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Hello! c
A warm welcome AY/

V Creative
Culture

Melanie Chevalier Stephen McMahon
Founder and CEO, Marketing Director, Communications and Marketing,
Creative Culture AXA XL
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Global, local or glocal?

El Salvador.
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Global, local or glocal? C
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Transcreation

Creative
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The taxi analogy c

V Creative
Culture

Did you know that 95% of senior executives
from 100 top global corporations feel that the
cultures of their local markets can make or
break their success?

.

Why take a chance?
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What is transcreation?

Same same, but slightly different

The fundamentals
* Intent
* Tone-of-voice

* Culture

 Language

* Personalisation




It’s not just about words C

* Creative

It's about being relevant,
proactive, sensible...

... Remember to test run your
materials with your local points
of contact in-market/ local
experts first.




How can it be really effective? O

* Creative

Conceptualisation Local market roll-out
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Transcreation
Cultural

preparation work




Transcreation vs. translation
The hidden costs of translation

What happens when translations go wrong

O
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It goes live

At the speed of light:
Social Media

It gets caught
before it goes live

Strain on local teams

who rewrite \

Local teams develop

Crisis Management
Comms

Quality issues — they /
are not professional \

writers

Budget
inefficiencies: what
are you paying for?

o C
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Culture
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Resource
allocation
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Disengagement

-

> -
own work \ M



Transcreation vs. translation

One that went live
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2009
Well-renowned international bank
“Assume nothing” > “Do nothing”
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Assume Nothing

Actuals costs and damage to the brand:

« Cancel the 5-year strategy/ plan

* Reposition its entire private banking segment

>> Estimated at $10m

>> Crisis management and brand reputation challenges

Creative



Processes and quality assurance

2X native
subject-
matter

writers

Back-
translations

Detailed

briefs

Local market
requirements

Rationales and
reco. (incl.
personalisation)

Transcreation
instructions

Thorough

Content

proofing
analysis

Expressions, sayings,
double meanings

Creative copy
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Multiple rounds
of review

Brand

V] Guardian:

- Consistency
tools

- Local market

approval

Creative



Transcreation in the era of social C
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It’s all about personalisation

- Translation is just not
good enough

of consumers in the UK say they now only engage
with marketing messages that personalized and - Need to understand
tailored to their interests your local audiences

- More than country

of Chinese adults are interested in individually cultures. it's about sub-

targeted ads, compared to 55% globally.

Young Chinese are reshaping the luxury industry, they Cultures
are looking for highly personalised experiences online
and offline. « Your local markets are

not trained planers,
researchers or

72% of Italian Gen X members (39-54 yo) buy copywriters. Give them
recommended products the expert help they

need to succeed!
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Search Engine Optimisation (SEO) M c

Translation simply won’t do

Creative
Culture

Did you know?
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Search Engine Optimisation (SEO)

Why local matters — contrasting trends and search behaviour

All keywords 159,058
natural 10,514
aerosol 9,537
Keyword Overview: desodorante .
masculino 6,689
Database: &3 Brazil v Device: [J Desktop w Date: May 7, 2020 v Currency: USD s
Overview = Bulk Analysis € rexona 6,585
Volume Global Volume spray 6,223
=
33.1K 76.7K o oo
_=ex_ — sk |
Keyword Difficulty B Mx 14.8K dove 5,586
EES 6.6K
90% A Very hard
= CO 4.4K
=us ek feminino 5,534
CPC Com.
$0.36 1.00 Other Ta2K corporal 5,491
mancha 5,344
Show more
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Maxima protegdo pra quem vive o futebol #TorcedorFanatico

TODA PROTEGCAO
E BEM-VINDA.

