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Over	
  300	
  staff	
  Transcreators	
  

In-house, 
all over  
the world 

Alpha	
  is	
  one	
  of	
  the	
  world’s	
  
only	
  major	
  global	
  content	
  
and	
  localiza?on	
  companies	
  
which	
  uses	
  an	
  in-­‐house	
  
model,	
  meaning	
  consistency	
  
and	
  quality	
  for	
  our	
  clients.	
  	
  
	
  
With	
  Alpha,	
  you	
  know	
  who	
  
will	
  be	
  crea?ng,	
  transla?ng,	
  
localizing	
  and	
  transcrea?ng	
  
your	
  content,	
  each	
  and	
  every	
  
?me.	
  

Alpha:	
  
Global	
  Language	
  
and	
  Content	
  
Experts	
  



This is Alpha – and Alpha is global 

500 full time Copy Writers, Content Creators, Translators and 
Transcreators plus SMEs in  our own offices worldwide – 3000 

Associates   



USA 
 

AFRICA 
£345,9842 

AUSTRALIA 
£345,9842 

Alpha CRC Clients and Coverage 

USA	
  and	
  	
  
Canada	
  
	
  

South	
  
America	
  

N.	
  Europe	
  

S.	
  Europe	
  
Middle	
  East	
  

Russia	
  

China,	
  Japan	
  
	
  and	
  Korea	
  

Aus	
  NZ	
  

	
  South	
  
Africa	
  

India	
  	
  La?n	
  
America	
  

fashion.thisisalpha.com	
  



Alpha global offices 

France – Paris  
 
ALPHA CRC Sarl 
41, rue du Chemin Vert 
F-75011 Paris 
 
Tel +33 (0)1 34 62 82 
74 

Japan 
 
ALPHA CRC Japan 
Elstanza 3F, 1-19-3 
Shinjuku-ku 
Tokyo 160-0022 
Tel +81 (0)3 6380 1461 

USA – West Coast 
 
Alpha USA Inc.  
755 Sansome St. Ste. 360  
San Francisco, CA 94111  
Tel +1 650 575 5806 

Estonia 
 
ALPHA CRC Estonia  
Jaama 14, 41533, 
Jõhvi, Ida-Virumaa 
Tel +372 33 73 600 

Germany – Bavaria 
 
Alpha CRC GmbH  
Levelingstraße 21  
D-81673 München  
Tel +49 (0)89 43 98 76 88  

Italy 
 
ALPHA CRC Italia 
Viale Silvani 2/3 
I-40122 Bologna 
Tel +39 (0)51 551201 

UK (Global HQ) 
 
ALPHA CRC Ltd 
St Andrew's House 
St Andrew's Road 
Cambridge CB4 1DL 
Tel +44 (0)1223 431000 

China 
 
ALPHA CRC China 
Rm 1102, No 888 
HiTime Int'l Tower 
North Sichuan Road, 
Shanghai, PRC 
Tel +86 (0)21 5607 0060 

Czech Republic 
 
ALPHA CRC s.r.o. 
Jakubské námestí 1 
CZ-602 00 Brno 
Tel +42 (0)0511 119954 

Germany - Berlin 
 
 ALPHA CRC GmbH  
Zossener Str, 58D 
D-10961 Berlin 
Tel +49 (0)30 577 033 720 

Brazil 
 
ALPHA CRC Brasil 
Teresópolis  
Rio de Janeiro 
Tel +55 21 98621-1833 

Spain 
 
ALPHA CRC Ltd 
Gran Via de les Corts  
Catalanes 680 
08010 Barcelona 
Tel +34 (0)93 4921180 

Denmark  
 
Farvergade 27 
DK-1463 København 
Tel + 45 8998 4053 
 

Estonia 
 
ALPHA CRC Estonia 
Laki 19 
12915, Tallinn, Harju 
Tel +372 65 10 890 
 

South Korea 
 
Gangnam Mirae Tower 6F 
Seocho – Dong 1337 
Seocho – Gu, Seoul  
Tel +82(0) 70 4814 3190 

France – Sud 
 
ALPHA CRC Sarl 
21, rue du l’Imprimerie 
F-34000 Montpellier 
 
Tel +33 (0)4 99 77 15 23 

Taiwan 
 
8F., No.98, Yongzhen Rd 
Yonghe Dist. 
 New Taipei City 234  
Taiwan 

Plus	
  London	
  Office	
  
Plus	
  San	
  Jose	
  Office	
  

Plus	
  Microcom	
  Office	
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A l p h a  C R C  p r o v i d e s   

Global End-to-End 
Content 
Market Research, 
Localisation, 
Transcreation, 
Copywriting and 
Language Management 

 

Alpha’s in-house Services:  
 

•  Localisation, Transcreation, Translation, 
Linguistic QA, Cultural Adaptation, SEO 

•  DTP, Graphics, Rich Media, Audio and  V/O 
Services 

•  QA/Testing (Functional QA, L10n QA), 
Engineering, Tool Development, 
Internationalisation 

•  CAT Technology, Machine Translation 

•  In-Company/Onsite Services 

•  Globalisation and Cultural Adaptation, 
Consulting 

•  Project Management 

•  ALPHA is ISO and EN Certified 
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We connect, we consult and we analyse
Quick and easy access to credit

We are launching a global business!

