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Introduction

to the sector and online advertising

We don’t know about you, but when us folks at the
IAB are home, in the evening, just relaxing in our
respective living rooms watching the X Factor, if we
see an ad for a Yorkie Bar, or a new type of washing
powder, well we just jump right out of our seats, head
down to the 24-hour shop and buy it! It’s much the
same as when we’re reading the paper on the train

in the morning... if we see an ad for Magners Irish
Cider, who cares that it’s only 8.30 in the morning, we
get off the train at the next stop and buy a 4-pack!
Doesn’t everyone?

Quite simply, no. FMCG marketing isn’t necessarily about an
immediate purchase, either on or offline. It's about getting your brand
front-of-mind and setting yourself apart from the competition with

a great product and even better advertising creative so that when
they are on their shopping travels, it's you they want to buy. In this
sense, online is no different from traditional media — you can reach
vast audiences and provide engaging executions that help you stand
out from the crowd in a busy, fickle market. But what you can also
achieve with online is interaction and talkability. Whether you’re
promoting shampoo or fizzy drinks, nappies or mascara, with digital
you can develop relationships with consumers, encourage brand
loyalty and use the online community to build a buzz around your
product and communications.
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So it’s our job at the IAB to show you how this is done (after we’ve
finished our weekly shop following an extra-long ad break within
Midsomer Murders.) We've stacked this handy digestible guide with
stats, research and concrete proof that online can really work for
FMCG brands, just to make your life that little bit easier. And with
case studies on search, display, social media disciplines such as viral
seeding and widgets, as well as our new favourite, mobile advertising,
we hope we’ve provided the perfect companion for every FMCG
marketer in the UK today. Happy reading!




e
No need to move

All your useful

Internet Advertising
ureau

FMCG links

Ten Best Brand Sites

Pampers www.pampers.co.uk

Parenting skills during all stages of childhood are covered throughout
this site, mixed, of course, with all the usual nappy information across
the Pampers range.

Coke Zone  www.cokezone.co.uk

Here you can grab rewards, money can’t buy experiences, and
chances to win incredible prizes — all for drinking ‘Coke’, ‘Diet Coke’,
and ‘Coke Zero'.

Walkers www.walkers.co.uk

Along with information on its range of crisps, the site offers a game
called ‘Fling a Favour’ which allows users to douse Gary Lineker in an
assortment of foods.

Guinness www.guiness.com

Watch all the stout brand’s previous ads from the recent to the iconic
oldies. Journey through the brand’s past via an interactive timeline and
follow directions to pouring and drinking the perfect pint of Guinness.

Cadburys www.aglassandahalffullproductions.com

Look back at the now infamous Gorilla ad and take a trip into the past
to see how Cadburys came to be.

Whiskas www.whiskas.co.uk

Offering coupons for new products, an area to discuss your cat with
other cat lovers, cat care guides, previous TV ads and newsletter this
site offers everything a feline lover needs.
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Dettol www.dettol.co.uk

Provides a variety of guides, with information on a host of issues
such as how to deal with germs if you have a new baby. Other
resources include educational material for teachers and healthcare
professionals.

Andrex www.andrexpuppy.co.uk

An interactive house feature allows users to view different rooms
where products and freebies are revealed.

Red Bull www.redbull.co.uk

All the latest information on sports that the Red Bull brand is affiliated
with, along with product information.

Review and Comparison

Mysupermarket www.mysupermarket.co.uk

This website for UK supermarkets compares prices across the major
operators, offering customers a chance to enjoy an easier and more
consumer-friendly shopping experience.

PriceRunner www.pricerunner.co.uk

PriceRunner compares thousands of products and millions of prices
aided by video reviews. The site also boasts guides and advice to
buying, and has a forum and competition area.

Review Centre www.reviewcentre.com

Allows users to compare prices across toiletries, confectionary and
food. User reviews are also available.

Dooyoo www.dooyoo.co.uk

A social-shopping platform which helps consumers make informed
purchasing decisions.
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Forums
Money Expert forums.moneysavingexpert.com

One of the largest UK forums allowing consumers to discuss where to
find the latest bargains and freebies.

The Virtual Mall  forums.thevirtualmall.co.uk

All the new high street bargains and a discussion of the best places to
shop.

The Scream www.the-scream.co.uk/forums/

Good shops, bad shops, bargains, vouchers, freebies, and much more
is discussed.

The Wholesales Forums www.thewholesaleforums.co.uk/forum/

Features discussions and chat boards for those dealing in wholesale
products.

Blogs

Jim’s Chocolate Mission www.chocolatemission.net

Follow chocolate connoisseur Jim on his mission across the world
reviewing different types of chocolate.

The Beer Nut thebeernut.blogspot.com

A site made fresh from only four natural ingredients: beer, opinion, travel
and unspeakable puns.

Beauty Addict beautyaddict.blogspot.com

The confessions of a beauty product junkie in NYC. Rants, raves,
recommendations and reviews of makeup, skincare, fragrance, and
every other cosmetic product under the sun.

The FMCG & Retail Marketing blog fmcg-marketing.blogspot.
com/

Based around its loyal customer foundation that are dedicated to taking
time each day to search for promotional offers, whether online or in
offline mediums such as magazines and newspapers.
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Coupon and discount sites

My Voucher Codes www.myvouchercodes.co.uk

Based around its loyal customer foundation that are dedicated to taking
time each day to search for promotional offers, whether online or in
offline mediums such as magazines and newspapers.

The Discount Voucher www.discount-voucher.co.uk

This site is updated daily with the latest offers for online stores. At

the bottom of the home page there is a list of the ‘top promotional
discounts and voucher codes’ on offer. They have a huge variety of
stores categories on the site, ranging from food and drink to sports and
finance.

Get Discount Codes www.getdiscountcodes.co.uk

Get discount code offers, voucher codes, coupons and promotional
codes for UK online stores. Free stuff, freebies, free samples and
competitions are also available to grab. Get Discount Codes offer the
consumer the opportunity to save money with these exclusive and free
valid discount codes and special offers.

Every Day Sales www.everydaysale.co.uk

Offers amazing discounts across dozens of categories, including
computers, electronics, fashion, home and garden, and health
products. There are various deals and offers for services including
broadband, flight tickets, cheap hotels, holidays, credit card, online
dating and many more.

Free In UK www.freeinuk.co.uk

Has 100s of free competitions, discount voucher codes and sale
information from all over the UK on the site. There is a large amount on
the website to explore and get for free.
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How much does the FMCG sector invest in online?
The IAB/PwC online adspend study 2008 H1

e [n H1 2008, total online advertising was worth £1682.5m
e Display was worth £333.8m

e Classifieds was worth £361.6m

e Search was worth £981.0m

e FMCG accounted for 2.5% of online ad spend in H1 2008. This is
down by 1.4% points on H1 2007.

e For consumer goods the share in H1 2008 was 2.9%, down by
2.4% points on H1 2007.