Q©O& 12 mil 450 comentarios 188 compartilhamentos

/> Compartilhar

futebol ao vivo 1,000,000
futebol 450,000
assistir futebol ao vivo 246,000
futebol agora 201,000




Search Engine Optimisation (SEO)

Keyword Related % Volume =
zwitsal deo 5 5,400
deo 40 2,400
. . dove deo 15 1,600
Why local matters — contrasting trends and search behaviour
dove deodorant 5 1,600
Keyword Volume = axe aanbieding 10 1,300
dirk kuyt 4400 dove aanbieding 5 1,300
nuud deo 5 1,300
Kz«zeui!hc_lhdc K d Vol =
E]% 1\ AXE assortiment el olume anti transpirant 5 1,000
| MARTIN \ @ martin garrix 33,100 nivea deodorant 5 1,000
GARRIX 728
WO 2VIPTICKETS e ‘ 1
t kS
SERP overview © Justnow O Analyze SERP
URL DA PA CF = Links FB LPS EV
AC I IE. 1 etos.nl/lichaamsverzorging.. 53 34 0 0 1 77 899 H
7> Keuze uit het
y 2 kruidvat.nl/lichaamsverzor.. 61 43 28 21 76 632k 342 H
»
3 bol.com/nl/l/deodorants/N... 90 49 25 24 32 0 186 :
4 voordeeldrogisterij.nl/mooi.. 32 30 21 9 10 0 122 H
wra 5 encyclo.nl/begrip/Deo 54 29 0 0 1 N/A 86 H
GARRIX 6 da.nl/deodorant 40 26 0 0 1 N/A 63 H
NIEUW LIMITED EDITION
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Search Engine Optimisation (SEO)
Translation simply won’t do

Why local matters — contrasting trends and search behaviour

URL

ecocosas.com/eco-ideas/d...

cosascaseras.com/desodo...

ecoblognonoa.com/project...

nortembio.nortem.info/ela...

pinterest.es/pin/55042438...

pinterest.es/carmensevilla...

eluniversal.com.mx/de-ulti...

DA

28

34

21

88

88

91

INSTITUTO T
| ESP Ol e esodorante natura

Desde 1903

' DETOX

DESODORANTE ROLL - ON

desodorante 6,400
i
piedra de alumbre 5,600
il
3,200
il
desodorante sin aluminio 2,800
oty
desodorante dove 1,300
allllll
desodorante piedra de alumbre 1,300
Ml
desodorante alumbre 720

$0.54 85

$0.22 99

$0.50 100

$0.57 100

$0.21 100 Q
$0.27 100

$0.31 99

PA

35

29

18

12

36

36

40

CF

29

22

22

171

TF

Links

FB

365

513

N/A

N/A

N/A

N/A
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Roadmap: how to get started with transcreation? C
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Transcreation is a long-term pay off and effects can be seen quickly provided the set up is right

Organise an internal survey about existing translation across departments

Identify pain points: speed, quality, level of service, consistency, tone-of-voice, strains on the existing teams -> These are your KPIs
With language, messages, brand reputation it’s all about measuring value — not face price tag — see it as an investment.

Get content champions/ ambassadors internally: those who are the most unhappy will be the best advocates to make things right in the long run.

Test one or several suppliers across markets and materials (challenges vary across materials: creativity, TOV, technical terminology, space limitation, etc.)

Ask them what processes, quality assurance and tools they will use to support the long-term ambition of the brand and it's projects.

A mix of tools is required:
CAT Tools, Glossaries: consistency and cost efficiencies (can even take over some of the content integration/ versioning)

- QA framework
Expert profiles/ local teams: rotating with the same teams is critical, but experts per comms channels will also make sense

Ask them to showcase the profiles of experts they work with in-market, involve your local markets approving them

It’s all about dialogue and making sure the set-up works for all your stakeholders internally

Finally, ask them their experience in internal stakeholder management: a big part of good transcreation is down to
making central and local teams come to an agreement. Compromise doesn’t mean the lowest denominator though!




ROI and Metrics

Remember: quality is value

« Team satisfaction — central and local teams: medium term and ongoing (pulses). Ask more than one person.

Resource allocation and efficiencies — how much less time is spent validating (proof of quality).

Consistency across channels — effect on brand reputation and voice.

