
Single nation,
different outlooks
Rob Clilverd, BLM Clilverd, shows how even within a small country, regional
differences should lead to varied ad strategies

EVERYONE SEEMS TO want global
reach-these days. The latest thing is
that advertisers are even looking for

global scale and strategy in digital. While
bigger is often better, I'm not sure that this
always applies to advertising reach,
offline or online. This is especially so if
you are trying to promote a brand outside
your home market. In fact, I believe that
many brands can potentially miss out on
a huge opportunity by focusing on global
reach and economies of scale, and ignor-
ing regional and local needs. Why?
Because every country has its own region-
al variations and those variations can
make a tremendous difference to con-
sumer attitudes.

I'm going to illustrate this point by
looking at the country I'm sitting in right
now - Great Britain - but I imagine that to
a greater or lesser extent, my point will
apply in most European countries (maybe
we'll make an exception for microstates
like Liechtenstein).

We Brits are a nation of very different
regions and people; and in advertising one
size does not fit all. So, using the same
strategy in Newcastle and London makes
about as much sense as using the same
strategy in London and Warsaw. Or Milan
and Naples. Or Marseille and Lille. Or
Munich and Hamburg. Think about your
own country; you get the idea.

A single spokesperson?
If you were to pick a single spokesperson
for the UK, who would it be? Many non-
Brits will automatically think of a posh
twit type, in the mould of the actor Hugh
Grant in Four Weddings and a Funeral or
Hotting Hill. Of course, there are still peo-
ple like that around, but the truth is much
more complicated, so please pick again.

A taciturn Yorkshireman, wielding a
cricket bat? A London wideboy - think
Michael Caine? A canny lass from the
north-east? They are all very different peo-
ple, and if you think that that is pandering
to stereotypes, the truth is that stereo-
types are often there for a reason. But
there are stereotypes and stereotypes; my
point is that for the advertiser, national

stereotypes just aren't granular enough.
Think about Target Group Index (TGI)

Lifestyle statements, available in 50+
countries worldwide. These are typically
around 250 statements, designed to meas-
ure the values and opinions held by
respondents. They cover attitudes to
media, health, holidays, drink, finance
and many other sectors. If they are new to
you, take a look at www.tgisurveys.com
for more information.

Different folk, different values
Do you think that our Yorkshireman's
TGI Lifestyle statements are the same as a
Londoner's? Of course not. According to
the 2005 TGI, Londoners say they holiday
in Italy but hate Spain, enjoy foreign food
and are interested in other cultures (as
long as those cultures don't include local
media in London). Yorkshire people are
not even slightly interested in other cul-
tures, hate vegetarians and think first
about value for money (you see what I
mean about stereotypes ...). North-east-
erners loves holidays in Majorca (perhaps
because they know they won't meet
many Londoners), aren't concerned with
the environment, enjoy local radio and
measure the worth of a man by the num-
ber of pints of beer he can sink in a sitting.

In the north-west people think money
is the best measure of success and are
often tempted to buy products they see in
ads. On holiday, they like to sit in the sun
and drink - and at home they like to sit
about and drink (shame there's no sun).
Again, the number of pints sunk matters
when it comes to being a real man in the
north-west. But in East Anglia, they are
suspicious of advertising, drink in moder-
ation, cry a lot (try drinking more, chaps)
and like holidays off the beaten track. In
the south-west they are happy with their
standard of living, are loyal to brands and
believe what local papers tell them. In the
south, they also measure success by
money, and yearn for an even higher stan-
dard of living than they already have, but
at the same time, perversely, fret about
the environment. No one said these state-
ments have to be consistent!

However the differences definitely
affect media penetration. In London, local
papers typically achieve less than 10%
penetration. In the south-west it is closer
to 70%. North-eastern man enjoys local
radio, Londoners prefer national stations.

Now, you can discuss as many theories
as you like about whether these regional
variations depend on other aspects of
demographics or even on something in
the water or the local beer; and about
what came first, the chicken or the stereo-
type, but these arguments don't really
matter. What does matter is that there are
undeniable regional variations in tastes,
attitudes and needs. And what is also
undeniable is that to market successfully
in the UK, you need to know about and
understand these differences (and I
haven't even touched Scotland).

No one type can speak for all of the UK.
We have varied outlooks, lifestyles, shop-
ping habits and triggers. So why do
advertisers continue to try to talk to all
Britons in the same way?

Now I'm absolutely not saying that
non-British brands are the only ones to
get this wrong. We're just as capable of
messing things up ourselves in our search
for media economies of scale. I believe
some of our biggest retailers are getting it
particularly wrong and wasting as much
as 20% of their promotional budgets. And
unlike the cliched quote about wasted
advertising budgets, in this case, I've a
pretty good idea which 20%.

Opinions of retailers
We have just conducted research into
how British regional attitudes to retailers
vary (and, believe me, they do). We used
an online, demographically representa-
tive panel of 1,200. So advertising from
Lidl (a low-cost limited-range supermar-
ket) based on price is going to play about
as badly in the south-east as advertising
from Marks & Spencer (expensive, quali-
ty food and clothing) based on quality
plays in Wales.

