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Businesses continue to produce data-driven content plans through 
targeted advertising platforms, but their audiences are increasingly 
unable to keep up with the amount being produced.

An over-reliance on data-driven corporate messaging without 
harnessing the power of creativity to build better emotional 
connections with their audiences, has resulted in the homogenization 
of brand experiences and in many cases, a dilution of brand identity. 

A 2021 Gartner study revealed 46% of consumers can’t 
differentiate most brands’ digital experiences.

While data brings companies closer to their target demographics, they 
need to use it alongside a strong creative strategy built on relevant 
insight in order to maximize user engagement. Understanding how to 
trigger an emotional connection between the audience and the brand 
is a key factor in elevating a business and successfully establishing a 
global brand identity.

Decline over a four year period according to social media data company RivalIQ

58.13%28.89% 23.92%

1. Escaping Homogenization

Creating a consistent and relevant brand experience across different 
languages and cultures is a challenge many businesses face. When 
a brand experience isn’t clear, compelling or rewarding, the target 
audience will not engage. 

Advances in data collection technology mean that brands are able to 
know more information than ever about their target demographics. 
They know who the audience is, where they are and what they’re 
interested in. Personalising the customer experience (CX) with 
pinpoint accuracy and removing any friction has enabled better 
engagement for brands. Creating more resonant content deepens 
emotional connections but human attention is fragile and people are 
increasingly becoming overloaded with information. 

In reality, user engagement with branded content has continued to 
fall across Facebook, Twitter and Instagram year-on-year. 

“A brand is the 
most valuable 
piece of real 
estate in the 
world: a corner of 
someone’s mind.” 
John Hegarty, Advertising Executive
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2. Emotional Creatures

People believe they are rational creatures and make choices driven 
by logical analysis. The human psyche, according to Nobel Prize-
winning psychologist Daniel Kahneman, is divided into two distinct 
operating systems – one instinctive and immediate, the other slower 
and more logical. 

Our instinctive decision-making process drives 98% of 
our choices.

Kahneman maintains that while we think our logical decision-making 
skills might temper those reactions, the opposite is true. Our logical 
processes are used to rationalize our immediate emotional response.

The take-away for any company looking to drive strong engagement 
with their messaging is clear: appealing to their target demographic’s 
immediate emotional response is the fastest way to establish 
a connection, develop brand loyalty and encourage active 
participation in the brand experience. Original creative thinking 
is required not only at a tactical level but also at a strategic level. 
Unleashing creative power to rethink the podcast format, for 
example, may deliver better results than investing in more and 
more articles.

The B2C sector has long been aware of the need to create a 
connection with its audience, but for B2B industries, the emphasis 
has always been on data-driven messaging which is neutral in tone. 
However, as research is beginning to show the benefits of emotional 
connection in business environments, that too is beginning to shift.

‘Nobody would say “I’m voting for this guy because he’s 
got the stronger chin,” but that, in fact, is partly what 
happens.’ Daniel Kahneman, psychologist and Nobel Prize winner
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“A story is a trick for sneaking a message into the 
fortified citadel of the human mind.”  Jonathan Gottschall, author

3. Triggering Connection

Companies, especially in the B2B sector, now need to learn how to 
create that personal connection between their audience and their 
brand messaging. Storytelling is one of the most valuable and viable 
methods that business can use.

Stories have an innate power that transcends technology and helps 
form direct connections between people, and are an effective way 
of sharing information: research indicates that facts embedded in a 
story are 20 times more likely to be remembered than when presented 
without narrative context.

Crafting brand stories can be a difficult task, one that requires intimate 
knowledge of the business, the industry it operates in, and the target 
demographic. 

Content suitable for one age group in one country might fall 
flat in other markets where the cultural context is completely 
different. Cultural adaptation is required to elevate a local 
campaign to a global one.
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4. The Alpha CRC Advantage

The Alpha Creative team provides clients with engaging brand marketing 
and communications solutions, specializing in customer and employees 
experiences. The team uses relevant data insights to identify target markets and 
personalize messages, using storytelling techniques to enhance connection 
and strengthen brand image.

Alpha Creative works together with the client to understand their goals and 
brand message, while identifying the best methods for communication 
with their target audiences, such as the gamification of employee education 
programs or multimedia transcreated campaigns aimed at international 
consumers.

