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Objective of Nestle Campaign

2 Pillars

1. Coffee beans quality and helping farmers
2. The new environmental packaging
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Introducing of Origin Production

New Series with a concept to finding the
most sustainability coffee sources.

Building the selection story by show casing
the winning beans in all key communications

Offering special taste and unique aroma for
a premium coffee experience
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Key deliverable
1. Core creative idea

2. Provide total IMC

: (based on consumer media consumption behaviors) (ATL & BLT 360 degree)
: (total campaign May-Dec’23)
: (Digital plan need to think as digital first)

3. Product Key visual

: Product centric KV
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Coca-Cola "Share a Coke” Campaign
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Share a

SHARE A COKE CAMPAIGN

Lessons learned

By Ajarn Suwalya K.



Objectives of campaign

2 Pillars:

1. Create more personal relationship
2. Inspired shared moments of happiness




Core Creative |dea:
Personalize Name & Share a Coke
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The 'Share a Coke' campaign first
launched in Australia in 2011, and involved
changing the traditional wrapping around
the Coca-Cola bottle to say 'Share a Coke
with..." and a popular name. The purpose
of the campaign was to create a more
personal relationship with consumers
and inspire shared moments of
happiness.

The brand connected emotionally with
their audience and they did this through
personalisation. Instead of buying a bottle of
Coke for themselves, people bought it for
friends and loved ones, sharing special

moments of happiness with those they cared
for.




Coca-Cola says the reason its 'Share a
Coke' campaign has been so successful is
because it is communicating effectively
with its consumers. Following the
unexpected success of the campaign, the
beverage giant extended the campaign
through Christmas, with some holiday-
iInspired names printed on cans.




Touchpoints

For yours

Share a
Coke.with...




Share a Coke
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Touch points




Find even more
names with

#ShareaCoke.
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SHARE THE MAGIC WITH

+
~ Celebrate the+ i
Heroes in Your Life

and Share the Magic of Coke®
this Holiday Season.

Cctoly




Touchpoints

Coca-CoIa Australia + Share a Virtual Coke |« tke

150 Names Create a
& Songs custom ocan l

Create a Coke can
especially for a friend

apon happiness’
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Share a Coke

The idea:

In September 2011, we printed and released the

150 most popular Australian names on ‘Coke’ bottles
and invited Australians to ‘Share a Coke’ with one
another.

While our campaign goal was to achieve mass
sharing, production and cost logistics meant
that only 150 names could make it on-pack for
the campaign'’s launch. This led to a key creative
challenge: What about everyone else?

So we created the ‘Coca-Cola’ ‘Share a Coke’
Experience, a nationwide touring experiential
activation that gave people the opportunity to take
home a personalized 200ml can of ‘Coke’ to share
with friends and family.

With immediate and unprecedented popularity
for an experiential activation, these ‘Coke’
kiosks became a destination for people of all ages.

The results:

- 378,800 custom ‘Coke’ cans printed at kiosks,
349% over target.

- Delivered over 1,544 hours of activation,
garnering 4,138,559 impressions.

- Demand exceeded supply with over 1.5 hour
wait times

- 1 marriage proposal at Westfield Sydney.
And the campaign results in three short months:

- Sales transactions grew by 3% and volume
increased by 4%.

- A 7% increase in Young Adult consumption.
- 5% of Aussies start enjoying ‘Coke’ again

- 12,020,000 earned media impressions

- Traffic on Facebook increased by 870%.

- Locally, we were the number 1 most talked about
Facebook page.

- 76,000 virtual ‘Coke’ cans were shared.

- Due to popular demand, 50 new names were added
to bottles after public nomination and voting

bttty

- 1 country painted red.
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Share a Coke. Share a



Coca Cola

Brand Activation Campaigns




Coke: Share a Coke Campaign
Global initiative into South East Asia

Share a Coke




'Share A Coke' campaign ...Coca Cola, a
marketing genius!!!
rahul ingole - 760K views - 9 years ago
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Share a Coke - - .

=Coca Cola is all set to spread the message of hapdpjness in the tropical contours of the coconut
((::mf(nt"ry Thailand. This time, the leading cola brand is asking you to "Be Fizzy, Be Bold, Share a
oke".

=|nvesting an outstanding 140 million Baht, the entire Thailand will be flooded with 250 million
Coke cans, having people's nicknames and their expressions printed on them.

‘We know that Thal people are positive and happy
... But they are also very reserved about
expressing how they feel about other people
especially when those feelings are mixed with
special emotions or are particularly _
complimentary,” Konstantinos Delialis, marketing
director of Coca-Cola (Thailand), said in his first
Interview with local media.

‘Share a Coke’ campaign is a marketing initiative by Coca Cola that started from Australia, and
then went on to the UK, Italy, France, Brazil, Austria, Germany, Greece and Israel.

The summer campaign invited consumers to share a moment of happiness with friends, family

and loved ones by swapping the iconic logo on the Coke bottles with personalized names. From
user generated print names to social media sharing, the campaign has it all.
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"YES, IT'S AHIT!