British attitudes to food make this par-
ticularly acute. I'm prepared to believe,
although we haven't researched it, that in
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countries like France or Italy, where there
are larger numbers of smaller, independ-
ent food retailers and people have
considerable respect for food quality,
research results in some areas might be a
bit different. In Britain, where the super-
market and 'buy-one-get-one-free' offers
reign supreme, the results are stark.

For example, nationally, 33% of us
think Tesco is the best food retailer. That
rises to 38% in the south-west, but falls as
low as 17% in the north-east. Nationally,
12% of people think M&S is their least
favourite food retailer, but only 6% agree
with this damning verdict in the south-
west, whereas 22% do in Wales.

Argos (general and electrical goods) is
more than twice as loved in Wales and the
west (at 48%) as in London. And I would-
n't like to get involved in a pub discussion
about the merits of IKEA between some-
one from East Anglia (22%) and one of its
loyal fans (46%) from London. On the
other hand, there were one or two retail-
ers, who will remain nameless, whose
scores were uniformly low, and others,
like DIY store B&Q, that scored no lower
than 45% in its worst region, London, and
as high as 69% in the north-west.

Community matters (but not
everywhere)
We also asked our research panel how
important a sense of involvement in their
local communities was. With a UK aver-
age of 100, Scots scored 140 and the
south-west scored 136. However London-
ers scored 45. With so many sales,
marketing and advertising decisions made
in London, it's no surprise that regional
opportunities are ignored or overlooked.

Attitudes to what made a strong local
community varied, too. Independent
shops were most important to Scots and
least important to the Welsh. On the
other hand, the Welsh cared most about
their local pub, whereas abstemious East
Anglians cared least. Again, Scots are very
keen on local activities, whereas London-
ers are not Nor do Londoners care partic-
ularly about whom they know locally,
whereas north-easterners do. A thriving

high street mattered a lot in Scotland, but
less than average in the North East.

Other attitudes towards shopping vary.
The south-east cares most about quality,
whereas Wales doesn't - it cares about low
prices. In the Midlands they want their
shops to be convenient, even at the
expense of a wide range of goods. In the
north-east, shoppers are very motivated
by special offers and money-off coupons.
In London, they are not.

It isn't enough to think on a national
rather than a pan-European basis. In fact,
we strongly believe that over-centralised
thinking can damage your sales.

One UK example is a recent BMW
poster campaign for an SUV with a line
that reads 'from SW4 to 22°N'. Who out-
side London knows or cares where the
postcode SW4 is? Actually, it is Clapham,
a particularly middle-class inner suburb
of London. The campaign will either be
meaningless in most of the UK or even
negative - given that some northerners
dislike Londoners, it's really going to play
well up north! Ann Summers (a burgeon-
ing national purveyor of conjugally
naughty things), on the other hand, is a
really good example of a retailer that tai-
lors poster advertising, using an inspired
range of puns, to each town.

Key ways to cut ad wastage
So unlike some British retailers, how can
you make sure that you don't waste 20%
of your advertising budget, especially if
you are not based in the UK?
> Realise that you need to recognise and
cater for regional variations.
> Consider whether you want to depend
on your regular agency network, or
whether you might do better engaging a
British independent for your work in the
UK, especially one that specialises in
regional work. It's a continuing subject of
debate whether European networks real-
ly work - you run the risk that while your
local office might be great, offices in other
countries may not supply what you need.
> Use regional media in areas where
regional media works - that's the south-
west rather than London, for example.

Look out for regional triggers, too: you'll
gain more in Manchester, home of Man-
chester United Football Club, from spon-
soring football than you will in the south-
west or Wales, where people get far more
excited about rugby.

You should also investigate local radio,
although, rather sadly, British commer-
cial radio is beginning to change its
character for the worse. Thanks to the
Capital/GWR merger, radio in some areas
is losing its local identity, much as has
happened over recent years in the US. The
type of programming that binds listeners
to their community - which, according to
our research, would go down well in Scot-
land and the south-west - is disappearing
in favour of homogenous national
playlists and the sort of talk radio that has
no clear local roots. It might be great for
cost management, but it's lowest-com-
mon-denominator radio - no difference
and no soul. This might change with the
coming of digital audio broadcasting,
with commercial radio set to benefit from
having a greater share of the DAB spec-
trum than it does of FM. Again, coming
from outside, this is something you'd
need to take specialist advice on.

Of course, I'm not suggesting that you
jettison national media entirely, but you
will get better results if you supplement it
with local activity and regionally relevant
creative adaptations. Even if it's a little
more expensive, it's a lot more efficient
than the scatter-gun approach.

And don't forget that many British
national papers already offer regional
splits. The Mail is an excellent example
and The Times is also starting to offer it.
That way, you get economies of scale with
local focus, too.

So in summary, we may be British, but
we aren't all the same. If you are planning
to advertise in the UK, whether you are
British or not, a retailer or not, it makes
sense to take advice from someone who
understands regional variations and to tai-
lor your marketing to work with, rather
than against, British regional differences.*
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