Alpha Creative leverages its position inside Enterprise Localization company 
Alpha CRC’s globally dispersed network to craft informative and engagement-
driven campaigns which resonate with international audiences on a personal 
level across a wide range of industries.

Expertly localized content is the ultimate form of personalization; it 
allows businesses to establish strong connections with their audiences 
and develop a clear brand identity across international markets.

Localization is often left as a costly final step in the campaign process. When 
considered early in the ideation stages of a campaign, content can be localized 
while being created, resulting in a more streamlined, cost-effective process 
for businesses. Alpha Creative is also equipped to offer clients multilingual 
origination, meaning that content can be produced natively, without needing 
to be translated or localized, while remaining consistent with the brand identity.
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Track record Multilingual copywritingSocial know-how

Transparency

Digital insight

Agile and scalable

Market Coverage

Omnichannel approach

Why choose Alpha Creative?

Partnering with the Alpha Creative team has a number of benefits for clients.

Experience working with some of the 
world’s biggest companies in a range 

of fields.

Adapting brand tone of voice across 
different social media channels

Offering French and German copywriting 
services in addition to English, with others 

available on demand.

Understanding how to adapt digital 
strategies for local markets.

A commitment to client engagement 
offering full transparency at every stage 

of the copywriting process.

In-house capacity and a global network 
that can adapt to changing needs.

Delivering cohesive brand experiences 
across physical and digital channels.

End-to-end creative services, including 
localization, across the full range of 
established and emerging markets.
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Advising clients on the best ways to engage their 
audiences and share their messaging.

Developing brand messaging alongside clients to 
ensure accuracy and suitability for international 

markets.

Expertly written content that will both inform and 
engage.

Working with clients through all stages of production 
to ensure content perfectly aligns with their brand 

narrative.

Designing dynamic assets to emphasise brand 
messaging, from logos to infographics.

Helping clients find the best ways to craft their 
identities through multimedia projects such as video 

or podcast.

Alpha Creative’s services

Content Strategy Brand Messaging

Copywriting Video Editing & Post Production

Storyboarding & Script Writing Graphic Design
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•  Takes the time to get to know clients and understand their markets.

•  Has creative teams which immerse themselves in the culture and                 
    aspirations of each client.

•  Builds long-term relationships with clients and grows with them.

•  Believes in attracting and developing in-house talent.

•  Leverages technology to create integrated solutions.

•  Operates across time zones to deliver global campaigns.

•  Uses KPIs to track and analyze performance.

•  Is open, honest and dedicated to achieving clients’ goals.

•  Goes the extra mile to make projects successful.

“The human mind does not run on logic 
any more than a horse runs on petrol”    
Rory Sutherland

The Alpha CRC approach

| 8 |



|    Creative prospectus    |

Alpha CRC’s history

Founded in 1987 by Isabelle Weiss, Alpha CRC has grown to become 
one of the world’s leading translation and localization companies.
 
Expanding from a single site in Cambridge, UK, to a global operation 
with 18 offices in 15 countries, the company’s fundamental ethos 
has nevertheless remained the same. From the start, Alpha CRC was 
built around a model that focuses on localization as a collaborative 
undertaking in which multidisciplinary teams of in-house specialists 
work together to solve problems, exchange ideas and create better 
client outcomes.

Alpha CRC today

Alpha CRC’s expertise is built on its position as one of the world’s 
leading localization providers across all sectors and in all regions. 

Working to create maximum value for its diverse range of clients – 
including many of the world’s leading B2C and B2B brands, it has 
brought together the best in human expertise and technological 
solutions for more than three decades.

Alpha CRC offers clients the complete set of services they need to 
address worldwide markets for product, content, and media.  

It employs full-time, in-house linguists, copywriters and other 
specialist staff in multiple locations around the world. To support these 
operations, it uses a wide range of industry applications, which are 
integrated and extended through technology developed in-house.

Get in touch

Whether you have a quick query, require a detailed discussion or just want to say hello, 
we’d love to hear from you. 

Send us an email and we’ll get right back to you.

dstandley@alphacrc.com
David Standley
Head of Creative and Content

International offices

Brazil, China, Czech Republic, Denmark, 
Estonia, France, Germany, Greece, Italy, 
Japan, Korea, Mexico, Spain, UK, USA
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