Team collaboration and engagement: has transcreation helped internal stakeholders align?
(if people with varying priorities converge, you are doing something right)

e
\ / .
< \ > Translation/ transcreation
)l (Tt should not be a headache.
' If it is, identify what the problem is

\\ _‘ N and make resolutions.
\
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Transcreation

20

Know You Can




AXA XL

From XL Group to AXA XL

21

10 years ago: Any advertising predominantly print, 99% in English only

In 2012, gradual transition to include digital and to incorporate foreign language
ads/banners into media plan (with initial focus on German and French)

Introduction of more conversational/idiomatic style and overall tone of voice to
reflect our approachability

Process:
— Product campaigns (including foreign language copy) created inhouse

— Approved by local leaders and legal

XL Group acquisition of Catlin Underwriting in 2015 was an opportunity to better
address local market needs in local languages (and to address occasional
reluctance to use English to engage with audiences)

Focus on five key languages in line with strategy
— German

— French

— Spanish

— ltalian

— Portuguese (for Brazil)

Inhouse capabilities/resources for foreign language copy limited

Decision to work with creative language partner

Thomas, - x.

From build

e =Casualty

==Underwri

A A

C

Creative

XL

XL CATLIN




AXA XL C

* Creative

Why transcreation?

Aspirational creative and messaging that couldn't be translated in the traditional sense (use of illustration style, idiomatic copy and
thought-provoking headlines)

Language skills, creativity and awareness of local mindset play equally important roles in overall ad development process
— Address potential shortcomings of conventional translation

— Mindful that personal tastes of readers can influence acceptance
— Delivery of options that can be combined to meet local preferences
— Explanation of thinking behind specific linguistic choices

Results retain conversational style and ToV that, at the same time, is credible within our industry ("Experts are humans, too")

Awareness that digital platforms mean less space, particularly for more wordy languages like German

> Transcreation provides necessary flexibility and skills

22



Transcreation
In practice

AXA XL product campaign — Transition from XL Catlin to AXA XL

231

XL CATLIN

LOOKING FOR THE RIGHT
COMBINATION OF COVER
FOR YOUR BUSINESS RISK?

‘We listen closely to understand your company's risk
and all its complexities. Then we can create the right
combination of risk management services and cover
to help you save time and energy and unlock your
company's potential. We call it Mission: You.

MAKE YOUR WORLD GO
xlcatlin.com

XL Insurance

A A c
V Creative

Culture



Transcreation

AXA XL product campaign — Adaptation of style and messaging

X" Insurance

XL Insurance

X" Insurance

24

X" Insurance

X" Insurance

o C

V Creative



Transcreation c
In practice AA -
Culture

Know You Can campaign

Gettback L

busi{iess fast

— AXA XL adaptation of AXA's Know You Can global campaign

— Messaging that invites audience to take action and demonstrates our strengths and capabilities
— Use of photography in AXA style

—  Local roll-out in line with roll-out of AXA campaign

25|



Transcreation c
In practice el

Culture

Know You Can campaign

X" Insurance X" Insurance X" Insurance

X Insurance

X" Insurance X" Insurance

Know You Can

26|



Transcreation
In practice

Know You Can campaign

X" Insurance

XY Insurance

g]obal

\w

X" Insurance

With over 30 years of network
management experience, 5000 globat
programs in our care, and ser

clients in more

our scope and

business reach > e’s a vOous

Know You Can gy

axaxl.com

N \enk.:;;

X" Insurance

X" Insurance

X" Insurance

i

”globalmente
g
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Transcreation

Crisis Management response campaign

X% Insurance

Is remote
working exposing
your business to
cyber threats?

Many businesses are now either planning for or actively implementing

a business moded that ivolves an increasing level of remote working,

In the rush to keep businesses working there is a risk that good cyber security
practices may not be properly applied

For advice from our cyber experts to help protect your
organisation visit axaxl.com/fast-fast-forward

AA

Difendi lo smart
working dalla
minaccia diun
cyber-attacco.

Scopri qui 'opinione dei nostri cyber-esperti
per proteggere |a tua organizzazione.

X Insurance

Le télétravail
menace-t-il

la cybersécurité

de votre entreprise ?
Découvrez les conseils de nos experts

pour protéger votre organisation
en cliquant ici.

