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INSPIRING BOLDER MARKETING LEADERSHIP

The Marketing Society is a not-for-profit organisation owned by its members, with over 2500 senior marketers. Over the
past 50 years it has emerged as one of the most influential drivers of marketing in the UK business community.

The Society challenges its members to think differently and to be bolder marketing leaders by supporting the development
of leading-edge thinking, and promoting the evidence of effective marketing. The Society does this through the Marketing
Society Awards for Excellence; its publications Market Leader, Our Week and rich online Knowledge Zone; a national
programme of world-class events; innovative professional development, such as the annual Marketing Leaders
Programme; and extensive on-and-offline networking opportunities.

www.marketing-society.org.uk
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Marketing excellence can drive breakthrough
business results for the short and long

term. Marketing excellence requires great
strategic thinking, great creative thinking and
perfect execution.

But how do we assess marketing excellence?
First we choose brilliant industry judges who are
all experienced and successful practitioners of
excellence and we ask them to pick out the cases
which they see as remarkable. We ask them to
look for two key qualities from our winners:
creativity and effectiveness.

But marketing continuously changes and evolves,
as consumers become more sophisticated and
demanding and the media for communicating
with them ever more diverse. So the standards
for marketing excellence change and in turn
become more demanding.

We believe that The Marketing Society Awards

for Excellence in association with Marketing set the
standard of marketing excellence in the UK. They
have established this reputation over a period of
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more than 25 years, and they have always been
based on the principle of searching out the best
examples of different marketing techniques in
action, that showcase great strategic thinking,
great creativity and perfect execution.

In order to be a winner of one of the Society’s
Awards, marketers have to demonstrate that what
they have done is outstanding in comparison with
marketing in all industries not just their own
particular sector.

If a marketing story has been good enough to
impress our judges, then all marketers can learn
from it — however senior they have become. The
collection of case histories brought together in

this book is the best of the best from the past four
years of our Awards, and | am confident that it truly
demonstrates marketing excellence. | have been
truly inspired by these case studies and | hope you
will be too.



1 | Marketing for Sustainable Consumption | Ariel

A strong commitment to promoting sustainability
led to a breakthrough campaign which encouraged
consumers to save energy by washing at lower
temperatures.

The second wave of the campaign advanced this
message by showing how small steps can make
a big difference to the planet.

A tightly-integrated approach led to significant
change in consumer behaviour in terms of
washing temperatures.

Ariel is one of the leading brands in the portfolio of
Procter & Gamble (P&G), which markets more than
300 branded products around the world. As a sector
leader of the Dow Jones Sustainability Index, P&G
has an established track record of promoting

Getting people to change behaviour for the greater good

environmental sustainability through its Live, Learn
and Thrive corporate cause campaign and through its
brands to ‘ensure a better quality of life for everyone,
now and for generations to come”.

The Ariel “Turn to 30°° campaign, which first
launched in 2006, was one of the first P&G brands

in the UK to capitalise on mainstream environmental
awakening. It promoted washing at 30 degrees
rather than the previous standard 40 or even 60
degrees. However, by 2007 there was a much more
crowded competitor environment, with retailers and
competitors communicating a diversity of sustainable
messages and in cases, mimicking Ariel’s original
Turn to 30°C" message.

Nevertheless, the second wave of the campaign in
2007 helped Ariel maintain ownership of the issue

in consumers” minds. Furthermore, it delivered strong
volume uplift and contributed to an increase in the
number of loads washed at 30 degrees.
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October 2007 marked the 170th year that P&G
had been in business. Over that time, growth had

stemmed from keeping faith with P&G’s core principle

of sustainable development: ‘Ensuring a better

quality of life for everyone, now and for generations

to come’. The organisation had a long heritage as
a sustainability leader, and remained committed to
improving consumers” lives through its brands and
by contributing to the sustainability of the planet
and communities in which its employees lived and
worked. Over the past decade, P&G had made a

significant impact through its ‘Live, Learn and Thrive’
corporate cause campaign and, by using the trusted

relationship its brands had with billions of
consumers, continued to champion domestic
behaviour that contributed to the greater good.

As a brand, Ariel itself had been associated with
encouraging the UK’s children to lead an active

lifestyle and take up tennis. From 2006 this focus
became less social and more environmental in its

sustainability messages. lts commitment to reducing

packaging and water usage, as well as its

dedication to reducing the energy used in the
production stage, had made it one of the leaders
in its field.

Analysis of Ariel’s Life Cycle Assessment (LCA),
which measured the product’s environmental
impact from cradle to grave, showed that the
highest amount of energy was used in the home:
heating the water in the wash cycle. In response
to this, in 2006 Ariel developed a message which
emphasised the importance of washing at lower
temperatures — 30 degrees C — to help ‘do a
good turn’ for the environment.

Before the launch of this campaign, consumers
believed that they needed to wash at high
temperatures in order to get good results, which
proved an entrenched barrier to adopting more
sustainable cold-cleaning behaviours. However,
Ariel’s superior Cold Clean technology meant
consumers benefited from excellent cleaning at
low temperatures, while still saving energy and
promoting more sustainable laundry practices
(Figures 1 and 2).

