
          Customer Knowledge - Insight, Solution, Outcome 

‘3 Days Booze Free’ Awareness Campaign  

Introduction 
Using constituency & ward-level customer segmentation and lifestyle demographics to provide detailed 
insight on where to most effectively reach the target audience for an alcohol reduction campaign.  
 
Birmingham Drugs & Alcohol Team (DAAT) carried out a street level awareness raising campaign on behalf 
of Birmingham East and North Primary Care Trust, using Customer Knowledge insight for more targeted 
marketing in the key wards and constituencies. 
 

What we did   
Birmingham DAAT was planning to run a 
campaign in key Birmingham areas centred on 
encouraging sensible drinking and having 3 
alcohol-free days per week.  
 
Staff from the alcohol treatment agencies 
would take the ‘3 day booze free’ awareness 
campaign directly to the target audience at 
street level. 
 
Customer Knowledge’s role was to recommend 
the best places in the key areas to find the 
target audience - e.g. supermarkets, 
neighbourhood offices - at street level. 
 

Why we did it  
This was an opportunity to support DAAT to 
identify and target its alcohol initiative to the 
most suitable places (e.g. theatres, shops, post 
offices) in the selected areas. 
 
This will help increase the effectiveness of the 
campaign, which is looking to reduce alcohol 
related health inequalities and alcohol related 
hospital admissions. 
 

How we did it  
Customer Knowledge used Birmingham 
segments (which groups Birmingham residents 
by key characteristics, behaviours, and needs) 
to identify how residents in the selected target 
areas prefer to be communicated with, and 
what messages to emphasise, i.e. financial 
savings emphasised in areas with low income 
segments. 

 

 
 

 
This was matched to lifestyle demographics to 
identify the places where the target audience 
was likely to go, e.g. if people were receptive 
to communications via shops, the most popular 
supermarkets in the area were identified and 
recommended. 
 
Bus routes were also identified in the target 
areas where residents were receptive to 
communications via public transport. 
 

 
 

What we achieved 
Customer Knowledge precisely identified the 
specific places and messages for each target 
area. 
 
This information was used by DAAT as part of 
a successful awareness-raising campaign in the 
key areas. Birmingham DAAT is planning to 
run more campaigns in 2012. 
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