¢ When display ad spend is isolated, the share of fmcg rises to 5.5%
in H1 2008.
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All the tops 10s you need to know from comScore and Hitwise

(Top 10 retail food site )
Ranked by Total Unique Visitors (000)*

Oct-2008

Property Oct-2007 | Oct-2008 | % Change
Total U.K. Internet Audience 32,444 36,372 12
Retail - Food 10,401 9,101 -12
Tesco Stores 8,468 6,628 -22
ASDA.CO.UK 2,514 2,475 -2
Sainsburys 1,730 1,813 5
Waitrose 324 301 -7
JUST-EAT.CO.UK 59 171 189
LAITHWAITES.CO.UK* 70 167 140
VIRGINWINES.COM 110 106 -3
Ocado 115 98 -15
PIZZAEXPRESS.COM N/A 78 N/A
HOTELCHOCOLAT.COM 58 59 2
. J
(= s D
Top 10 fragrances/cosmetic sites

Ranked by Total Unique Visitors (000)*

Oct-2008

Property Oct-2007 | Oct-2008 | % Change
Total U.K. Internet Audience 32,444 36,372 12
Fragrances/Cosmetics 4,803 3,912 -19
Boots Plc 2,565 2,109 -18
Avon Products Inc. 460 478 4
Coty Inc. 256 220 -14
CHEAPSMELLS.COM 135 208 54
FRAGRANCEDIRECT.CO.UK 201 154 -23
FRAGRANCEX.COM 58 150 157
GHDHAIR.COM 152 147 -3
STRAWBERRYNET.COM 490 142 -71
The Body Shop 178 123 -31
|\ _J

Source: comScore Media Metrix
*Unique Visitors aged 15+, excludes traffic from public
computers such as internet cafes or access from mobile phones or PDAs
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Rank Website - (Show domain) Related Market Share
1. Avon Uk &= 8.88% N
2. Handbag.com = 7.33% ]
3. The Body Shop UK and Ireland = 4.90% HC]
4. GHD = 4.18% HE]
5. L'Oreal Paris UK = 3.96% HE_]
6. UK Hairdressers = 3.37% B
7. Virgin via at Home & 2.62% B
8. M.A.C Cosmetics UK = 2.47% BH—]
9. Liz Earle Naturally Active Skincare 3] 1.94% H—
\10' Clinique UK = 1.78% B

Rank Website - (Show domain) Related Market Share
1. Tesco Superstore = 22,93% .
2. ASDA @t Home = 10.61% EE]
3. ALDI - UK (O] 7.74% B
4. Sainsbury’s to You = 6.61% B
5. Tesco Wine Warehouse 3] 571% B
6. Morrisons 3] 4.78% M1
7. Waitrose O] 3.88% B
8. Lidl = 3.80% B
9. mySupermarket = 2.88% L1
CO. Laithwaites = 2.53% L1
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Key FMCG audiences from Microsoft Advertising

While FMCG covers a wide variety of audiences, perhaps the
backbone audience is mums. Through their management of the
family and home they are responsible for a broad range of FMCG
purchases.

¢ Recent Microsoft® Advertising research conducted in both the UK
and France illustrated that the web helps mums in four key areas:
keeping in touch, family organisation, personal fulfiment, and
entertainment. Advertisers can use these findings to target specific
digital solutions at mums, based on the different mindsets they
adopt when engaged in these activities.

Faced with organising most aspects of family life, mums are
increasingly dependent on the internet for information, advice,
reassurance, idea generation, and transactions. Convenience,
freedom from dragging reluctant children around shops - as well as
time and money savings - all played a key role in the popularity of
online purchases made by 78% of mums.

Money was managed online by 68%, while 94% turned to the

web for information, ranging from advice on health and nutrition to
planning days out and children’s entertainment. Marketing solutions
and branded advice often played a key role in delivering this
information.

* The research in the UK stressed the central role that mums take in
key household decisions, from organising finances to social events

and holidays.

In the UK, 95% of those surveyed used email, compared with 90%
for landline calls, 88% for text messages, and 85% for mobile phone

10
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calls. Social networking, instant messenger, and VoIP calls have
started to emerge as vital tools for maintaining an emotional bond
with both nearby and more distant contacts through mums’ changing
circumstances.

16 to 24-year-old men and women

e FMCG organisations can tap into another key audience, 16 to
24-year-old men, particularly those with an interest in health and in
male grooming. This audience is 45% more likely to be online than
the average European and over a third of their media time is spent
online - well above the average of one quarter.

S9119S |BOI1I9A 19UJIBIU|

® They also watch less TV than the average European, read less
print newspapers, and listen to less radio.” When online, they are
highly engaged by community and collaborative web activities - for
example, blogs, wikis, reviews, and social networks.

e And it’s not just the men. For young women, the internet is a source
of trusted and reliable opinion. Around 56% read online consumer
reviews, and 36% visit the manufacturer website before making a
product purchase.*

“Forrester consumer technographics (European) 2007.
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e Adtig marketers be doing
online and how?

“Today, online offers more than a response medium
and, for FMCGs, is a vital touchpoint in the consumer-
brand relationship. If used correctly an online
campaign can build brands, establish and embed
relationships, and encourage and reward loyalty

- all with an interactivity offering greater levels of
engagement than that of a 30 second TV slot. Any
FMCG online presence should be another expression
and affirmation of why you believed in and trusted
the brand the very last time you purchased it. And

it is with this in mind that FMCGs should approach
the medium as we move forward. If nothing else,
your brand may already have an online presence with
communities, blogs, networks, etc, enhancing or
eroding your reputation as you speak.”

- Simon Gregory, Planner, Weapon 7.

Good Reasons why FMCG should be using mobile from
Alex Kozloff, Media Research Manager, Orange UK

e In the UK, over 14.2 million people access media on their mobile
phones, or in other words 30% of all mobile users 1

® People who use mobile media are 31% more likely to say that
they’re tempted to buy products they’re seen advertised than the
average Brit2

* 49% of mobile media users are main household shoppers?2

* Mobile media is the most accessed media channel from 12pm
to 6pm?

12



e Internet accessed via mobile increased by 25% during Q2 and Q3 in
2008, and is increasing 8 times faster than PC-based internet growth7

e Many FMCG brands are already advertising using mobile in the UK,
including Guinness, Cadbury and Coca Cola 4

® 75% of Orange users said they would stop browsing a mobile internet
site and view an advert if it was relevant to them 4

|eEDIlIOA\ 10UIDLU|

® 94% of advertisers who are not strong in mobile advertising will look to

improve their knowledge in the next 12 months® (7))
()

Sources: -
6 M Metrics 3 months average to sept 08 , 2 TGI:M Metrics Wave 2 2008, Exposure, -
30range Home UK plc, November 2007, 44M Ad Tracker 2008 , 5Orange World Customer g

Survey Results 2007, 6 Continental / Orange research April 2008, 7Mobile Media View,
Nielsen online, Nov 2008

Why mobile advertising?

UNIQUE Advertising Platform

s e o

e Mass reach - everyone has one!

¢ Interactive Personal Device - Not Strongest volume
. B . : today and will
justa ph?”e !’ﬂObﬂ@ internet, music, EETE ‘ continue to grow
camera, film clips, info on the go, —— —
UGC, TV, maps, photo sharing & more - |

* Always on/always available - 92% of 2009 will be a
users say they can’t get through the year of growth
day without using their mobile ey |

o Intro offers

e Usually one owner, so very specwﬂc et ]

information about user activity on continue

mobile internet Loogrow |

® Innovative
e Accountable
e Targeted Ads

(Social Issues Research Centre)
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The five rules of effective creative mobile campaigns from
Peter Sells, Head of Mobile Development, BBH

1. Value

Unless you're the consumer’s mother, lover or brother you have no real
right to be on their phone. Sweeten the pill by making the experience
useful or entertaining and only use mobile to add value to the interaction.

2. Relevant

Not just to the individual consumer’s but to their handset capability and
their preferred usage patterns. Create scaleable campaign content that
is optimised to a majority of handsets and maximises participation.

3. Personal

The ultimate mobile expression of ‘trusted brand’? A place in

the consumer’s contact list. Friends personalise and tailor their
communication accordingly - so should brands that aspire to be trusted.
That'’s right folks you need a CRM solution - that’s Creative Relationship
Management to you. Befriend your consumers, learn about them, and
then converse with them - not at them. They should be looking forward
to your next campaign.

