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Kellogg's UK, Tweeter Crisis
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1 RT = 1 breakfast for a vulnerable child

20134 g2z L 3| ESI SISt ZiAlops 5
Aol OFEIANS AISeitl= ESIE S5O
21201 JamesWong2 25| B2jst HO=

& Reply T3 Retweet W Favorite ®®@ lore

| Sy w—
. ; : . . ; . |:||.u.|-|:| =1
This equation of social media brand promotion with charitable -0
—— e = _ = O A | s
giving was too much for some users' taste: O|= A7} Ad= 4= 210 22 1 =3Al Ak}
=
ALEH0| O}
@KelloggsUK: 1RT = 1 breakfast for a vulnerable child" Anyone N tl OI OI |]'|| Al lel' b= °| a ?_I_%H H E|'_| c ‘?"51‘_.';"%
else find this Kinda creepy? Like sayin "Help us advertise or Kids 7H0 |-|:H = A E—IEI ZI-|EI"6|- A0l b ”
go hungry" — James Wong (@Botanygeek) November 9, 2013 e e e 2 .J

™

And in typical fashion, the tweet drew a storm of angry criticism.
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GREW UP DURING
AN ECONOMIC BOOM

TEND TO BE IDEALISTIC

FOCUSED ON HAVING
EXPERIENCES

MOBILE PIONEERS

PREFER BRANDS THAT
SHARE THEIR VALUES

PREFER FACEBOOK
& INSTAGRAM

Born between about
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MILLENNIALS

MOST WERE RAISED BY
BABY BOOMERS
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Born between about

& 2010s

MOST WERE RAISED BY
GEN XERS

GREW UP DURING
A RECESSION

TEND TO BE PRAGMATIC

FOCUSED ON
SAVING MONEY

MOEBILE NATIVES

PREFER BRANDS THAT
FEEL AUTHENTIC

PREFER SNAPCHAT

& INSTAGRAM
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Brand Purpose

A Purpose-Driven Brand Is A Successful Brand

Jeff Fromm

Expert on Millennials, Generation Z and the impact of purpose

A brand's purpose should be the center of attention in order to gain success. A brand with
a strong purpose not only helps the overall good of society but also helps customers know
what they stand for through purpose-driven brand actions. In a world in which consumers
can quickly find out if a brand is acting on their promise, it is crucial for brands to be
transparent, create connections and a strong relevance with their consumers.

Purpose is the reason why a company or a brand exists. It is Bill Theofilou
the underlying essence that makes a b‘ranq relevant and Accenture Strategy, Advanced
necessary to its customers. Purpose sits firmly at the center of Customer Strategy &
a brand’s vision and informs every business decision. A brand Competitiveness Center of
must solve a problem or meet a need. How well it does that, Excellence

and how well it creates loyalty, affinity and connections with its
customers determines the winners from the losers.
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Google’s Cardboard (VR Headset)

2015 Grand Prix for Mobile at this year's Cannes Lions
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Heineken
open your world

‘WORLDS APART'
AN EXPERIMENT




[ 1 grey?
[ 1 gorgeous?

Why can't more women feel glad to be grey? Join the beauty debate.

campaignforrealbeauty.co.uk ¥ | Dove




O|0| L2l =228 7|ES0|

Brand PurposeZ 24| 24! 0|=



/|=8| HeZt 07| T @180 0|2l B

Data—driven Marketing
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Target Identification Process
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Programmatic Buying

Not media buying but ‘Audience Buying’

7|= MEDIA BUYING
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Traditional Marketing
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