AA

Teletrabajo
seguro: protege
tu empresa

de amenazas
virtuales

Consulta con nuestros expertos
c6mo proteger tu negocio aqui.

X Insurance

Teletrabajo seguro:
protege tu empresa
de amenazas
virtuales

Consulta con nuestros expertos
como proteger tu negocio agul'.

Creative

X" Insurance
Difendi lo smart working
dalla minaccia di un cyber-attacco.

Scopri qui 'opinione dei nostri cyber-esperti
per proteggere la tua organizzazione.

AXA e 1oghi AXA € XL s0no marchi registrati di AXA SA o delle sue societd affiliate. ©2020

X% Insurance
Le télétravail menace-t-il
l1a cybersécurité de votre entreprise ?

Découvrez les conseils de nos experts
pour protéger votre organisation en cliquant ici.

AXA, les logos AXA et XL sont des marques déposées d'AXA SA ou de ses filiales. ©2020

Xk Insurance

Teletrabajo seguro: protege
tu empresa de amenazas virtuales

Consulta con nuestros expertos como proteger tu negocio aqui.

AXA, lus logatipos de AXA y XL son marcas registradas de AXA S.A. o de sus empresas afiliadas. ©2020

Xk Insurance

Ist Thr Unternehmen durch Home-
Office erhohten Cyber-Risiken ausgesetzt?

Tipps unserer Cyber-Experten, wie Sie Ihre Organisation
besser schiitzen kénnen, finden Sie hier.

AXA, die AXA- und XL-Logos sind Markenzeichen der AXA 54 oder ihrer Tochtergesellschaften. © 2020




AXA XL

Transcreation serves other areas of marcomms

— To ensure consistent style, transcreation process expanded to include
selected corporate materials
— Brochures
— Thought leadership articles on our Fast Fast Forward platform
(fastfastfoward.com)

—  Success of initial advertising collaboration led to projects in other areas
— Voiceover copy and text for corporate videos
— Transcreation work for external and internal communications that called for
sympathetic approach to use of language
— CSR collateral targeting general public

—  Benefits of closer collaboration include cost savings thanks to use of
Transcreation Memory (CAT Tool) to support longer pieces of copy

29
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https://axaxl.com/fast-fast-forward

AXA XL C

* Creative

Efficiencies and greater acceptance

—  Single point of contact for all projects, set teams of writers in market >
for further consistency

—  Flexibility and speed
— Local AXA XL teams in the markets recognize the professional approach and results (unbiased third party)

— Approval processes (country management, local legal) are faster, especially thanks to explanations provided for individual linguistic
decisions

— Value and ROI: factoring in the additional costs vs. the analytics

—  KPIs: quality, tone of voice and audience engagement

—  We’re generating good traffic from our ads to our website (with many
above-average CTRS)

— Allinternal stakeholders aligned

30




Additional resources

TRANSCREATION
BEST PRACTICE

For more information on optimisation
internationalisation processes, please
review our Transcreation e-Book here.

Creative Culture

sam ..-- s

For more information on transcreation,
teams, processes and more, you can
also review our dedicated deck here.

Breakfast Roundtable: Insights Into Mexico
23rd January 2019
Marx Room, Quo Vadis Club

For more information about the
upcoming breakfast roundtables and to
register, click here.
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https://drive.google.com/file/d/1xfb5of0rDDFIQ4yeIlO0jSxFolhQEqQ-/view?usp=sharing
https://drive.google.com/file/d/1Vxc4d3saTCoogDtVyyuTXivAsH0Hrg3M/view?usp=sharing
https://creativecultureint.com/breakfast-roundtable-series-3/

Thank you!

Founder and CEO,

Creative Culture
m.chevalier@creativecultureint.com
+44 (0) 207 798 2001

+44 (0) 75 250 127 05

we make global happen

Creative

Marketing Director,

Communications and Marketing, AXA XL
stephen.mcmahon@axaxl.com

+41 43 555 4563

Know You Can
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