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ABSTRACT In today’s global economy, multi-national companies continue to expand their exposure through compli-
cated and diverse marketing campaigns. To be successful, marketing strategies need to be tailored to a 

global marketplace as well as having to reflect differences in local markets. As a result, marketing campaigns require a 
much higher degree of international co-ordination to ensure that corporate, product and brand values are seamlessly 
aligned. Considering that many campaigns are planned, co-ordinated and even launched in English, it is becoming im-
perative for International Marketers to have a strong grasp of Marketing-related English. From planning campaigns to 
negotiating supplier contracts, excellence in English has become an invaluable skill.

Introduction
There’s no qualm that we are living in progressively more 
polylingual civilization. It essentially takes 20 languages to 
converse with 80% of the world’s online populace. None-
theless, in line with  a statement  from Common Sense Ad-
visory (CSA), substance in English has subjugated the web 
“while companies have catered to Anglophone markets 
and the mammoth expenditure they breed”. Regardless of 
this, English isn’t in fact the only prime language of ecom-
merce.

Tailored Approach of Language
When it comes to trade & commerce, people like be-
ing marketed to in their local lingo and, more often than 
not, that’s not English. We have commissioned a year-long 
study  into the behavior of the millennial generation (aged 
18-36) looking at how their behavior is forcing commerce 
to acclimatize their digital marketing approaches. A key fo-
cus for us within this has been the contact lingo has on 
marketing techniques. We surveyed 1,800 millennials and 
found that  32% of the millennial generations  in English-
speaking markets in point of fact have a preference of a 
language other than English. What’s more, 46% are more 
probable to formulate a buy if information is offered in 
their chosen language. These conclusions are supported 
by the CSA’s report which tinted that 75% of online shop-
pers are more expected to procure goods from websites 
in their language and 74% are more prone to pay for from 
the same brand again, if the after-sales care is in their 
mother tongue.

More so than any age group until that time, it’s the mil-
lennials who cause the prime annoyance for marketers. 
They’re far more tough than their predecessors and an-
ticipate content to be delivered to them transversely their 
favored appliance, channel and more prominently, in their 
preferred language. Figures like those on top of exhibit 
just how language needs to be an essential part of any 
worldwide digital marketing and buyer knowledge strata-
gem. If you don’t have this factored in then you jeopardy 
alienating a noteworthy quantity of your target audience, 
plummeting the probability of driving product promotion 
and sales. 

But how can marketers effortlessly transport premium mul-
tilingual substance to their customers? It time and again 
seems on the whole easier said than done to bring about 
this in such a fast-moving, multinational market where mil-
lennials interrelate online and all the way through social 
media. Digital marketers necessitate employing elucida-
tions that will facilitate them to decipher potentially high 
volumes of high class content into manifold languages, 
and distribute this at rapidly.

Case Study of GTA
A great case in point of a trade committed to offering its 
customers this service is B2B travel supplier GTA, part of 
the  Kuoni Group. GTA is growing fast, with before now 
thousands of customers in 185 countries worldwide and 
processes over 21,000 bookings per day in more than 25 
languages online. The company has acknowledged the 
significance of localizing its content  –  tens of thousands 
of hotel and ground travel descriptions – to its worldwide 
client base, predominantly as it continues to breed expo-
nentially. It aims to deliver a flawless and personalized cus-
tomer know-how by addressing cultural differences.

What can speed up this paraphrase procedure even further 
is spinning to the cloud. With a cloud-based approach, 
businesses have unswerving entrée, on-demand, to lan-
guage capabilities from within their customer know-how 
ecology. Language processes are united into one podium 
so they are effortlessly easily reached to each and trans-
lations can be initiated from existing business systems. 
Cloud solutions are predominantly valuable in implement-
ing a language stratagem as they assist businesses to 
make straightforward and speed up localization processes 
and make conversion technology and services with no 
trouble reachable to businesses, despite the consequences 
of their magnitude or setting.

Language and Culture
A language and cultural content tactic needs to be an es-
sential part of any business’s digital marketing strategy. 
Language conversion solutions offer a key way for busi-
nesses to do this proficiently and precisely to make sure 
that they are completely engaging with their customers 
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from across the globe, with ethnically pertinent messages. 
By ensuring content is personalized, businesses can ac-
complish a spirited rim in a strong market and, with the 
additional benefits of cloud technology, they are able to 
swiftly acclimatize to business expansion and altering cus-
tomer needs.

Mindfulness in use of Language 
When you’re in industry, you go to immense dilemma to 
fashion a executioner marketing movement. You have a 
shimmering emblem, a pioneering stratagem, an exhilarat-
ing manufactured goods and a stunning display. Yet the 
consequence of all this cautious setting up can effortlessly 
be destabilized by gauche or lackadaisical exercise of lan-
guage.

As a business person, you are excellent at spotting re-
quirements in the marketplace and coming up with ways 
to gratify those desires. You in all probability have flam-
boyance for displaying that merchandise or service in a 
way that makes people desire to purchase. But lingo is an 
in the same way significant instrument in spreading your 
message and as you have countless balls to juggle, it can 
be unproblematic to overlook the supremacy of words.

Power of Words
Language helps you to transport the meat and bones of 
your communication. Used appropriately, it will aid your 
customers comprehend how you can be of profit to them. 
You can exercise your words like a painter, unfolding your 
goods in extensive brush strokes. Using strong, affirmative 
words like ’sparkle,’ ‘indispensable,’ or ‘innovative’ will gen-
erate a dominant picture in the minds of your customers.

Management and Business are among the foremost  de-
gree course choices as they proffer exceptional education-
al schooling with good job prospects. Combining Business 
Administration with English Language and Linguistics gives 
you a key understanding of the business world, in conjunc-
tion with an understanding of the mechanics of language 
- facilitating communication in business.

Knowledge of English Language and  Linguistics gives us 
the prospect to ascertain vocal and written language in 
its entire convolution. Language plays a fundamental re-
sponsibility in everything we as human beings do, and 
language learning explores its many facets, allowing us to 
tailor our learning to suit individual interests and possible 
career paths. While the focus will be on English, we can 
also explore the meaning of language more generally, and 
discover what language systems have in common.

Combining theoretical and practical elements, the learn-
ing of linguistics explores both the structure of language 
and its relationship with culture, society, and the mind. A 
broad choice of theoretical topics encompasses such areas 
as syntax, phonetics and phonology, morphology, sociolin-
guistics, language acquisition, semantics, pragmatics, liter-
ary stylistics and critical and cultural theory, while modules 
in language learning and teaching, creative and media 
writing, and language and media have a more vocational 
focus.

Epilogue
The brisk breakdown of national barriers over the last 
decade has resulted in English language skills acquiring a 
great deal of significance in business circles. It is advanta-
geous that an aptitude to correspond in English is impera-
tive, predominantly in the current economic environment. 
A lack of English skills is a grave handicap to any young 
aspiring professional. There is nothing more exasperat-
ing than seeing someone far less competent or proficient 
get hold of the post that you wanted for the one and only 
reason that they have a better-quality of English. No-one 
should undervalue the magnitude of the English language 
in the business world today. 