TURN T0 30’
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In year two of Ariel’s “Turn to 30°" campaign,

Ariel challenged consumer perceptions even further
on this point, which in effect also helped with an
increase in differentiation and branded recall. This
route provided a meaningful improvement to the
business in terms of energy efficiency by spreading
a ‘sustainable behaviour’ message generally.

The decision to run the campaign in partnership
with the Energy Saving Trust (EST) for a second
consecutive year was important in bringing about
long-term behavioural change but brought fresh
communication challenges for the brand team

as well.

Ariel's challenge was not only to educate

consumers that they could get good results at

low temperatures, but to widen the context by
creating direct links between energy saving and
climate change (communicating the small steps

we can take to make a difference) and thus generate
a much stronger, more high profile call to action
while still inspiring and empowering consumers.

The messages were complicated and needed a
tailored approach, so communications planning
ensured that different media communicated
different messages, which ultimately added up
to a totally integrated plan centred around one
central call to action. (Figures 3 and 4)

The success of the second wave campaign

stemmed from:
Using a variety of media to emphasise the
different aspects of the campaign while maintaining
a balance of the media mix so that the overall
message of ‘Turn to 30°" was still clear.

TURNTO3@°

AND HELP KEEP THE WORLD'S
TEMPERATURE DOWN. "R\®

BRILLIANTLY

CLEAN AT 30°

IS JUST THE TIP OF
'THE ICEBERG

GREAT NEWS. -

- FOR POLAR ICE-CAPS,
SOCKS AND.SHIRTS




Figure 5. Ariel Excel Gel
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* Using the website as the central hub of the
campaign — important for the green audience
to feel that their contribution was part of a
broader commitment.

* Leveraging TV to communicate complimentary,
multi -messages with striking creative on global
issues followed by personal testimonials from
well-known faces linked to washing and energy
saving to enforce the call to action.

There were a number of specific activities.

* The internet was the central hub of the campaign.
It was a bespoke site to support all campaign
messaging (doaqoodturn.co.uk) and served as an
interactive hub to track and inspire information-
seekers on sustainability issues.

1]
Great

Introducing

results from
as low as-

It's new, it's exciting,
it's a brrreakthrough!

See inside back
cover for full story.

Figure 6. Ariel Excel Gel

Visit coldisthenewhot.com

* TV copy (30" and 10”): 'polar ice caps’
communicated energy-saving and the message
of Ariel performance in a striking, poignant way
and generating a call to action, while celebrity
endorser Helena Christensen encouraged the
nation to turn to 30°.

* Packaging: a limited edition Ariel packaging
revived from the previous campaign provided
a call-to-action for consumers.

* EST partnership: Ariel maintained the partnership
with the EST to quantify credible energy-saving
benefits of washing at 30°C. The EST logo was
communicated on TV, packaging, in media
partnerships, through public relations and online.

* Media partnerships: with core press, online and
broadcast media to provide cleaning reassurance
and deliver complex sustainability messages.

* Media relations: with the support of the EST,
Helena Christensen, Joanna Yarrow and Oliver
Heath, speaker placement opportunities occurred
in prestigious green pages, and with journalists
renowned for their focus on energy saving in
the home.

* Road show: 10 key UK shopping centres were
visited by the Ariel ‘Do a Good Turn" house.
Visitors could explore a sophisticated mock-up
of an energy-efficient house and obtain tips and
advice. Energy doctors from the EST were on hand
to complete free and personalised energy-saving
audits of their home. Consumers were encouraged
to sign up to ‘do a good turn’. A partnership with
local radio stations and local media relations
increased awareness and boosted footfall.

* In-store: there was additional activity in various
retailers to support the initiative and communicate
the energy-saving message.

For the second wave campaign, all resources where
possible were made from recycled materials or

4
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sustainable forestry, while the entire campaign was
carbon offset.

The Ariel “Turn to 30°" second-wave campaign

stood out because:
It engaged with and encouraged consumers
to see how doing a simple thing at home could
help the planet.
It served to create a sense of belonging around
small-step activism by building a communal
membership centred around Ariel’s pledge website.
This was particularly important for the "green
audience’ that made up 64% of the population.
They wanted to do something for the environment
but were often discouraged if they thought that no
one else was bothering or that their small change
didn't add up to have a significant impact. A sense
of group mentality was instilled through the “Turn
to 30°" website, which tracked pledges and
provided regular news feeds of sustainability-
related information.

Data from the Habits and Practices Study showed
that before the start of the campaign, only 2% of
wash loads in the UK were washed at 30 degrees.
By the end of Ariel’s “Turn to 30°" second wave,
customer perceptions had been successfully changed
as shown by an independent survey conducted in
August 2007, which revealed that since Ariel’s bid
to get the nation to wash at 30°:
48% of women linked Ariel with washing at 30°.
Nearly half of the UK population claimed that the
Ariel campaign had made them more likely to try
washing at 30 degrees with Ariel.

