
Second Language Slip Ups!  

Translation tools o�en don’t pick up on quirks, cultural significances 
and authentic speech. All of which are essential to building meaningful 

conversation. But how wrong can it go? Very, it would seem…

Ford launched its “Every Car Has a 
High-Quality Body” campaign in 
Belgium. The native translation 
though? “Every Car Has a 
High-Quality CORPSE”!

KFC’s iconic “Finger Lickin’ 
Good” slogan wasn’t so appetising 
to native Chinese speakers. 
A botched translation came out 
as “Eat Your Fingers O�”

A Schweppes campaign in 
Italy le� an unpleasant taste
in the market’s mouth. Why? 
“Tonic Water” translated into 
“Toilet Water!”

Brani� Airlines really put across a 
mixed message when their “Fly in 
Leather” strapline was a request 
to “Fly Naked”!

Green Giant’s eponymous 
mascot the “Jolly Green Giant” 
wasn’t so welcome in the Arab 
states, translating as the 
“Intimidating Green Monster”

Multilingual business communication – especially over the phone – needs to be 
clear and accessible, while ge�ing across commercial specifics. All without 

commi�ing a cultural blunder or bungling a translation that costs a lead. 

When your target customer speaks another language, important, sometimes tiny, 
details can get lost in translation. At Bollin Green, our team of native language 

speakers understand the nuances of communicating in each language. Plus, 
those all-important cultural quirks that non-native speakers might not pick up on! 

Lost in Translation

Cultural Stereotypes and 
Why They’re Important 

Deutschland,  
aka Germany

 

Although it’s a myth that Germans 
don’t enjoy a joke, we find truth in 
the following traits.

Direct: Warm, small talk openers don’t 
aid a cause so well in Germany. We 
state our pitch!

Punctual: We commit to a proposition 
and agree a fixed time for our next 
conversation. 

Nederland, 
aka the Netherlands 

Dutch reservedness shouldn’t be 
confused with unfriendliness. But we 
do come across these behaviours.   

Tenacious: Steadfast in their dealings, 
we find it takes an extra push to win over 
a Dutch prospect.  

Honest: Laying our cards on the table 
early gets us be�er results than detailed 
explanations and intricate proposals. 

République Française, 
aka France  

 

In a business se�ing, speaking 
English isn’t a faux pas if 
acknowledged. But we find these 
characteristics common. 

Debate: We fully expect to be analysed 
and challenged. So strategising 
objections is a priority! 

Formality: We’re always cautious when 
it comes to French rules for formal 
address in business. 

España,  
aka Spain 

Although Siestas aren’t as 
widespread as they were, our calls 
with Spanish teams o�en look 
like this. 

Scheduling: We check the clock when 
calling a Spaniard. Their days and 
schedules run later. 

Expression: We’re ready to match the 
energy of a prospect that’s become 
comfortable with us. 

Our team’s native language knowledge makes for rewarding, 
respectful business conversations. From formality to cultural 
references, it all comes naturally! Meaning they can give full 
focus to an international prospect at the end of the phone, with 

the ease of si�ing in the same country. 

“Dig beneath the surface of 
economic news. I work hard to 
identify and empathise with local 
experiences to spark a meaningful 
commercial conversation. ”

Julianne Ute

Susana Mandy

Multilingual Telemarketing Done Right  

Why Bollin Green for your Multilingual 
Telemarketing? 

As told by our native speakers.  

“Check the weather! For example, a 
scorching day in southern Europe 
may mean an early finish. If there is 
more chance to speak to a prospect 
the following day, I use my time 
strategically.”

“Double up on objection handling. I 
need to sell a proposition, and 
overcome concerns about UK 
providers. I educate myself on 
everything from tari�s to service 
hours.”

“Become a master of regional 
dialects. In Germany, even as a 
native speaker I could be 
understood totally di�erently 
depending on where a prospect is 
based!”

Language is never a barrier 

From ge�ing past the gatekeeper to progressing a lead with 
decision makers at an EU HQ, Bollin Green keep your 
conversations flowing. A native speaker in our team will own 
and nurture your opportunity. So, closing a deal 3,000 miles 
away is as easy as doing business down the road.

Joe Green, Operations Director

One call for every country

Need an update on 3 leads in 3 countries? Want to quickly 
check ROI? Compare performance by region? One streamlined 
meeting with Bollin Green provides all your strategic answers. 
One UK hub for admin and budget also simplifies cost 
management and removes the need for complicated 
multi-agency processes.  

Tom Reading, Sales Director

Ready to tap into a world of new business opportunity? 

Speak to a friendly Bollin Green multilingual expert on 01625 626209, 
or email hello@bollingreen.com

Exploring new boundaries 

With Bollin Green, the world really is your oyster. With zero 
additional management demand. Our Inside Sales, Market 
Research and Firmographics insights home in on your 
growth opportunity, while specific international campaign 
processes deliver quality across every region.

Coralie Boyllin, Campaign Manager