4. Crafted

Craft is as much relevant to copy for a messaging campaign as it is for

a lovely Ul for your latest iPhone application. You may not be able to
create ‘epic’ campaigns on mobile (yet), that doesn’t mean you shouldn’t
adopt the same approach to creative development and production as
the traditional channels.

5. Ownable

Your consumers carry little shop windows for your campaign everywhere
they go - let them show it off and share it with others. And they will -
if it’s any good.

14
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General regulations for advertising FMCGs online from
Nick Stringer, Head of Regulatory Affairs, IAB

¢ Online advertising in the UK is currently regulated by a combination of
legislation as well as a set of self-regulatory rules.

e Self-regulation offers an easier way of resolving disputes than via civil
litigation or criminal prosecution.

e The self-regulatory rules are reviewed and published by an industry
body, the Committee of Advertising Practice (CAP), and administered
and enforced by the independent Advertising Standards Authority
(ASA).

The Code states that all marketing communications should be legal,
decent, honest and truthful. It should not cause serious or widespread
offence, exploit a consumer’s inexperience, mislead, cause fear or
distress, condone or encourage unsafe practice or violence.

The Code specifically applies to all marketing communications in
emails, text messages and other electronic material; paid-for display
adverts (e.g. banner ads) and sales and advertisement promotions.

The Code is not specific on, but also includes marketing
communications in paid-for search listings, viral advertising, in-game
advertising, advergames (as part of a paid for ad), pre-roll and video
display advertising, search listings on pay-per-click price comparison
websites and advertising within mobile multi-media services (MMS).

The Code does not cover editorial content, website content (except
sales & advertisements in paid for space), marketing communications
in foreign media, classified private advertisements and premium rate
services.

The Code has specific rules for a number of particular areas. These
include age-restricted products (e.g. alcohol and gambling), marketing
to children (including unhealthy food), motoring, environmental

claims, health and beauty products and therapies, weight control,
employment and financial products.

S9149G |BDIlIOA 12UJBLU]|
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Specific regulations for advertising to children:

e The CAP Code has stringent rules for marketing communications
addressed or targeted to a child under the age of 16 years.

e Contain anything that is likely to result in their physical, mental or moral
harm or exploit their credulity, loyalty, vulnerability or lack of experience.
The Code prevents marketing communications from condoning or
encouraging poor nutritional habits or an unhealthy lifestyle in children.

e |t goes even further by implementing strict rules for advertising directed
at pre-school or primary school children. Except for fresh fruit or fresh
vegetables, food or drink advertisements for this age group should not
include promotional offers and should not include licensed characters
or celebrities popular with children.

Expected future changes:

* The Code is currently undergoing a fundamental review and a new
version is expected to be published in 2009.

e This is likely to incorporate new advertising techniques, such as those
in non paid-for space.

e Separate to this review, the Government is due to implement the EU
Audio Visual Media Service Directive into UK law by December 2009.
This updates broadcasting regulation across the EU but also extends
it into online video-on-demand services, such as those that may be
found on BT Vision, 40D, Sky Player and itv.com.

e This law will also implement a new regulatory system for advertising on
these video-on-demand services. However, it is expected that the ASA
will remain the ‘one stop shop’ for all advertising.

16
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Product Sampling - 5 steps to deliver added value online
from Jo Malvern, Group Brand Director, Pigsback.com

Traditional in-store or on-street sampling clearly delivers sampling
opportunities in great numbers, so is ideal for mass-market product
launches. However if your FMCG product has a specific target market,
or more importantly if you want to get some measure of return on

investment on this activity, online has some distinct advantages. After all,

who ever really declines a free product if it’s thrust at them in the street?

To get the most value out of your online sampling campaign take the
following steps:

1.

Promote on sites which have a relevant audience to both the product
category and your brand positioning which will ensure that your
sample gets into the hands of your target consumer.

. Carefully consider the quantity that you offer in a sample. Is the type

of product that only requires one use to enjoy the benefits, or does it
require longer? For accurate feedback ensure that the consumer is
able to give a true reflection of their experience.

. Ensure that you promote the sample offering alongside other

messages about the product and its benefits; this reinforces the
communication and is likely to increase the halo effect of the
promotion long term.

. Consider whether you need to pre-qualify the consumers who receive

the sample, and ensure that websites promoting the sample can
offer this facility. For example if your product is specifically targeted
to consumers with dry skin then a short survey prior to the sample
request will ensure that it only goes to people who fit this description.

. Allow budget for follow-up research to a selection of people who

received the sample, either through the website that carries the
promotion or using your own tools. In the latter case make sure that
you cover off all data protection angles. This essential research allows
measurement of critical ROl components such as the number of first
time trialists included in the campaign, propensity to buy in the future
and the level of referrals generated.

S9149G |BDIlIOA 12UJBLU]|
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Consumers who have received and enjoyed the sample will be
predisposed to an on-going dialogue with the brand, and are likely to
go on and tell their friends about the new product too! Consider how
you might capitalise on this in the longer term.

Making FMCGs Work Online - Weapon7’s 7 to Remember

1

. An online campaign should form part of your overall media mix. A

website shouldn’t be built for the sake of it, nor should it be treated
as the answer to everything. Think about what objectives it is
helping to achieve.

. Don’t presume that people will come to your website just because

you've built it. Give them a reason. And, think about who might visit
— new customers, regular visitors, even unhappy consumers. Cater
for them and make it easy for them to find you.

. A website should be more than a simple repository for TV ads.

Online offers greater opportunities for interaction — exploit them.
But....

. Don’t forget the basics. Many people will still go online to find out

more about your product.

. Think beyond a website. Some audiences may feel more

comfortable engaging with you in other online areas (social
networks, forums, branded utilities, email updates, etc).

. Don’t bite off more than you can chew. If you open a conversation

with consumers online be prepared for them to talk back. Failing to
maintain a relationship can be worse than not having one at all.

. Consider your metrics. Banner interaction time may be a greater

indicator of brand engagement than clicks through to your website.
Both combined could be even more valuable.

18
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Ten steps to creating a better email campaign from Peter

Prest, Manager of Email Marketing, Five by Five Response.

1. Subject line
Views are increasingly fixated... and polarised... on the optimum
subject line length. Entire reports have been composed arguing the
case for both long and short. Instead of getting hung up on this, try
taking a different approach. More important than length is that your
subject line is both informative, interesting and truthful (i.e. don't trick
your readers into thinking the email is something it isn’t).

2. Design - fonts
So your strict brand guidelines specifically require the use of
Roundhouse and Lucide Grande for all your advertising material?
This may be the very epitome of class and distinction in printed
literature but the rules are going to have to be relaxed if you want
to make returns on your email marketing. Simply put, you can
include whatever fonts you like in the email code, but if the receiving
computer doesn’t have them installed, it will default to whatever
it does have. Which means your consideration should be for the
most fundamental possible — i.e. system fonts. Read: Arial on PCs,
Helvetica on Macs.

3. Know your customers - personalisation and targeting
You lovingly create and send an email every week to your full
database. Yet to your disbelief, response rates are sloping away
before your eyes and un-subscriptions are reaching epic proportions.
What more does it take to keep these people happy? Well perhaps
each of your 200,000 strong recipient list doesn’t actually think and
behave in exactly the same way.

It’s time to get more sophisticated in the way you create your emails.
If you already have profile data, there’s no excuse for not using it. A
little personalisation goes a long way. If you don’t have profile data
there are still options. Firstly, start collecting it: create a “preference
form”. Secondly, you're already collecting valuable data in the form of
behavioural activity (opens, clicks), every time you send an email, use
this data.

