoting 

the regional level activities. In such 

promotions the regional language can 

be used since they are more target 

specific. n

Local 
communications 
help reach a 
wider audience 
within the 
region and 
are easier to 
understand for 
the consumer.
This is why 
a lot of big 
brands prefer 
to localise their 
communication.

Redefining the Rules of MaRketing:
language is King 
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According to you, how important 
it is to localise a brand’s 
marketing and advertising 
campaigns/efforts? 
Localisation of communication is 

extremely important in any advertising 

campaign, especially in a country as 

diverse as ours where cultural nuances 

change every few kms. It personalises 

communication for the audience in that 

geography, helping the brand build a 

stronger connect.

 

What are the parameters 
on which a brand takes a 
decision of localising a 
campaign? Is it the market 
size, target group or 
something else? Please 
elaborate.
The objective of any campaign 

is to deliver the message to the 

target audience effectively.  

Localising content ensures that 

the communication is received by 

the audience in the intended manner. 

In-conversation 
Karthi oversees marketing efforts across all the verticals that 
Kotak is present in, including insurance, banking, brokerage, 
asset management. previously, Karthi has headed marketing at 
iDBi Bank, and co-founded Sharekhan, one of india’s leading 
retail brokerage firms.

interview

Sr. EVP & Head – Group 
Marketing, Kotak Mahindra Bank

Karthi marShan
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For marketers, the decision to localise 

content stems from the relevance of 

the market for that particular product/ 

service or announcement, its size, 

homogeneity of audience, etc.

 

How do you ensure that your 
message does not get lost in 
translation? Also, how can 
a brand make sure that its 
message gets communicated to 
the right readers?

The decision to deliver communication 

in multiple languages cannot be a last 

minute adaptation or a translation job. 

This has to be factored in the planning 

stage itself. It is equally critical to factor 

cultural nuances in the adaptation so that 

it is not interpreted inappropriately.

Do you believe that people will 
be able to relate more to your 
brand, if you can reach them in 
the language they understand?
Certainly. Language helps build an instant 

connect, leading to higher recall and 

affinity for the brand. Also given that we 

are an Indian brand, we take pride in 

speaking the languages of people across 

the country.

 

In addition, as digital is 
known for driving huge 
engagement for brands. How 
much relevance does a brand 
attribute to the localised 
posts, social media pages and 
websites? Do you think going 
‘Local’ will attract the right 
kind of reader over net? 
Hyper localisation is where digital 

clearly scores. For example, we 

are currently running a campaign 

celebrating local pride of the “kona 

kona” of the country, using social 

media. Almost all content there is 

populated by users themselves, sharing 

their favourite sights, hang out spots, 

restaurants, et al. n

Language helps 
build an instant 
connect, 
leading to 
higher recall 
and affinity for 
the brand.

Localisation of communication 
is extremely important in 
any advertising campaign. It 
personalises communication for 
the audience in that geography, 
helping the brand build a  
stronger connect.

Redefining the Rules of MaRketing:
language is King 
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Brands 
should talk 
to their TA 

in a language 
which they 
think more 

than the 
language they 

speak. So local 
language is 

very important 
to send the 

message 
clearly across 

to your TA.

In-conversation 
Boby is heading the Marketing & Sales operations of Manoramaonline.  
He comes with 13 years of rich experience from print and digital domain. 
He has worked with companies like tata press, tOi & pK Online. 

interview

In India, it is said that after 
every 5 Kms we hear a new 
variation of the language used. 
How important is it for brands to 
promote their products in local 
languages to develop a deeper 
connection with the audience?
It is a known marketing mantra that 

brands should talk to their TA in a 

language which they think more than 

the language they speak. So local 

language is very important to send 

message clearly across to your TA.

More often than not, brands 
merely translate their national 
ads’ copy for the regional ones. 

Why do you think marketers tend 
do this in the name of unified 
communication. Is it advisable to 
hire an agency who understands 
the language and the TG better?
Localisation is easier said than done. 

It is also necessary that unified 

communication should be maintained 

in most of the brand communications, 

but the essence is to try our subtle 

variations in these communications 

to suit their TG. For example, in our 

primary market the way Malayalam 

is spoken varies as you travel from 

north to south of Kerala, only a local 

communication outfit can notice and 

bring in these subtle changes.

igher literacy rate and the spread 
of consumerism has fuelled the 
rapid growth of regional Indian 
media. Do you think the trend 
would continue or English/ Hindi 
print materials would outdo this 
trend in the coming years.?

Higher literacy rate, India’s median 

age of around 27 years and higher 

disposable income is fuelling the 

regional consumption and thereby its 

media consumption too. Both regional 

and mainstream English/Hindi will grow 

but the rate of growth for regional 

media would be higher than those of 

mainstream English/Hindi. n

Deputy GM - Manoramaonline
Malayala Manorama

BoBy paul 
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With the advent of new age 

media and upsurge of digital 

revolution, the local/global 

boundaries seemed to have blurred. 

Reaching out to your audience in Boston 

or Ramgarh is as easy as talking to your   

neighbours these days. However, this 

ease of access does not ensure - an 

equally good communication. Thus, it 

has become imperative that marketers 

recognise the importance of local 

languages to connect with their audience 

and that’s where ‘Language Marketing’ (as 

we call it) comes in. 

Language Marketing is beyond 
‘Language Translation’
India is a mosaic of different cultures 

and languages, therefore a unified 

brand campaign in Hindi or English 

would never suffice. Marketers have 

understood the need of going ‘Local’ to 

increase their consumer base. However, 

‘Localising’ isn’t as simple as it sounds 

and mere translation of a campaign’s 

‘copy’ in regional languages would do 

no good either. Language Marketing is 

beyond ‘Language Translation’. One has 

to understand that there are regional 

dialects and spellings to consider. If 

you want your TG to feel at home with 

your content, you need to ensure that 

it is accessible and communicated in a 

manner that is familiar to them. 

Emphasise on the Core Elements 
of Your Message
At its heart, localisation or language 

marketing means one thing in broad 

strokes: understanding your audience 

and demonstrating that fact in your 

campaigns. Your audience isn’t 

homogenous. Albeit, they have one 

thing in common: your product, but 

that doesn’t mean their motive and 

preferences are same.  If you wish to woo 

your consumers and win their hearts, you 

will have to market your product on their 

terms—that’s what language marketing is 

all about.

If you don’t localise your brand campaign, 

you’re cutting off your loyal consumers 

in other regions and demographic groups 

who would like to engage with your 

products and share your content and can 

help you in expand your reach.  When a 

brand chooses not invest their spends 

in localisation, it is like sending a subtle 

message that says you don’t need their 

engagement— which is not true at all.  

You do want to reach out to maximum 

people and you wish to stay put in a 

globally shrinking world that gives you 

an opportunity to expand your marketing 

horizons.  n

india is a mosaic of different cultures and languages, therefore a unified brand 
campaign in Hindi or english would never suffice. Marketers have understood 
the need of going ‘local’ to increase their consumer base.

Shrinking Boundaries, 
Expanding Opportunities 

ConClusion

At its heart, 
localisation 
or language 
marketing 
means one 
thing in broad 
strokes: 
understanding 
your 
audience and 
demonstrating 
that fact 
in your 
campaigns.

Redefining the Rules of MaRketing:
language is King 