In addition to this, independent research by IPC Green
Matters 2007 attributed high brand linkage between
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Ariel and 88% of those that now washed at 30°C.
This highlighted that, despite a more competitive
marketplace, a combination of credible messaging,
an enhanced message and stakeholder and customer
support paid dividends for the second wave of the
Ariel "Turn to 30°" campaign.

The campaign was thus not only responsible for
consistent behavioural change and volume sales
uplift since, but received widespread stakeholder
and industry accolade for putting energy saving
on the mainstream agenda.

Since the "Turn to 30°" campaign, the Ariel brand
has continued its leadership in encouraging
sustainable consumer behaviour in the laundry
category. Launched in 2009, Ariel Excel Gel is a
breakthrough detergent designed from scratch

to deliver outstanding cleaning even at low
temperatures and can clean as well at 15°C as

at 60°C. To find the optimum formulation for the
brand, over five million formulations were tested
by R&D experts, with only 30 meeting the success
criteria. This provided the ultimate mix of ingredients
to form a stable and high-performing gel (Figures 5
and 6 on previous page).

In fact, Which magazine called this new formulation
better than any other laundry detergent ever tested,
even at a much lower temperature.

Washing at low temperatures is the single most
important thing people can do to lower CO2
emissions while doing laundry. Cold-water washing
campaigns such as the Ariel “Turn to 30°" have helped
cut 58,000 tonnes of COZ emissions by educating
consumers to save energy.

All images appearing in this case study are reproduced by permission of Procter & Gamble.



Aviva - 300 Years of Insight

We're the world's sixth-largest insurance group and the biggest in the
UK, with 46,000 employees that everyday serve 53 million customers
worldwide.

We are committed to delivering one distinctive experience for our
customers. Wherever they are, we want them each to feel that “no
one recognises me like Aviva“. Our global consumer research reveals
that most of our competitors are particularly bad at recognising
people’s individual significance. This research also tells us that small
human touches can make a huge difference to a customer’s
experience. Our aim is to make recognition the familiar quality that
distinguishes Aviva from our competitors - just as Apple means
user-friendliness and FedEx means reliability.

BT operates in over 170 countries and is one of the world’s leading
communications services companies. BT is a major supplier of
netwarked IT services to government departments and multinational
companies. It's the UK's largest communications service provider to
consumer and business markets and is made up primarily of four
customer-facing lines of business: BT Retail, BT Global Services,
Openreach, and BT Wholesale.

BT operates in a thriving, multi-trillion pound industry that spans the
whole world. In recent years the global communications market has
been focused on convergence, whereby the boundaries between telcos,
IT companies, software businesses, hardware manufacturers and

broadcasters have become intertwined to create a new communications

industry.

BT has evolved from being a supplier of telephony services to become a

AVIVA

“We know insurance isn't just about policies” and pensions; it's about
people. That's why we're making our customers the big picture, putting
a spotlight on them and our people. Putting customers at the heart of
everything not only makes sense for them, it makes good commercial
sense t00.” (Amanda Mackenzie, Aviva's chief marketing and
communications officer)

We are working hard every day to build the company around what our
customers want from us. That's why Aviva now ranks among the UK's
top ten most valuable brands, according to the 2010 Brand Finance
Global 500 survey and that success is something we are looking to
replicate across the world.

BT®

leading provider of innovative communications products, services,
solutions and entertainment products. BT's business customers
range from multinational, multi-site corporations to SMEs and
start-ups.

More than 80 per cent of the FTSE 100 and 40 per cent of Fortune
500 companies rely on BT for networking, applications and system
integration. The National Health Service, Procter & Gamble,
PepsiCo, BMW, Emirates, Fiat, Microsoft, Philips, and Unilever are
just some of the organisations working with BT.

BT has been a driving force behind the success of ‘Broadband
Britain’. Thanks to the company's investment, nearly every home in
Britain now has access to broadband and in September 2009, BT
announced plans to more than double the availability of its fastest
fibre broadband service.
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“A treasure trove of examples covering the whole waterfront, from launching new brands to revitalising, sustaining
and extending established ones, and from insights to advertising and sustainability. Whatever your business, it should
make you proud to be a marketer, shake up your thinking and inspire you to go the extra mile.”

Professor Patrick Barwise, London Business School, Chairman of Which?

“This exciting book demonstrates how great marketing can solve the most difficult problems, through analysis,
teamwork and creativity.

It contains 34 fascinating case studies, selected from hundreds of high quality entries to The Marketing Society
Awards for Excellence. Those involved had the determination to win, and the courage to think differently.
An inspiring read.”

Professor Hugh Davidson, Co-Founder, Oxford Strategic Marketing

“This is the textbook, the toolkit and the manual for marketing excellence.”
Cilla Snowball, Chairman, AMV BBDO

“These cases are a great source to stimulate your thinking. Some will stimulate new thoughts, some will unlock ideas
from the back of your memory. All of them however are great fuel for growth.”

Keith Weed, Chief Marketing and Communication Officer, Unilever

Featuring 34 award-winning case studies from some of the world’s leading brands:
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UPS Walkers Aviva ebookers Shell ICl Paints Channel 4 British Heart Foundation Keep Britain Tidy Ariel
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