S9149G |BDIlIOA 12UJBLU]|
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4. Sender authentication
None of the above matters if your email never makes it to the
recipient’s mailbox. And if you don’t follow the rules to gain the trust
of ISPs, you risk being labelled a spammer and your mailings could
be quarantined or blocked. Sender ID, Domain Key Registration
and Sender Policy Framework (SPF) are three authentication
schemes employed variously by the top ISPs. Set yourself up to
pass these checks and you're off to a good start. And if you don’t
have the technical know-how, make sure you’re using an ESP
(Email Service Provider) that does.

5. Testing
Long or short subject lines? Truth is, there’s no right or wrong — only
that which works for you. Maximise your results by testing. Create
different versions of your email and send to randomised splits of
your database. Avoid over-testing, which may yield meaningless
results; don’t jump to conclusions from the results of a single test.
Never stop testing, people and habits change over time. Make sure
you’re adapting to them.

6. Unsubscribe
Not an optional extra. You MUST, by law, give your recipients a way
to remove themselves from receiving your communications. Already
ticked this box? Congratulations.

7. Original idea
If you have an innovative idea, as long as it’s not illegal, don’t be
afraid to try it! A campaign which really caught my eye recently
arrived in my inbox in the guise of a mistake — an internal
communication mistakenly sent to a customer database. In it, one
director suggested to another that discounts were raised from
33% to 50%. The idea was dismissed with a reminder that after
Christmas even the 33% discount would have to end. This told the
reader two things: firstly, there were discounts of 33% available;
secondly there was a time pressure to cash in on the offer. The
following day saw another email from the director “apologising” for
his “mistake” and, as consolation, raising the discount to 50%.

20
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8. Apologise for mistakes
Broken graphics, the wrong offer, invalid links... from time to time
mistakes happen, which can cause your customers frustration. If
you mess up, consider confessing to it.

9. Added value - a reason to interact
If you don’t include something of value in your communication,
you can't expect a great reaction from your readership. Make sure
you know what it is your customers love about your brand and
your communication, and deliver it.

10. Analyse and USE results
Every time you send an emall, it creates response data —i.e.
results. That’s not just something which makes a pretty graph
to satisfy your boss in a board meeting. It represents who is
and who isn’t opening and clicking on your email, when they’re
clicking and what they’re clicking on. Use this information to build
better campaigns in the future.

S9149G |BDIlIOA 12UJBLU]|

Top 7 tips for engaging consumers in online FMCG
campaigns, from Catriona Campell, Director and
Founder, and Catherine Fox, User Experience Consultant,
Foviance:

1. Remember the ‘consumer is king’: FMCGs can no longer rely
on traditional differentiators such as quality, product features, price,
discounts etc. Consumers are more empowered, more informed;
have unprecedented choice and high expectations when accessing
both offline and online channels across a single brand.

2. Integrate your online and offline campaigns: Successful
online campaigns ensure the integration of their offline and online
channels. For example, the recent Cadbury ‘Gorilla’ ad was a big
hit online and resulted in increased sales of Dairy Milk by 9%. The
supporting campaign video was not only engaging, and generated
numerous parodies, but ran across various media including TV,
newspapers and the internet. This allowed consumers to connect
with the Cadbury’s brand across a range of mediums.
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3. Be innovative: Rich media technologies such as mobile and
video ads offer new opportunities to connect with consumers.
Think viral and make consumers do all the work! Video based viral
marketing campaigns can be an incredibly successful means to
generate excitement around a brand. For example, the Burger King’s
Subservient Chicken video, which formed part of a new product
campaign, had 46 million views in the first week of release and
resulted in countless blog entries and even a wiki. However, recent
research by Dynamic Logic suggests that online ads which were
once considered innovative are now perceived as less effective by
consumers than video at winning their interest.

Video versus other online ad formats
Aided brand [ 5.9%
awareness [ o 5%

Oninead [ 1727
awareness [ 7.9%

Message [ I - 5
association [ 40%
Brana (N 2.2% W vaeo acs
favourability l:- 21% EI All other ads

Purchase | N 3.1%
Intent [l 1.8%

0 2 4 6 8 10 12 14 16 18
According to Dynamic Logic, online videos out perform all other ad formats. Videos are also efficient
in raising brand awareness and helping viewers to understand the advertisements message.

Awareness of video campaigns by sector

v —
Pramacetical [ 1%
Tolecoms T -+
Automotive [ ©-2°%
Alcohol [ N © -1 %
Entertainment [ ©27%
Financial services [ 7 6%
Technology [- 1.9%

0 2 4 6 8 10 12 14 16 18 20

FMCG sectors have been repeatedly criticised for their slow uptake of online marketing. However, it
is interesting that research by Dynamic Logic, shows that the FMCG vertical is the industry leader in
the use of campaigns using video to raise brand awareness.
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4. Encourage long-term relationships: Many FMCGs need to

move away from the basic ‘sample our product’ types of interaction
where there is little attempt at any future dialogue or relationship.
Encouraging consumers to engage in a two way dialogue can
provide invaluable access to customer data using mobile ads to
push people to register online for access to discount vouchers. This
data can be incredibly important in the targeting of specific groups
for cross/upsell selling, and help to measure the success of cross-
channel based campaigns.

. Promote a sense of brand ownership: Younger groups are
often resistant to traditional marketing. More and more companies
are turning to ‘countercultural’ style campaigns involving blogs,
podcasts, social networking sites, mobile ads and online videos to
pursue younger audiences who are embracing online and mobile
media over TV and other traditional media.

. Assist consumers to be advocates: Within new online
environments and platforms, consumers can engage with the
brand in new and interesting ways. Investing personal time and
energy promotes brand loyalty, increases ‘brand warmth’ and
recommendations. A good example of this is the Nike photo ID
site which allows consumers to personalise their trainers, this gives
consumers a stake in the brand via a high level of personal control.

. Provide a seamless transition across all channels: The
ultimate outcome of any successful marketing campaign, is to get
consumers to convert. Top performing campaigns understand the
need to have a balance, between grabbing an individual’s attention
without harming the overall user experience. It is important that a
consumer’s trust is not lost when their marketing experience is not
supported by a seamless transition to other channels, such as a
company website, when they wish to make a purchase or act on a
promotion etc.

23
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Five things to consider before building an online
experience for an FMCG brand from Dan Ng, Head of
Planning, Tribal DDB London

1. Know what business goals you’ve got in mind.
My advice is always to work backwards from your business goals.
It's usually a mistake to pick the intermediate measures first; you end
up trying to measure things like click-through when you're trying to
build awareness for example, or improve consideration.

2. Know what you want people to do.
It sounds obvious, but be really clear on what experience you want
people to have. For the launch of Marmite Squeezy, we knew that
we had to get people to ‘grasp’ the new product (so to speak) so
we created a Marmart application, where people could draw in
virtual Marmite with the new squeezable package. The prescribed
experience should meet your business goals - in this case it was to
build awareness and virtual trial of the new format.

3. Know what you want people to feel as a resulit.
The whole point of building an FMCG brand is to habitualise
purchase, usually through an emotional connection. It makes sense,
then, that whatever online experience you build should have very
clear emotional objectives. For example for Clean & Clear, a skincare
brand for teen girls, we knew we wanted to build an application
that would give teen girls more confidence. The result was a set of
‘winks’ integrated into MSN Messenger that allowed girls to send
customized animations of their own faces over chat: a boost of
confidence.

4. Know how much (or how little) you matter to people.
The risk with trying to build ‘engaging’ experiences for FMCG
brands is that people often don’t want that kind of relationship with
an everyday brand. | think that FMCG brands should think twice
before trying to replace stronger, existing experiences. For example,
few brands have the depth of engagement (or the deep pockets) to
become a music download service of any importance, or a social
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networking site worth leaving Facebook, MySpace, or Bebo for.
Take a broader look at what experiential competition you face before
committing to a project.

