Marketing to Mums with Digital



Mums (&Dads) raise your hand if...

...you find useful some help related to:

* Making your kids wash their hands before eating or after
going to toilet

* Making your kids brush their teeth day & night

* Finding out educational activities / games to do with your kids
(quality time!)

* Prepare quick (&healthy) meals that your kids are willing to
eat without hesitation.



Any role for our brands?
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What is the Programme about?

Behavioural change
programme to stimulate
families to use soap 5
times a day

1. Bath

2. Post defecation handwashing
3. Before breakfast handwashing
4. Before lunch handwashing

5. Before dinner handwashing




The Vision

BY 2015, CHANGE THE BEHAVIOUR
OF A BILLION PEOPLE BY PROMOTING
THE “LIFEBUQY WAY" OF USING SOAP
DURING THE 5 KEY MOMENTS




Why Mothers & Children?

LSM 2-6 Mothers and Children (age 6-12 yrs)

LSM 2-6 MOTHERS AND CHILDREN
MOTHERS
(AGE 6-12 YRS) CHILDRER
MOTHERS AS PARTNERS: , EARLY ADOPTERS:
Mothers play a crucial role of partnering with Children are early adopters of new habits
a child and encouraging him/her to adopt the comparedtoaduns.ﬂabutomeingdmdmm
habit. famauvesmgesofﬂfe.canbemmeawayofme
for them
HABIT CARRIERS:
Kids also play the role of the habit carrier to the
rest of the family
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The Insight

“It takes only 21-day to stick with 5 Lifebuoy ways as
your PERMANENT HABIT!”




The Communication Journey

AWARENESS COMMITMENT REINFORCEMENT REWARD




360 PLAN

wPartnership with Governement: Ministry of Health,
Ministry of Education

"Partnership with NGO: Spektra, Padmaya, WSP
spPartnership with mass organizations: 1D, PKK

wKick Off Conference to announce about Lifebuoy 21-
day program 2011
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Role of each Platform

Digital

Eg mini health sms, weekly reminder from celebrity

To reinforce mums with limited access to digital
Mobile phone Through mobile create interactive campaign with local radio

Social Media To create commitment through LB pledge and reinforce

Facebook

mother through competition

Twitter

celebrities : the importance hand washing and how
healthy habit can attached consistenly within 21 days.

Website [

To provide broader and complete information on 5 LB
ways and 21 days campaign. To provide 21 days kit : eg
comic, school of 5

. . To create awareness through LB ambassador and other
Social Media E ]




Bringing School of 5 into digital

School of 5 MOBILE program

There are 2 school programme activities via mobile:
1. School mobile health programme (4 weeks)

2. Mini health tips - (3 messages)

Mobile campaign works both as a stand-alone program for
users who have no access to the web to download program
content, or as a compliment to the web program.

School of 5 WEB program

There are 2 school programme activities via web:

3. School health programme kit — download

4. Email support and reminders for school health program

Email campaign supports the full program content that can be
downloaded from the web.




L 2 S SN e

The DIG Digital Strategy
\,( j
8 '
;

4




)

Engage at a deeper level with our consumers

Build a stronger link between DIG and child
development — already the number 1 topic for online
mothers in many of our markets

Increase loyalty

Increase flexibility and speed in managing PR risks that
are now amplified due to the reach of social media
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areas.

Conversation.
Encourage
consumers to share
their views and
opinions, in a two-
way dialogue and on
a one-to-one basis;

Entertainment.

Allow consumers to
Interact with functional
and child development
content in a way that
excites, engages and
entertains

Utility.
Give consumers
relevant and useful
information and tools,
when and where they
need it most
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Product.

Provide product
information in an
engaging and social
way.
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In Summary

Exploiting our mums-relevant brand strong equities which have potential
of...

...moving from plain advertising language into utility-driven proposals:
— Engaging / conversational
— Entertaining
— News / Surprising

Understanding our consumers and their technological posibilities &
barriers

Thinking of Paid — Owned — Earned

Developing great quality assets to build uniqueness & differentiation



thanks.

@fito_fernandez



