Context: Romania

Romania is an East-European country that broke free from Ceausescu’s communist regime in December 1989. The economy is still struggling for stability.

Product: Bucegi

Bucegi is a blonde lager beer with 4.6% alcohol that comes in 0.5l glass bottle; 0.5l can; 0.5l, 1l and 2l PET.

Brand: Bucegi

Bucegi is a brand that first entered in its consumers lives in 1980 being from the start one of the most appreciated Romanian beer brands
 (because of the communist regime there were no import beers and the Romanian beers were few). Just a short introduction – you will better understand the brand in “the relationship” topic.
Target:

Men over 30 years old, family men, low income, men that consider that their kids success is a way of personal fulfillment
. The Bucegi consumer finds it hard to adapt to many of today’s daily realities, preferring to manage using old traditional ways that he knows and he trusts. Every thing that is familiar makes him feel safe, sometimes he is reaching for the security feeling in “those thing that never change”. 

... As Leo Burnett Romania shows in a recent study made public of the Romanian consumer this description fits the Nostalgic type (the Looking Back man)...

The relationship:

His name is Gheorghe. He once was telling his sons: “It was so nice on Ceausescu’s time”. Upset his sons started talking about all the bad things that were happening then: dictatorship, restrictions, terror. “It was nice” said the man, “I was young and all the women were after me”.

For a big segment of the Romanians the good days are tied to the communism.

This is the premise of the relationship with the brand: “Nostalgia”. The communism is just an insight for the consumers, just a context that should be used in the campaigns.

This relationship is not based at all on any product attributes, but on the consumer’s association of the product with “the good old days”.

You might say: “OK. Is this the only Romanian beer that has a history in those times?”

No! But is the first (and only one) that took this position voluntarily or not in the consumer’s mind though now the brand is going in all the wrong ways (strategically stupid advertising campaigns promoting the new packaging, the new improved recipe, the new 2l bottle and so on…). Now is not the same beer that he had when he was young, now is something new.

I can hear the consumer saying “What’s this? I asked for Bucegi!”. The consumer’s motivation is gone, this is not the same beer from the good old days though the name is 
the same. 

In the first episode of South Park season 6 they mention the “22.3 years rule” : 22,3 years should have passed from a really bad thing that mankind might have gone through before we could laugh a t it. Many advertising people might say that we are not ready to bring back any part of that painful past (communism) But I am sure that in Romania we have our “15,11 years rule” and for now, for today’s target this is the best insight.

Briefly said:

Though risky I think that the brand needs to get his authenticity elements back by  changing back to the old bottle design,. The brand needs to get back its consumers by reconstructing the bridge that connected it before using the nostalgia elements that I mentioned above.

Thank you

�Good quick establishing of context. A picture of the product would have helped.


�That’s great. First really insightful and potentially useful thought I’ve come across in this process 


�There seems to be good stuff in here but it’s a little confused. You need to  chunk your thinking into manageable bits.


�I like using South Park here – just because it’s an outside reference and make the thing more interesting.


�I like this. I learned something. You brought this character to life for me. But it was a little confused  and could have been tighter.