. Know how much it’s going to cost to do things right.

Design your interactivity to deliver full value; by this | mean consider
spending more up front. It's no good building something that nobody
will want to pass on. In our networked world, you’ve got to get
people to be part of something, and then get them to pass it along.
Igniting strong word of mouth is vital. The difference between success
and failure for us over several campaigns has been in what proportion
our efforts have been focused on the quality of the experience.

There are a lot of successful FMCG brands online, and they all get
people involved. Whether it's in a community, or through a utility, or in a
game, they all get people to do something. And it’s in doing something
that you can get people closer to your brand and your product.

10 top tips for online couponing from Pigsback.com

1.

Include a clear product shot on the coupon so that people who are
new to the product can easily identify it on the shelf.

. Clearly state the discount level available, and make it a pound/

pence amount rather than % off — the latter is difficult for the major
supermarkets to handle at the till.

. Clearly state the terms and conditions of use for both the retailer and

the consumer:

a. List any specific variants of the product that the discount applies to.

b. Is it accepted in black and white and colour? If you limit it to colour
printing some consumers won'’t be able to print your coupon.

c. Are photocopies acceptable?

d. Clearly state an expiry date for the consumer and the retailer.

. Consider whether the coupon should be available for unlimited use,

or only one per person or household, and whether your distribution
method is able to control this.
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5. Whatever distribution method is used, ensure that it is possible to
identify the redeemers right down to the individual level. Preferably
include a personalised barcode in addition to the EAN barcode
which allows the redemption to be tied back to the coupon
print. If this isn’t possible then including the consumer’s name
and any unique identifier can do the job. This not only prevents
fraudulent use of the coupon but also allows follow-up research
to the redeemers to be done which will help to assess return on
investment.

6. Keep the technology simple, not everyone is able or inclined to
download an application to print the coupons so this will limit
exposure.

7. Don’t incentivise the printing of the coupon, rather incentivise the
usage. In addition to the money-off this could be additional loyalty
points or a prize-draw to encourage proper use.

8. Ensure that the coupon is promoted to an audience that
is relevant to the product category, thus ensuring that the
communication has maximum impact on purchase behaviour.

9. Ensure that the coupon promotion also includes some level of
product or brand positioning, this will help to keep the product
front of mind even if the consumer doesn’t print the coupon
themselves.

10. Don’t ignore the consumers who print the coupon but don’t use
it —in all likelihood a large proportion of these will go on and buy
the product anyway!
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TV & Online: Better together

Planning TV & online advertising together to
maximise the effect of the media budget

The IAB worked with the TV advertising trade body Thinkbox to
produce some innovative research looking at how TV and online
advertising can work together to produce a result that is greater than
the sum of the individual parts. We commissioned some qualitative
and quantitative research looking at how branding campaigns work
better when the TV and online media is planned together. The research
found out that when used together there is a huge advantage in
combining TV and online activity.

S9149G |BDIlIOA 12UJBLU]|

We selected six well known brands and were given permission to
showcase four of these including the FMCG brands Cadburys Creme Egg
and Lynx to look at above the line and digital executions and awareness of
these. The research also looked at the impact on key brand metrics such
as propensity to purchase, switching and frequency as well as familiarity
and uniqueness of the brands.

The findings showed that for all categories, using TV & online together was
a big advantage over using either on their own. In FMCG this showed that
people are more likely to buy a brand if they have been exposed to both
TV & online advertising than if they are only exposed to one in isolation.

FMCG category average

M seen TV only or & =Significantly higer
Online only
O oo @
m to group who've seen
M Seen Neither TV 57 56
nor Online
Uplift among
those exposed to

both TV + Online:

% Agree ‘I feel | know % Agree ‘l am likely to
this brand really well’ buy/use this brand in
the future’

+8% points
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The research didn’t just look at brand metrics, it also looked at the
relationship between TV and online content and the way people see
these media. Online and TV ads can fulfil different roles. TV is seen as an
important driver in providing information and online is strong in relevance.

% Agree

strongly here r . .

supports their 50 -: Help you decide which brands are
role as L7 relevant to you

influencers and
providers of [ =41 Makes you re-evaluate a brand

information for \ -:

68 -: Tells you about a new brand you've never :—74 Providing

L heard of before B information

is top role

| 1 consumers

ive f
58 -: Gives you new information about a brand :- 79 Zggc(ea'xi o

{ you have heard of 1 admit more
readily than

43 -: Persuades you to try a brand/product :- 59 more

Online ads 8 1 emotional

influences)

?jgt?\;rer:y 35 -: Talked about with someone else :- 58 )

o
<

o
=]

the more 41 Gives you enough information to make :- 46
considered part | purchase decision |

of the purchase

decision 33 -: Makes you like a brand :- 46

TV and online environments are starting to merge, and it is important
that advertisers understand the way that people view the different media
and the areas where they are different and where they are unique. TV is
primarily seen as a relaxing and entertaining medium, whereas online is
for information and communication first and entertainment second. This
gives FMCG advertisers the chance to optimise on this with their online
creative and to use TV creative to drive people online to deepen their
interaction with the brand.
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Entertainment and relaxation are now significant
motivators for both media

% Agree

[ Online Motivators ... -]

Research/find information 7:— 75
Communicate 7:— 66
Be entertained 7:— 56
Relax and unwind 7:— 56
Organise my finances & household 7:— 53
Get ideas and inspiration 7:- 47
Get some work done 7:- 37

Share information and content 7:- 31
Organise my social life | Il 23

@ TV Mathvators ...

Be entertained 7:— 80
e | 75
unwind | 58
Make me laugh 7:— 51
When bored 7:- 43
Intellectual stimulation 7:- 37
Social activity with friends and/or family 7:- 27
Keep me company 7:- 22
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Our results looked at the optimum type of creative to use and found that
online works best when it complements rather than repeats TV creative.
Responses from the qualitative research showed that people really do pay
attention to online ads when they are different and have a relevant angle
to them. Creative executions that celebrated the difference in the online
media to TV media were given very positive responses. For the two FMCG
case studies the complimentary approach to the creative executions for
both media was seen as part of the strength of the campaigns.
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Cadburys Creme Egg Creative Approach

* Consistent themes = instant
consumption, enjoyment

* Creme egg central
‘character’ in both media

 Online creatives = instant
impact, motion, roll-over
tailored to the media
(laptop squashing egg)

“

The Creme Egg ads work really well
together, as they all have the same basic
idea of the eggs having a short life. |
really like these ads as | feel they keep it
short and sweet and are really like these
ads as | feel they keep it short and sweet
and are really fun 73

1

1

| especially liked the laptop closing
and squashing the egg. The adverts
worked really well together because
the theme was the same 77

Lynx Creative Approach

~

* Consistent theme = women
notice you, women want you

* Chocolate man provides
visual synergy

® ‘Get in there’ viral approach
maximising strengths of am-tl -
media }

* TV ad works as online creative
because of strong appeal

/

‘
For some reason | think the r
online ad caught my attention

1
If you really like an ad you want
to see it again and again 77

quicker...] think it was the guy
walking into the lamp post! 73
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Overall the impact of the research has been very strong. It is a definitive
argument demonstrating that when used together TV & online advertising
can have a combined effect that is stronger than when used in isolation.
It also demonstrated with the case studies that thinking through the
creative element of the campaign is important to offer something
complimentary but different on both media so that consumers are given
different executions to engage them on both platforms, but using the
same theme throughout.

Eyeballs, Hearts and Mind..... An online media framework for
FMCG marketers from Jeremy Fawcett, FMCG Commercial
Development Manager, Yahoo!