With the outstanding results on board, it would not be wrong to say

that Coca Colas‘Share a Coke’ campaign
IS one of the most successful
global campaigns by the company
till date.

Australian statistics of the campaign reveal that Young adult
consumption increased significantly by 7%. The campaign also
earned a total of 18,300,000-plus media impressions, and traffic on
the Coke Facebook site increased by 870%, with page likes
growing by 39%.
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SHARE A

Coke

FOR THE

BEST

SUMMER YET

Coca-Cola - 29K views - 3 years ago

Share a Coke®. Taste summer adventure.
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What about the Thai Market?

Coca cola launched a campaign to CO”eCt 1 million reasons
why Thal peo le believe in a better future

for their coun I'Y. These reasons will all be compiled into a book
called the One Million Reasons, Believe in Thailand.

Users can send thelr message through many media
latforms such as Facebook, Twitter, YouTube and

nstagram. You can use the hashtag #COKE1M. Tnisiis

a %reat way to get the people of Thailand inspired to live a better life and make a
better future for their country(Palsingh, 2012).

In Thailand the soft drink market is very competitive, with Coke comin? in at 24%
and Pepsi at 40%. Coke’s sales have been affected dramatlcall%_due 0
Thalliar%_d’s heavy rainfall and monsoons that have isolated two-thirds of the
population.

After the country had been in critical condition from the floods, social media sites
were spread with many depressing messages of the state that the country was
in. Coke, seeing this advantage to start a new campaign that would benetfit the
morale of the country and Coca Cola(Cream,n.d).




What about the Thai Market?

People were encouraged to write in their stories of hope and this
received attention from people all over the world. 137 million messages
made it on Coke’s Facebook page and this brought happiness to
Thailand(Facebook, 2013).

The campaign also brought awareness
to 92% of Thal people, coke sales went
up to 29 million unit cases and market
share increased from 24% to 30%.

This was a win win campaign for Coke and Thailand. This campaign
was really inspirational, in that it showed a country that had
nothing and was depressed to reaching out and helping many Thai
people achieve happiness for their country.
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Share a Coke Day
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d #ShareACokeChallenge
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Share a Coke Day

Coca-Cola Thailand - 5.5M views - 1 year ago




Share A Coke Singapore: Case Study

Andrea Leong - 4.2K views - 5 years ago




What about the Vietham Market?

Over the last two years, Vietham has been one of the world's fastest-growing markets
for brand Coca-Cola across. Coke’s brand love scores are also growing fast
In Vietham. The country’s first "Share a Coke" campaign in 2014

helped drive a lot of that success. This year, there was a new challenge:
Maintain strong momentum for the brand, especially with teens, where the market
competition is intense.

To take "Share a Coke" to the next level, the Vietham team looked to
the now-universal language of emoticons. In Vietnam — as in much of

the world — young people use emoticons to share how they feel. Coca-
Cola Vietnam introduced 41 emoticons. “Emoticons have become a perfect sharing
platform, a sharing of human feelings,” said Pratik Thakar, integrated marketing
communications director for Coca-Cola’s ASEAN business unit, which includes Vietnam.
“It transcends language barriers and has pretty much become a part of popular culture
across most ASEAN markets.”

Vietnam kicked off the first phase of the campaign to build awareness. Beyond
traditional media, a “social invasion” entailed bloggers and local celebrities introducing
Coke’s new emoticons. Special partnerships with Facebook and the country's largest
local messaging platform, Zalo, helped spread the word.




What about the Vietham Market?

In the second phase, the team is focused on inspiring teens to share

their own stories. Consumers will be able to personalize cans at retail
outlets and customize stickers on Zalo. Within four days of the phase
two launch, consumers had downloaded 1.3 million stickers.

"Share a Coke emoticons are, once again, proving our way of doing marketing with the
consumer at heart,” said Uyen Pham Na, marketing director, Coca-Cola Vietnam. “I|
believe Coke emoticons will be a new way for Viethamese teens to communicate their
feelings. This campaign not only brings Coca-Cola closer to our consumer but also
benefits our business with promising volume increase."

Basil Sidky, general manager for Coca-Cola in Indochina, added, “l am very excited
about the Coke emoticon campaign. It’s smart to leverage the
youth’s social currency to boost the brand’s relevance in this
mobile and digital era, giving us a much richer ground to engage
with our consumers.”

The campaign is scheduled to roll out across Thailand later this year and in the Philippines
in the summer of 2016.




What about the Vietham Market?

Share a Coke. Share a




TVC : Coca Cola: Share A Coke

Vietnam
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"Share a coke" Campaign
Brands Vietnam - 8.2K views - 6 years ago




TVC : Coca Cola: The Happiest Thank You
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e One Coke Away From Each Other - Real
Magic (Extended Version)

Coca-Cola - 787K views - 1 month ago
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Lessons Learned from the 'Share a
Coke' Campaign *

:V —. = £ F )4
i 3 ] i i i i3 % 7‘ 2o
7 \

Make it personal. The tremendous power behind this campaign lies in
the fact that it connects directly with customers. ...

Offer incentive to collect. ...
Make it picture-worthy. ...

Make it easily shareable.
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