Published: 2014-08-29 11:41:37

Share: Facebook

We have introduced a system under which we can offer our services as a global business system. 
Check whether this system really work or are we just bragging with it!

Who are we?

Scope of Role 

ü  Market to companies globally, and support our  

in-country teams, globally 
 

ü  Focus on winning clients in USA, Canada, 

N. Europe, China, Japan, S. Korea 
 

ü  Focus on taking clients to top 20 global markets 
 

Main web site + vertical mini-sites in 9 languages 

•  IT/SW/Fintech 

•  Fashion/Luxury/Brand 

•  Games/Media 

•  Automotive 

•  FMCG 

Global content as required A/V, Film, TV, Ads, Banners 
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In	
  this	
  room….	
  

i.  A range of global content maturity


ii.  Various kinds of companies – some naturally 
more digital than others – digital helps 
international


iii.  Various sizes of companies


iv.  Multiple methods of delivering products and 
services
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CONTENT + TRANSLATED/MULTILINGUAL 
CONTENT

IS NOT, IN ITSELF, A GLOBAL BUSINESS STRATEGY
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Scope and headings of a Cross Border and Marketing Strategy 



ü Market Research 

ü Competitor Research

ü  Service and Product Creation/Selection/Promotion

ü  Platform and Technology

ü Delivery and Logistics

ü  After Sales/Customer Care

      +

ü Content Creation

ü  Translation, Localization….and Transcreation/Global Copy for NATIVE BRAND VOICE

ü  Search Engine Optimization by Language

      +

ü Measurements and Analytics
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Segmentation 
Positioning 

Niche M’kting 

Personalization 
Localization 

Transformation 
 
 

Automation 
AI 

Neural MT 

 Digital  
Transformation 

‘Mature’ 

Key drivers for international content 
marketing are fully in place 
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Native Brand Experience – should be high on your list 




 Native Brand Experiences 3smartling.com

A brand’s message is most often a universal one, but the means and 

medium in which it is delivered differ from country to country.

Native brand experiences come in all shapes and sizes, but there are a 

few core principles that connect them:

 Command of local dialects (beyond standard translation), as   

 well as regional preferences and tastes;

 Commitment of all stakeholders to respect cultural sensitivity  

 in all markets at all times; and

 Detailed awareness of market variables, from currencies and  

 customs, to products and preferences, to buyer personas and  

 buyer behavior.

What Is a 
Native Brand 
Experience?
At the heart of every 
native brand experience 
must be the consumer or 
buyer’s interests – it is their 
experience, not the brand’s, 
that matters.

1

2

3

Command	
  of	
  local	
  language	
  alongside	
  regional	
  
preferences	
  and	
  tastes	
  

Commitment	
  of	
  all	
  stakeholders	
  to	
  respect	
  cultural	
  
sensi?vity	
  in	
  all	
  markets	
  at	
  all	
  ?mes	
  

Detailed	
  awareness	
  of	
  market	
  variables	
  from	
  
currencies	
  and	
  customs,	
  to	
  products	
  and	
  preferences,	
  
to	
  buyer	
  personas	
  and	
  buyer	
  behaviour	
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N a t i v e  B r a n d  M a n a g e m e n t -   

C a l e n d a r  a n d  C u l t u r a l  

E v e n t s  
  

q   Focus marketing timing and promotions on in-
country and local calendar events 
 
q   Focus marketing efforts on segmented groups 
based on in country and local cultural events 

q   Use language based around the calendar and 
culture 
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L O C A L E  R E S E A R C H  a n d  

S E G M E N T A T I O N   
 

Used locale derived data analysis help craft local 
Adverts, Banners, Home Pages, Emails and other 
content 
 

Created, modified and optimized local campaigns 
(product, media and social media) in support of 
market strategy locally 

Worked on detailed local SEO, transcreation and 
event support services for locally appropriate  
verticals, eCommerce and retail 
 
 
Used a clear, written, transparent and repeatable 
process to achieve consistent deliverables with KPIs 
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BEST PRACTICE STATES THAT YOU SHOULD 
BRING ALL YOUR CONTENT TOGETHER - IF 
POSSIBLE
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Website and 
Online 

Content


Product and 
SKUs


LQA and 
Review
 Social Media 

Content and 
Feeds 


Audio Visual 
and TV/Film


SEO and 
Optimization


Multilingual 
Content 
Agency


Ads, Banners, 
Campaigns


Training and 
HR


 Client Divisions/ 
Groups


 Internal Content 
Teams (Social 

Media etc)