“We're now seeing a much more balanced approach to media planning.
Yes, there are the big idea campaigns that are original and integrated
but we’re also seeing FMCG'’s catching up with the game in terms of
delivering online advertising basics. We're seeing more advertisers
producing well planned rich media campaigns using good dedicated
digital creative and we’re seeing them using online to deliver reach and
frequency objectives from mass reach broadcast to the highly targeted
using the powerful capability of data rich online media owners.”

The spectrum of strategies to deliver different media objectives is
illustrated in the slide below:

The Spectrum of Online Usage

Elemlrml el g priate Lyl

Source: Yahoo!
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The left hand side shows “Quantity” representing the objective of reach
while the right hand side shows “Quality” in terms of time spent with
the brand. “Eyeball” solutions deliver large audiences to see branding
messages. These are measured with traditional media metrics like
reach and frequency “Minds” campaigns also deliver significant reach
but also involve some of the interactive capability of digital.

Well planned rich media campaigns fall into this category and can

be measured with an impressive amount of interaction data. At the
highest level of user engagement we have “Hearts” activity which uses
all the interactivity of the internet to enable a deep interaction between
the consumer and the brand. Here our quantifiable data might be

very different — perhaps looking at the number of users that enter a
competition or download an application.

To illustrate what this looks like on the ground, here are a few recent
Yahoo! examples:

Eyeballs:

In 2008 brands like Pedigree,
Magnum and Aquafresh have
taken advantage of the online
broadcast properties like the
Yahoo! homepage which has
daily reach comparable with
the biggest UK newspapers
while Procter and Gamble take
advantage of demographic
targeting to pick out their
chosen audiences across the
wider Yahoo! network.
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Minds:

A nice example of best practice for combining scale with brand
interaction was Cadbury Creme Egg’s home page activity at the
beginning of last year. An overlay animation attracted the users
attention and clicking on
the ad enabled the game
to expand across the page,
not taking them away to a
brand site which we know
people are reluctant to do.
This approach produced a
successful combination of
reach and interaction with
the brand - all of which can
be measured precisely.

|[EDI1IOA\ 19UJd01U|
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Hearts:

At the far end of the scale in terms of brand interaction has been the
Malibu Get Your Island On campaign. Working with World of Wonder we
produced a series of 5 minute video on demand shows to go live every
Friday showcasing the best of
the web in terms of entertaining,
uplifting and joyous video
content! Traffic was driven to

the Get Your Island On area
within Yahoo!’s video channel

by a comprehensive media plan
across the Yahoo! Network
ensuring that a large audience
experienced a deep brand
interaction and the tonality of the
content including the personality
of the presenter, comedian Tom
Price, reflected the essence of
the Malibu brand.
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So what does 2009 hold for consumer goods brands and their digital
strategies?

e Brand managers still need more ammunition to help them to shift
online and the Holy Grail to release FMCG digital investment is
reliable ROI data.

e Also expect to see more advertising innovation in the areas of
video, mobile and couponing — all of which made great strides in
2008 and are all very pertinent to brands. Online video provides
the opportunity to replace lost TV audiences and both mobile and
couponing can put online media right into the moment of purchase
consideration.

e Even with economic headwinds against us, digital presents the
potential to deliver greater efficiencies for marketing directors in
2009.

Online as a effective branding medium for FMCG
from Microsoft Advertising

One of the key strengths of online advertising is its measurability, not
just clickthroughs and page views, but in terms of traditional branding
metrics such as awareness and association. When looking at data
aggregated from more than 700* measured FMCG campaigns (see
table), it is clear that online advertising delivers significant brand
effects. The cost to deliver similar effects using traditional media
highlights how online advertising offers considerable return on
investment.

Driving awareness and shaping brand perceptions is one of the key
strengths of the online medium. FMCG organisations are using mass
reach to further fulfil their branding strategies. Integrating the online
approach to complement other media achieves effective and cost-
efficient branding.
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Internet Advertising

Bureau wwwiabulchet WhiCh FMCG brands are

flying off the shelves?

Providing great content and developing a two-way
relationship with consumers is an increasingly
valuable tactic for not only building but also
maintaining consumer relationships. To enable deeper
conversations with their target audience, clever FMCG
advertisers are providing tailored content, gaming,
personalisation, microsites, blogs and communities.

Here are a few examples of FMCG brands finding success online

Walkers Brit trips go the extra mile with online campaign
by Microsoft Advertising.

Key objectives

e Raise online ad awareness with
target audience

e |ncrease purchase intent

® Increase Brit Trips participation
using online channels

e Allow consumers to acquire
Walkers Brit Trips points without
purchasing crisps
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Creative Solution
e A custom-built ‘Brit Trips Mash Up’ game was built for Walkers

e Live Search played a critical role, providing clues to mystery UK
destinations

Strategically placed co-branded ads drove visitors to the game

e One randomly selected player from the top 50 ‘hi-score’ table won
a weekend break every week

e The Homepage takeover and branding ads across the MSN
channels and Windows Live services together with the game,
extended the bold eye-catching themes of the offline campaign

S9149G |BDI}I9A JOUIDIU|

Results - The game increased engagement

e Exposure to the site increased purchase intent by 18.8 percentage
points

* When benchmarked against other microsite campaigns, the Brit
Trips campaign ranked ‘excellent’ for purchase intent

e Exposure to the site increased the brand attribute ‘are good value
for money’ by 12.4 percentage points

* Research by Dynamic Logic

Advertising raises key
metrics

e Exposure to the Homepage
takeover increased key i
branding metrics:

e Online ad awareness
increased by 15.5 percentage
points

e Brand favourability rose by
10.3 percentage points

e Purchase intent increased by
10 percentage points
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e The Homepage takeover also increased key brand attributes:
e ‘Are high quality’ increased by 15 percentage points

e ‘Are good value for money’ by 12.9 percentage points

e ‘Taste great’ by 16 percentage points

e ‘Are proud to be British’ by 14.1 percentage points

* Research by Dynamic Logic

Coca-Cola ad “gives a little love” to MSN Homepage

Key objectives

® Increase awareness of
online ad among 16-34
year olds

* Raise message
association

Creative Solution

e A major component of the Homepage takeover was the unique GTA
style game, accessible directly from the 300x250 ad placement

® The game challenged players to “give a little love” to as many
pedestrians as possible in 30 seconds. Points were awarded for
every Coke given, adding a deeper level of engagement

e Gutters ran down both sides of the MSN Homepage and Coca-
Cola creatives were placed over the entire page, including Ray’s car
blazing across the screen

e The entertaining TV ad was also embedded into the Homepage
takeover
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Results - Increase in key brand metrics and perceptions

Exposure to the HPTO significantly increased online ad awareness
by 11.2 percentage points and message association by 7.9
percentage points

Compared to other soda campaigns, results ranked above average

for aided brand awareness, message association and purchase
intent

Among the target audience, exposure increased online ad
awareness by 21.3 percentage points and message association by
10.9 percentage points

* Research by Dynamic Logic

Relevant to target audience

Amongst adults 16-34 with a games console key metrics
increased significantly:

Ad awareness increased by 29.3 percentage points
Message association increased by 16.3 percentage points

The perception ‘is for someone like me’ increased by 20.2
percentage points

60 percent of respondents said they would remember the ad was for
Coca-Cola (against a pre-test norm of 22 percent)

33 percent of target audience said they would send the link to others
and 46 percent said they would tell others about it (against norms of
21 percent and 32 percent)
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How Hubbub reinvigorated Boots 17 Cosmetics for 16 - 24
year olds

e Hubbub negotiated a partnership with MySpace that enabled a rich
content profile with a unique UGC competition and a highly targeted
media plan to drive awareness to Boots’ target group.

e A unigue competition prize was developed highlighting the fast
fashion message inviting MySpace members to submit their look
for the chance to co-create make-up ranges hand in hand with the
Boots design team. The new collections were not only named after
the winners but also available in Boots stores nationwide.

