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Russian consumers want to spiash their cash...

...butare choosy aboutbrand quality and integrity. Success depends on sensitive advertising, Valentina Glubokovskaya says

he Russian Federation is a
country offering tremendous
growth potential due to its
fast-paced economic devel-
opment. The Russian population’s
propensity to consume is, mean-
while, comparable to that of
Western countries — the important
difference being that consumer
needsare far from beingsatisfied.

Despite this positive starting
position, just a few Western com-
panies have managed to find their
way into the Russian soul and suc-
cessfully establish their brands in
Russia. Many companies ignore
the large cultural differences bet-
ween East and West in their brand
positioning and communications,
and therefore fail.

Creative Advantage has been
conducting research into the
challenges of geographic brand
transfer and the positioning of
Western brands in the Russian
market since 2005. Through more
than 250 in-depth interviews and
several consumer workshops for a
broad spectrum of international
companies, Creative Advantage
has developed a deep understand-
ing of the Russian consumer.

Amongthe major characteristics
of their behaviour is consumers’
willingness to spend a large part of
their disposable income on luxury
goodssuch as designer clothes. Ap-
pearances and prestige have been
an important part of Russian cul-
tureeversince the time of the Tsars.
Given the fast-changing societal
developments, Russians prefer to
look good today rather than saving
the money for future purchases.

Asbrands hadjustbecome avail-
able after the break-up of the Sovi-
et Union, Russians are very open
to trying new products. This leads
to much lower brand loyalty com-
pared with Western Europeans.
Yet in their search for new goods,
Russians value product quality ex-
tremely highly,because thereisstill
aflourishing trade in brand copies.

Marketers should keep these
consumer characteristics in mind,
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Sagem...posters provoked outrage

when planning the communication
strategy for their brands. Creative
Advantage’s research delivers
some keyinsightsin thisarea.
Strong solidarity with a small cir-
cle of trusted friends — typical of
Russian culture — influences prod-
uct trials,and not always positively.
In a dynamic consumer environ-
ment where little trust is placed in
local manufacturers, brand recom-
mendations from friends and fami-
ly are valuable guides in the choice
process, and tend to have a lasting
impact on consumer behaviour.
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Winston...brand positioning
managedto hitthe right note
with Russian consumers
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Megafon...outdoor campaigntook advantage of consumers’love of travel

This fact offers a promising start-
ing point for viral marketing. Per-
sonal recommendations are more
valuable in influencing the accept-
ance and spread of brands than
most traditional advertising tools.

Russians regard advertising with
scepticism. In the majority of the
Creative Advantage consumer
workshops, spontaneous brand
awareness for household FMCG
brands was low. And part of the
explanation for this low brand
awareness is the generally poor
level of advertising knowledge.

However, it was clear Russian
consumers particularly value mak-
ing brand choices independently
of any influence from advertising
and brand image. Nevertheless, ir-
respective of consumers’ claims to
the contrary,prompted advertising
awareness is on a similar level to
many Western countries.

Advertising that communicates
authentic or credible “stories” of
everydaylife and that offersidenti-
fication potential for the viewer is
generally positively perceived.
Communication should, therefore,

convey “real-life stories” with high
relevance for the target audience.

An example of advertising that
is well received by consumers is
the Winston campaign. A further
example is the poster campaign
for the mobile network provider
Megafon, which played on the
new-found middle-class passion
for travel by depicting holiday-
makers at popular worldwide des-
tinations, such as the Pyramids in
Cairo, the Eiffel Tower in Paris and
the Statue of Liberty in New York.

By contrast, Western ads dubbed
with voiceovers come across very
badly. Consumers consider West-
ern advertising that is simply lan-
guage-adapted and run in Russia
toshow alack of cultural respect.

Traditional values play animpor-
tantrolein Russiansociety.Parents
and women are accorded particu-
lar respect, which greatly restricts
the extent to which international
advertising targeted specifically at
women can be directly transferred
to the Russian market.

Particular caution is advisable in
Russia with regard to permissive
advertising. This topic is even hap-
pily avoided by younger consum-
ersindiscussion groups.The saying
“V Sowjetskom Soyuze seksa net”
(We don’t have sex in the Soviet
Union) is still often quoted today,
albeitapparently only asajoke.

But, for example, the poster
campaign in Tchelyabinsk for the
mobile phone brand Sagem caused
great uproar with its strapline:
“Caressyourear.”Many olderresi-
dents considered the ad immoral
and impure; their strong protests
led to the poster being withdrawn.

With a well-considered position-
ing and communication strategy,
therisks of entering the market can
be minimised. Once companies
have researched the rules of the
market specific to their industry,
the door to market and consumer
understanding swings wide open.

Valentina Glubokovskayaisa
consultant at Creative Advantage

INSIDER'S VIEW
JAPAN

Another premier
bites the dustasa
malaise descends on
Japan’sconsumers.
Perhaps consumer-
driven media could
beused torekindle
enthusiasm, John
Goodman suggests

News just in: “Japan was stunned by
news that prime minister Yasuo
Fukuda is stepping down after less
than a year in office, plunging the
country into another round of poli-
tical turmoil and raising the possi-
bility of an early general election.”
Well, I'm not sure if “stunned” is
the right expression. Depressed,
certainly, but “an air of morose res-
ignation” would seem to be more
accurate. After all, the past 30 years
of Japanese politicshaveseenacon-
stant rotation of prime ministers.
From an advertising point of view,
one can argue that none of this mat-
ters. The country’s economy is still
the second biggest in the world,and
Japanissometimes described as the
world’s only mass market for luxury
goods. Wealth-driven consumerism
continues to fuel such palaces of

desire as Tokyo’s immensely suc-
cessful Midtown complex, a shrine
towealth,style,design and platinum
cards. However, underneath this
lies a deep malaise. Consumer con-
fidence hasnever beenlower.

This is reflected in the caution
among advertisers, particularly the
internationals, for which this is not
home turf and which see faster
growthinother Asian economies.

Overthe pastfewyears, we’veseena
drop in marketing support behind
many international brands, reflect-
ing the high cost of doing business
here, and the recognition that a de-
clining, ageing population makes
thisaslowtono-growth market.
This problem is exacerbated by
the market next door. We joke that
if China were in Africa, then Japan

would receive more attention from
Western business. Yet because of its
proximity,itiseasytolookataworld
mapinaLondon or Chicago board-
room and say Chinese investmentis
bestfundedbyalocalshiftinbudget
within the “A/Pregion”.

From adversity comes opportunity.
After all, it’s not just politics that is
moribund here. The media whole-
saler model pursuedsuccessfully for
S0years by the agencies Dentsu and
Hakuhodo is out of step with the
modern world of consumer-driven
media. Japanese are as active users
of Web 2.0 as anyone else,and when
it comes to mobile technology, they
have led the world for along time.
Yet,whenyouask the mediaplan-
ners of the big two why they still
recommend TV asthe only medium
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worth considering, they claim, with
astraightface,thatthe average Japa-
nese manages toincrease net media
consumption by “sleepingless”.

We find we can achieve success
for our clients by a diverse and gen-
uinely media-neutral approach. We
also hire a breed of more adventur-
ousstaff, forwhomasnail-like climb
over 40-plus years to the top of the
Japanese agency ladder is not what
theysee asadesirable future.

Like most things in Japan,change
doesn’t happen quickly. But the old
monolithic model is crumbling, and
adland’s  Shiodome - |
and Akasaka districts |
look more vulnerable.
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John Goodman is the
presidentof Ogilvy &
MatherJapan
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