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Trust Issues

How localization can help fintechs foster trust and build international user bases
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In the competitive worlds of finance and fintech, few issues
are more important that trust. Fintechs, as relative
newcomers to the industry, face a profound uphill battle
when it comes to earning consumer confidence. Many lack
the name recognition of more established financial
institutions, and the absence of physical points of contact
can make potential consumers wary. In fact, a survey in the
USA found that only 23% of respondents naturally trusted
fintech companies. That's a sizeable hurdle to overcome.

These issues are only amplified as financial newcomers
begin looking towards global expansion. New markets
require new trust building initiatives, often with localization
at their very core.

Over the course of these few articles, we'll take a look at
how localization can help financial organizations and
fintechs to engage a global consumer base and foster trust
with new potential customers.
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Among those foundational concepts of trust, the Harvard Business
Review found that ‘relationships’ was the most impactful; when
individuals didn't score well on ‘relationships’, trust fell by 33 points
(by comparison, a lack of consistency only caused a 17-point
drop). For fintechs then, investing in building robust consumer

relationships might be the most efficient way to increase trust.

How can localization help fintechs improve consumer
relationships?

Building relationships with consumers is all about making them
feel valued. Companies need to show their customers that they
understand their needs, their culture, and their language, and that
their expectations for a financial service will be met. There are
several ways to do this — some involving customer outreach and

marketing, while others can be implemented on the product side.

Perhaps most important is ensuring that any product or service
speaks the same language as its target audience, and can provide
a smooth, native experience for all users. In a world where a
wealth of options are available, consumers don't have the patience
to persevere with something that they have to work hard to use or

understand. In fact, 68% of consumers prefer speaking to brands in
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of consumers report that native experience
trumps price
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their native language. Furthermore, 56.2% of consumers have

reported that a native experience is more important than the price.

This means that all display content needs to be translated into the
native language for each locale. Any text that appears in the user

interface needs to be available natively in every region — business

can't rely on the consumer knowing English or Spanish. Similarly,

any additional collateral should also be translated — any terms and
conditions, websites, supplementary guides should be natively

available in each region.

When it comes to marketing, thinking more freely about
localization can help fintechs reach a new audience and show
international customers that they are valued; what speaks to one
market might not be relevant at all in another. While campaigns
can be translated for new markets, offering original content in
each region can help show consumers that the company is
serious about their investments into the new locale. This could
mean collaborating with a multilingual creative team that has
expertise in creating emotionally evocative content for

international markets.

ALPHA

FINANCIAL

Similarly, personalizing services for each locale can increase
consumer trust. This doesn't have to mean creating completely
new products for every region — it can be something as simple as
modifying the UX to suit typical consumer journeys in each

country.

An industry-wide mission

These are considerations that, while useful for individual
enterprises looking to build consumer relationships, are unlikely to
sway trust in the industry as a whole. In this case, shifts such as the
announcement that several companies in the crypto market,
including Binance, KuCoin and Deribit, will issue ‘proof of reserves’,
are more likely to realize a sector-wide impact. Further regulation
will also restore consumer faith, even as it creates headaches for

companies that have to adapt to potential rules down the line.

While we might be in the midst of a crypto winter, this could be a
prime opportunity for fintechs and other businesses operating in

the crypto space to take stock of their offerings, grow relationships
with their international customer base and build consumer trust in

preparation for the inevitable spring.
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“Poorly translated
content, whether
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Inaccurate, is going

to do nothing for a
company’s
reputation.”
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territories. Once a company is ready to make that step however,

they need to make sure that their localized collateral achieves the
same impact as in the market it was initially designed for. In this
case, translation alone is not enough; there are a lot of different
aspects involved, and certain specialized processes are required to

ensure that crucial first impression goes well.

What do we mean by effective localization, and how does it help
fintechs?

Localization is an umbrella term referring to the process of
adapting content, products, or services for new markets.
Translation is undoubtedly the most recognizable technique, but
others, such as multilingual copywriting, also have an important

part to play.

When handling people’'s money, no company can afford to come
across as cheap or lazy. Frictions in customer outreach can easily
become red flags for local customers. Poorly translated content,
whether strange or simply inaccurate, and misused financial terms
are going to do nothing for a company’s reputation. An

overreliance on literal translations of English expressions will also
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How complex can localization be for fintechs and financial
institutions?

As companies expand, their localization processes can become an
increasingly difficult burden to bear. Especially when they have to
deal with project management internally or oversee numerous

vendors.

Large companies often have to deal with inconsistent translations,
as multiple points of translation and linguistic quality assurance
result in difficult-to-manage termbases and bloated budgets.
Partnering with an LSP specializing in enterprise localization
(providing all localization processes in-house) can help alleviate
some of these issues, often resulting in savings of up to 30% and

providing a more consistent user experience.