As well as the usual message board, forum and downloads, the
page also featured a series of videos, blogs and editorial content
from style icons such as make-up artists, fashion designers and
musicians. This content offered key insights into the latest trends
on both the catwalk and the high street, giving tips and advice on
recreating the season’s key looks.

e Hubbub also negotiated and licensed a deal with Universal to feature
up and coming artist Gabriella Cilmi on the page, offering free
downloads as well as bespoke blog and video content. Interactive
banners across Myspace supported the campaign.

Across 17 weeks:

155,033 visits

94,534 unique users

14,083 video plays

4,300 friends

2,249 original looks submitted
Average dwell time of over 3
minutes
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Impulse, finding love at first sight - mySparks widget
by Agency Republic

e Impulse has always been associated with young teenage girls, and
needed to remain aspirational and ‘cool’ to this target. In line with
the launch of a more sophisticated ‘City Collection’ range, Unilever
embarked on a multi-million pound campaign to position the brand
as a product that ‘sparks love at first sight’.

|[EDI1I9A\ 19UJd01U]|

e Agency Republic’s role was to find a way to use digital to help bring
this concept to life online. A new home was created at actonimpulse.
com which reflected the cool and sophisticated attitude of Impulse.
Every element of the website aimed to create this experience; the
navigation was playful, the music set a surreal mood and the design
was elaborate and smooth. The user is encouraged to interact
and get involved at every turn. The ‘Mixology’ section enabled the
users to find their perfect Impulse fragrance by choosing and mixing
together their ideal ingredients.

sall9s

Recognising that young girls use the
internet daily for social networking, Agency
Republic created a socialising tool called
‘mySparks’ that could be downloaded from
actonimpulse.com. The tool enabled girls
to connect with their mates on MySpace.
Each match is given a ‘rating’ based on
their common interests and hobbies.

The tool works by reading the information
held on a girl's MySpace page, then
compares this information with the
information collected from a friend’s page.
The more they have in common the higher
the spark rating. They can save their
sparks, share them with friends and publish
them for others to see. Anyone visiting

the girl’s MySpace page can browse
through the photos of the girl’s Sparks and
even find out whether she will spark with
someone they know.
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The online adventure behind Glue’s Oasis, ‘Run Cactus Kid
Run’, campaign

e The online campaign was a continuation of the Oasis, ‘Run Cactus
Kid Run’, campaign which ran on TV and outdoor. The campaign
told the story of Cactus Kid - a misunderstood anti-hero whose only
crime is not liking water, preferring to drink Oasis instead. Through the
saga, Cactus Kid and his girlfriend embark on a race away from the
authorities, taking them to secluded locations across America on their
way to Mexico.

e The web content created a
sense of realism through the
creation of microsites. There
was also social media to
support the campaign with
a MySpace page ‘written’
by Cactus Kid’s girlfriend,

a YouTube site showing
uploaded sightings of Cactus
Kid on the run as well as
images of him on Flickr.

* The microsites featured a dedicated ‘Official Find Cactus Kid” website
with links to all the social media sites, websites of the restaurant they
were last spotted in, wanted posters, witness reports and the like.
Other microsites included the MACK (Mothers Against Cactus Kid),
featuring interviews with mothers campaigning against Cactus Kid. The
finale of the campaign asks consumers to vote online to decide how
the story ended. This was then screened on TV.

® This is an example of how social media can elongate a campaign well
after the first TV ads aired. Some 70% of Oasis consumers engaged
with the campaign in some way and brand awareness rose from 27%
to 45%. The video content hosted on Flickr and YouTube topped
100,000 viewers. There were 54,000 unique users over the course of
the campaign.
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Typhoo coupon and sample campaign awareness boost

via Pigsback.com

e Typhoo wanted to increase awareness of their new Fruit & Herbal
Creations range to their core target market. Typhoo also wanted
to boost trials and encourage subsequent purchases of the Fruit &

Herbal Creations range.

® Pigsback built a brand feature that not
only educated their base of members
about the new products but also gave
them the opportunity to request a sample
of the new flavours. To encourage
purchases a 20p money off coupon was
available to print on site.

e QOver a six week period, the Typhoo brand
feature achieved: Over 40,000 visits to the
offer page, over 12,000 sample requests,
over 9,000 coupon prints with an average
redemption rate of 24%.

® “The results of the Pigsback.com
campaign speak for themselves, boasting
an excellent level of engagement within
the target market.” Helen Rainbird, Brand
Manager, Typhoo Tea Ltd

McCain gets personal with
glue London

* McCain were looking to create
a form of online communication
to convey the warmth,
approachability and sense of
humour of their brand personality
in order to drive brand affinity and
reappraisal amongst sceptics and
potential customers of McCain.
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Which FMCG brands are flying
off the shelves?

www.potatoparade.co.uk was created in collaboration with Aardman
animations. Together, glue and Aardman created a gang of walking,
talking potatoes whose job it was to deliver messages in the form of
a ‘personalised potato parade’ to relations and friends.

Users could choose from 200 names, a selection of personalised
placards and type their own freeform message, which was then
delivered straight to their friend’s inbox in the form of a potato
parade of McCain’s ‘specially selected’ potatoes.

The campaign was seeded in conjunction with RubberRepublic who
targeted online forums and blogs for a core female audience of 20-
35 year olds. The site has been visited almost 438,307 times and on
average visitors spent over five minutes on the site.

Cadbury’s challenge to bring Wispa back:

‘This is the first time that the power of the internet played such an
intrinsic role in the return of a Cadbury band.” Cadbury spokesman
Tony Bilsborough

Market Sentinel were approached by Wispa to help them understand
the online conversations about them, where they were taking place
and how they could use this to their advantage.

MS got going on monitoring message boards, social networks, blogs
and videos.

Wispa conversations were taking place all over the net, over 47,500
people had joined Wispa facebook groups.

The key findings from MS showed 7,500 people were involved in
petitions across the internet to bring Wispa back.

MS provided Cadbury with vital knowledge of how many people
were discussing Wispa, what they were saying and where these
conversations were taking place.

Cadbury were able to identify the most active and influential people
discussing Wispa. This helped them on who to converse with
regarding ideas for the campaign.
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DOLE fruit pots target mums to raise their online profile

with a campaign by Five by Five

® Dole were looking to raise the profile of
their brand in the UK and increase sales
on their fruit pot range, targeting busy
working mums and consumers looking
for healthy and convenient food.

® The campaign works around the idea of
the ‘perfect match’ element of the Dole
fruit and jelly combination.

e Users are invited to upload pictures of their ‘perfect partner’ onto
www.dolebaby.com, the application then creates an image of their Dole
baby by combining the two pictures. The image can then be entered
into the Dole baby beauty pageants-a home video is also created which
users can send to friends.

S9119§ |BOI1IDA 19UJIBLU]|

e The results of the campaign show an impressive number of unique
visitors within a 9 week period.

® The campaign as a whole presents Dole Baby as a truly engaging
campaign and a fresh way to approach the core audience of working mums
that pushes branded entertainment in the FMCG sector to new heights.

Nivea and Screen Tonic use mobile advertising to reach
teenage women

¢ Nivea’s online magazine ‘Fun Young and Independent’ (FYI) targets
teenage girls and advertises the company’s core products.