In-Country 

Stakeholders


External 
Creative 
Agencies


Central Marketing and 
Global Content Strategy,
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Website and 
Online 

Content


SEO and 
Optimization


Multilingual 
Content Team 

(Internal or 
External)


 Internal Content 
Teams (Social 

Media etc)


Central Marketing and 
Global Content Strategy,
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MULTILINGUAL CONTENT STRATEGY


Ø  Define and write up strategy

Ø  Gather together all content if possible

Ø  Go through content profiling process

Ø  Establish cost for each type of content

Ø  Content creation process

Ø  Localization process plus tools

Ø  Transcreation process

Ø  Measure engagement
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BEST PRACTICE AGAIN STATES  - PROFILE YOUR 

CONTENT CAREFULLY




21 thisisalpha.com 21 thisisalpha.com 

&DWHJRUL]LQJ�\RXU�&RQWHQW�

&RQWHQW�&DWHJRU\

5
HY
HQ
XH
��2

WK
HU
�.
3
,�S
HU
�F
RQ
WH
QW
�3
LH
FH

+LJK�9DOXH�&RQWHQW

����RI�SDJHV��DVVHWV��ORFDOHV�GULYHV�����RI�
UHYHQXH��2WKHU�.3,

/RZ�9DOXH�&RQWHQW

6LJQLILFDQWO\�ORZHU�5HYHQXH��2WKHU�.3,�
SHU�FRQWHQW



22 thisisalpha.com 22 thisisalpha.com 

�

][jI[j��r<ZdYIh �IhQgIG��jjgQDkjIh

0$+�$��0����1""� 

/�$

�QOP�
gI<jQpQjs
++
��Gh

$jPIg�][YQ[I�<Gh


<Zd<QO[�qID�d<OIh


$"6�./�$"

!<gXIjQ[O�qIDhQjI

�QOP��EEkg<Es

�Z<QYh

/<YIh�dgIhI[j<jQ][h

+<EX<OQ[O

!<gXIjQ[O�pQGI]h

+$�"0�$��1/�

+g]GkEj�d<EX<OQ[O

�QOP��EEkg<Es
�ddh

1hIg�G<hPD]<gG

 IO<Y

/1++$.0

��-��/kdd]gj


]hj�INNIEjQpI[Ihh1hIg��]Eh

.IpQIqh��1hIg��IIGD<EX

&RQWHQW�FDWHJRUL]DWLRQ�ŋ�$Q�H[DPSOH�

Content 



Profiling




23 thisisalpha.com 23 thisisalpha.com 

Content localisation Internal

Documents Localisation type Review

Proposal for high volume translation structure

High

Low High

Low High

Low High

Low

Sample local review

Full local review

Supplier 
review

Cr
ea

tiv
e

Vo
lu

m
e

A
ut

om
at

io
n

Le
ve

l o
f r

ev
ie

w

Copy-

writing

Transcreation

Translation

Post-edited Machine Translation

Raw Machine TranslationUGC, CS interactions

Help articles, internal docs

Taglines, campaign pages

Event commentary

Product content, subtitles

Very high value influencing  
content


 High value influencing content


High value market information 


 Market information


Internal information


Content Type




Category	
   Element	
  within	
  category	
  
Market	
  Analysis	
   Country	
  analysis	
  

Sector	
  analysis	
  
Regional	
  analysis	
  
Demographic	
  analysis	
  
eCommerce	
  ready/penetra?on	
  
Itemiza?on	
  preferences	
  

Compe?tor	
  Analysis	
   Local	
  compe??on	
  
Interna?onal	
  compe??on	
  
eCommerce	
  compe??on	
  

(Product	
  Design)	
   Products	
  designed	
  with	
  market	
  requirement	
  understood	
  

Product	
  Selec?on	
   Products	
  selected	
  against	
  market	
  preferences	
  

Content	
   Product	
  based	
  (digital	
  and	
  print)	
  
Web	
  based	
  
Marke?ng	
  based	
  (digital	
  and	
  print)	
  
Ads	
  and	
  Banners	
  
Social	
  Media	
  
SEO	
  

Pla]orm	
   Website	
  Useability	
  
eCommerce	
  Pla]orm	
  Useability	
  
Mone?za?on	
  Useability	
  
Digital	
  Asset	
  Management	
  Effec?veness	
  
Content	
  Management	
  System	
  Effec?veness	
  

Logis?cs	
   Stock	
  
Warehousing	
  	
  
Delivery	
  
Returns	
  

A^er	
  Sales	
   Customer	
  Care	
  
Research	
  

Measurements	
  and	
  Analy?cs	
   Targets	
  
Forms	
  of	
  measurements	
  
Analy?cal	
  tools	
  

CHECK	
  LIST	
  FOR	
  
CROSS	
  BORDER	
  TRADE	
  
AND	
  CONTENT	
  



THANK YOU 
thisisalpha.com 


