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Why now? ZLIONS

A In May 2020 research firm Kantar found
COVID-19 has driven a surge in “localism”
around the world, with 65% of consumers
now preferring to buy goods and services
from their own country. While 42% of
consumers said they now pay more
attention to the origin of products.

COVID-19 BAROMETER | 2020

o0 NOW pay more attel

A People around the world are emerging < RN
from lockdowns, but their commitment to
their local communities isn’t going to just
disappear..
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Feature Local People

A Not as extras in the background or as “important” focus group members, let
local people be the star of the show.

A Local people aren’t limited to just being characters, they can be valuable
sources of insight. Betty Crocker in the UAE turned a tweet from one young
boy into a Glass winning campaign at Dubai Lynx. They didn’t just engage
their target audience, they added real value to their lives.

A When connecting with communities though a local insight in an authentic way,
they feel included and it drives engagement.
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Apply a hyper-local lens

A At Cannes Lions 2019, we introduced Culture & Context categories, which sit across 10
Lions. They were created to recognise the rise of culturally specific creative work. The
jury considers the strength of the creative In relation to local and cultural insights,
challenger brand strategy or breakthroughs on a budget

A In 2019 46% of Culture & Context winning campaigns were hyperlocal. That means
they were designed for a clearly defined audience in a specific region and hinged on a
very specific cultural or behavioural insight. These campaigns speak directly to the
audience they’re targeting, which leads to greater engagement and often an uptick
In sales.

A When Burger King started losing out to local restaurants in Saudi Arabia, it realised it
needed to connect to the people it was serving. So it built the Burjer Kinj campaign
around a local insight unique to its brand: no one can agree on how to pronounce
Burger King properly in Arabic. Their goal was to double Whopper sales, but they
were actually boosted by 118%
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FItting In to stand out

A Getting familiar with your local audience will allow you to adjust your campaign and even
product to fit into their way of life, even if it doesn’t currently. Make it work for them,
rather than expecting them adapt to you.

A Solar energy provider Kingo wanted to reach isolated villages in Guatemala. Kingo used
a local insight to switch up its offering, and the 540% sales increase shows that it
worked wonders. But it wouldn’t have been able to make that shift, if it hadn’t gone
Into these communities and witnessed these behaviours. In-depth research like that is
key
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Challenge the status quo

A Through campaigns, brands are using local insights to incite change.

A In India, non-profit the RIT Foundation called attention to a troubling law through the
documentary Please Arrest Me. The case to change marital rape laws will be heard this
year at the Delhi High Court, paving the way to criminalising marital rape nationwide.

A In Poland, everyday sexism is still acceptable. To push back, newspaper Gazeta.pl
teamed up with Mastercard and BNP Paribas to buy one of those magazines: Your
Weekend. They used The Last Ever Issue to re-educate the country on women'’s rights,
and the final issue of Your Weekend sold more copies than any other in the last decade.

A But the change these community-focused campaigns seek doesn’t always have to be
political.
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Key lakeaways

A Make local people the star - it doesn’t have to be all about your brand all the time

A Do your research - sometimes the best insights are tiny nuances about everyday life,
you won't figure them out from the office

A Go to where they are - if they aren’t coming to you, there’s probably a reason - you need
to be the one to adapt to their behaviours

A If you find something problematic - don’t be afraid to push back. As we saw with Rabbi-
Bot, it's important to respectful of local traditions, but when cultural quirks cross the link

Into human rights issues, brands can push back, as we saw Iin the RIT Foundation’s
campaign: Please Arrest Me
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Key lakeaways

A With greater access to data, conversations and platforms that are consumer led there is
a greater ability for brands to understand cultural contexts.

A It's a responsibility of marketers to build the infrastructure, the capabilities and the
engagement on platforms with consumers to build and understanding in a real time way
to speak directly to consumers in local markets.

A A universal human truth and local relevance can work together to elevate creative
ideas through activation and PR carried out locally.

A Brands need to lean in to allow the right balance of content that is created by and for
local market consumers by leveraging the local voices with in the digital and social space
to become more relevant in those markets.
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Key lakeaways

A When global creative is not working build the case to take a different direction.
Through using local ideals and nuances to adapt your creative locally.

A Before the communication and the campaign, there is the question of the consumer
need and it Is important to understand that consumer needs are be different in
each region.

A Using a collective insight with powerful content that can be shared, data and
technology allows brands to be more agile to tap in to local insights significantly
quicker and more effectively.

A Advertising shapes culture and is shaped by culture. There are different ways in which
brands can decode culture through platforms such as TikTok.
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