The 3 main objectives were to:

® Develop a dialogue with teenage women

* Maintain momentum for magazine website after the initial launch

® Send regular site news updates to target audience

e Nivea worked alongside Screen Tonic to distribute banners across MSN
Mobile which were targeted specifically to the target audience to drive
traffic to the Nivea microsite. )

e Visitors were encouraged to add their email addresses to the FYI mailing -~
list to sign up to the newsletter.

e The results showed 119,000 page impressions during the month long
campaign. The ads generated an average click through rate of 0.55%
and the conversation rate was 15%.
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5 IAB/Microsoft Advertising Creative Showcase winning
FMCG campaigns

Creme Egg

‘Here today, goo tomorrow’
by CMW Interactive

Runner up, March 2008
www.goovies.co.uk

Kieron Matthews, |IAB

“Proof of how a brand can take a
central idea and execute it better
online.”

Pimms

‘It’s Sunshine O’Clock’
by Agency Republic

Runner up, June 2008
http://agencyrepublic.net/

awards/creative_showcase_
june/sunshine.phppimms

Marc Giusti, GT

“Lovely art direction a good idea,
and it made us laugh. Plus it
shows how a good idea can be
used for many executions and it
is the perfect use of interactive
and online.”
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Fosters

‘Ride the Scuba’
by Play

Winner, July 2008

sollasg

Matt Powell, Profero -
“Ride the Scuba was original, =~ o pr—
technically difficult to pull off and -
an online spectacle - head and

shoulders above the rest.”

Frijj

‘Four Ridges Must be
Destroyed’

by Tonic

Runner up, July 2008

Ben Clapp, Tribal DDB

“You can tell the team had fun
making this one, there’s a lot of extra
love gone into the site and it’s got
an infectious charm to it. Strong
strategy, great execution. | loved it.”
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The reviews are in!

NMA site inspections
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Country Life

www.enjoycountrylife.co.uk
Sophia Morrell 11.09.07

This simple and attractive site is used to push British butter brand
Country Life. The site has a fair amount of content on the farmers
behind the products, a timeline of production and a section on the
standards the brand adheres to.

o R

Scores:

Content 19/25
Usability 20/25
Branding 5/25
Monetisation 10/25
Total 54/100

Revels Eviciton

revelseviction.com
Danielle Long 23.02.07

The Revels brand has always been very good at not taking itself too
seriously, playing on the fact that there’s usually one flavour you don’t
like. This site allows you to vote via an online game for whichever
flavours you want to kick out. It’s a fun, well-made site.
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Scores:

Content 16/25
Usability 16/25
Branding 24/25
Monetisation 21/25
Total 77/100

The Natural Confectionery Company

Danielle Long 23.10.08

The Natural Confectionery Company site features all the usual nutritional
information, along with an animation telling the story of the brand, plus
areas to sign up for product news. There’s also a Fun Stuff section
featuring the Mini Movie Maker, which lets you direct your own short
film featuring the sweets. The idea fits the brand well, but more quirky
content would make the site an experience to keep going back to.

o

Ll

Scores:
&  Content 20/25
Usability 23/25
- Branding 24/25
x Monetisation 20/25
1 b Total 87/100
Pt e
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NMA site inspections
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Nimble Bread
nimblebread.co.uk
Luan Goldie 18.10.07

A surprisingly engaging site. You can browse sandwich recipes,
from the ordinary ones to the more exciting, then forward the best
ones on. The site also offers 52 healthy eating tips and you can
even send in your health questions. Annoyingly, the tips come as a
downloadable PDF. There’s not much content, but for the site of a
low-calorie bread it’s enough.

Persil

persil.com
Sophia Morrell 12.07.07

The cheerfully designed site offers various sections that will delight
both parents and children, ranging from how to remove a stubborn
beetroot stain to the nostalgia-inducing ‘33 things to do before you're
10’ list. For the domestically challenged, there’s a helpful section
decoding those unfathomable care instruction symbols, a simple if
unimaginative layout makes the tips easily accessible.
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Scores:

Content 18/25
Usability 15/25
Branding 19/25
Monetisation 12/25

Total 64/100
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L’Oréal Paris
lorealparis.com
Danielle Long 24.01.08

’Oréal Paris’s new global website is an extensive and stylish destination
full of beauty. The four major categories are: skincare, haircare,

hair colour and cosmetics. The content and features focus around
personalisation, the site acts as your own stylist. It has an extensive
‘Can | help you?’ tool that includes product information and videos with
advice from experts. Branding is excellent, with all the celebrity brand
ambassadors featuring, plus clubs, offers and competitions.

Scores:

Content 23/25
Usability 22/25
Branding 24/25

Monetisation 23/25
Total 92/100
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Online really works

\m IAB Brand Engagement Studies

IAB Brand Engagement Studies in Haircare and Soft Drinks

Online can drive engagement at a very deep level, giving users fun and
engaging things to do while getting the brand message across. The IAB
have done four studies in to brand engagement with the market research
agency Aevolve. Two of these were in the FMCG market, one looked at
haircare and the other at soft drinks.

The studies used qualitative and quantitative research to find out what
online contributed to the brand engagement mix. Brand engagement
is defined as the combined effect of communications engagement
(engaging with the advertising and what it is saying) and media
engagement (engaging with the media that you are watching, for
example TV or the internet).

Mary Jeffries, Aevolve explains the studies in the following way:

“Other studies had focused on online display advertising in isolation,
rather than as part of the total media mix. What was missing was an
evaluation of how online display advertising works as part of an overall
communications plan to affect how people engage with brands: was
it capable of changing measures such as consideration, preference,
intention and advocacy or was it just an efficient means of eliciting
responses? Using our unique approach we measure the impact of
both online and other marketing ‘contact points’ on consumers’ brand
engagement directly and indirectly through key brand associations.”

The following is a snapshot of what we found:

Haircare:

e Display advertising contributed 8.5% to the communications effect on
brand engagement

* Websites contributed to 26.5% of the communications effect on brand
engagement
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* Those who saw the brands’ display advertising were 3.5 times more likely
to visit the brands’ website

Haircare: Online ads and webpages together account for
35% of each brand’s effects
100% -7

W Brand Webpage

@ Brand Online ads

M Brand Mag ads

@ Brand TV ads

Source: Aevolve

Soft Drinks:

¢ Online contributed 24% of the total communications effect to brand
engagement

¢ Taking into account the average % of spend that is allocated to online for soft
drinks media spend we found that online advertising was 3 times as effective
per £ of spend against the average

Ultimately the aim of all brand
communications and marketing investment
is to drive interaction with the brand and

Soft Drinks: Online advertising
works hard for it’'s money

Online advertising for soft drinks is three influence sales. There are a number
timesas effective per £ of spend as the all . -
media average of different things that can affect the
30% engagement a consumer has with a
25% brand - including communications such as
20% J advertising, point of sales communication

and PR as well as product service, product
quality, performance, experience, heritage,
trust etc. What these studies did was put
a benchmark value against the way that

15% -

10% -+

5%

0% o Ad spend % Ad offect online can work with other media and other
B Online advertising engagement drivers to influence people’s
Source: Aevolve awareness and perception of FMCG brands.
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We all know that consumers are a fast-moving
and fickle bunch, but they’re flocking to the internet
in their droves. In this fifth and final instalment
of the IAB’s vertical series, we've supplied you with
all the tools you need to keep up with your audiences
and build your FMCG brand online. We’ll show you how
to get consumers engaged with your brand, and more
importantly the communication they respond to,
whether it be display, search, video, or social media.
Research, top tips, case studies... it’s all wrapped up
nicely waiting to inspire you here.

14 Macklin Street, London WC2B 5NF
tel: +44 (0)20 7050 6969 » fax: +44 (0)20 7242 9928 « email: info@iabuk.net