As fintechs and financial institutions continue to embrace global
expansion into markets both established and developed,
consumers and buyers are going to be inundated with collateral
from all sides. Translation alone is not going to be enough to stand
out from the crowd — instead, embracing high quality localization

is set to become a must.
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Of course, there are many other platforms, such as Weibo, that
might prove more suitable for a company’s specific niche — any
marketing strategy localized for the Chinese markets needs to take
the competition into account and analyze which channels are

proving most successful.

This isn't a situation unique to China. Indeed, even among other
Asian markets, the world’s biggest social networks are not always
the most user-focused choice to connect with potential
customers. In South Korea, which has the second highest
proportion of social media users in the world, WhatsApp-style
messaging service KakaoTlalk is used by 97.5% of smartphone
owners — some 43 million per month. In these cases, effective
social media localization needs to include the adaptation of
strategy and content to particular channels, not just translation.

Delivering results: where does email marketing work best?
According to Campaign Monitor, consumers who visit a website
through email links are 138% more likely to make a purchase than
those who arrive via other online journeys. For fintech, email
marketing remains a powerful strategy to attract consumers and

upsell to them, but it is still important to take into account how
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concepts for each region.

Prepare for localization from the beginning

Fintechs must take localization into account before finalizing any
marketing strategy. It's imperative that they develop an
understanding of local demographics, the most relevant social
channels, and cultural expectations when designing campaigns. A
failure to do so means risking the loss of brand reputation and the

alienation of a whole swathe of potential consumers.

Preparing for localization can also help reduce overall marketing
costs in the long-term. Nobody wants to pay out for expensive
marketing campaigns on Facebook only to realize that the user
base, while large, isn't particularly responsive in that particular
region. Keeping localization in mind throughout the planning
stages can help reduce time and money waste, vastly improving

the return on investment and engaging new demaographics.
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“Frictionless
onboarding and
continued user
education will

Increase financial
literacy and foster
trust.”

ALPHA

FINANCIAL

global financial literacy. Companies such as World of Money

provide online financial lessons and services to help children and
young adults become financially literate. Applications like Zogo
gamify financial education to encourage users to continue
engaging with content and expanding their financial knowledge.
It's hoped that users of companies and applications such as these
will go on to make wiser decisions about where to invest their
money, and will likely lead to continued growth for the fintech

industry as a whole.

For many fintechs, explaining complicated financial concepts and
jargon can prove challenging. While increased financial literacy
rates across the board could help reduce such challenges in the
future, these long-term solutions won't make a significant
difference to fintechs looking to onboard customers now. These
companies will need to provide frictionless onboarding alongside
continued user education in order to increase their customer

base’s financial literacy, as well as foster trust among users.

Applications such as Moneytrans are strong examples of
continued user education. An application allowing users to easily

transfer money between international markets, Moneytrans
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Oxfam provided on-the-ground education about risks the farmers
could expect, while Etherisc built a platform with smart contracts
that automated weather-based claims, which in turn reduced
Aon'’s costs as an insurance provider. The collaboration proved
fruitful: by approaching customers directly at ground level, the
team was able to educate the customers on the specific uses of

the fintech that would impact them most.

In this way, the service was able to foster trust and improve their
financial literacy. Overall, the farmers found that the service was
more convenient than previous insurance plans, as they didn't
have to make all claims themselves. This collaborative effort is one
of the clearest examples of how thorough education can help

fintechs meet success in traditionally under-developed locales.
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people, Blackfoot is also a long-tail language. Long-tail languages
can therefore refer both to languages that are spoken by large

numbers of people (potentially even hundreds of millions) and to
so-called minority languages, such as Basque, which is spoken by

only 800,000 people.

Traditionally, these languages have not been prioritized because
they have been viewed as economically unimportant in
comparison to other key language markets. Put simply, it was
believed that investment in localizing into such languages would

not bring in big enough sales numbers.

However, priorities are changing, and many large fintech brands
are realizing the value of localizing into these long-tail languages,
whether they are "'minority” or not. They can afford it, and view it
as a key strategic and business differentiator. In particular, there is a
growing trend for fintech players to localize into minority
languages in regions where there are already high levels of online
access and digital literacy. In essence, this is about focusing on
clients or partners who could benefit from a service, but are not
currently being provided with a user experience in their preferred

language.
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“Irish firms can emphasize their origin and brand values through

the use of Irish, increasing customer loyalty, or enhancing their

public relations.”

Global reach, local experience
User experience is at the heart of any fintech success story. A
brand that engages with the user in the language they know best is

going to make those vital trusting connections and retain business.

Additionally, the financial industry is a highly regulated sector and,
In some regions, it is a legal requirement to localize content into
minority languages. Market entry is, therefore, reliant on long-tail

localization of minority languages.

In an increasingly crowded marketplace, fintechs need to quickly
differentiate themselves from their competitors. Offering
consumers a native user experience, when they are so used to
having to operate through a secondary language, is a sure-fire way
to show them that they are valued and foster strong customer

relationships.



