AD-VENTURE COMPETITION

Pre-heating .--






MISSION:

SECURE THE NEXT 2 1
150 YEARS OF LEGACY =

by getting young consumers to experience the iconic taste of Heinz

tomato ketchup through a dedicated online-to-offline journey




HAVE YOU EVER EXPERIENCED THE TASTE OF
WITH AN UNUSUAL FOOD COMBINATION?

.-



IT ALL STARTS WITH..

GEN-Z LOVES AUTHENTICITY BUT... SOCIAL PRESSURE

SOURCES:
THE NEW FOODIE GENERATION: GEN Z
GENERATION Z: SOCIAL MEDIA, INFLUENCERS AND BRAND LOYALTY IN ENTERTAINMENT
NEGATIVE IMPLICATIONS OF RADICAL THINKING IN GENERATION Z: A REVIEW ANALYSIS




OUR INSIGHT

ACCEPTED

THEY NEED A PARTNER, RELIABLE DURING EVERY MEAL, WHO GETS THEM,

THEIR UNCONVENTIONAL CRAVINGS, AND MOST IMPORTANTLY: DOESN'T JUDGE.
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STAGE 2: PAID UGC (STIMULATING ORGANIC UGC)

GUYSSS THERE'S A HEINZ KETCHUP
CONS]DER ATION m PHOTOBOOTH IN LONDON! G 6% &
1 : I

HEINZ WEIRD TASTE TEST

VISITING HEINZ BOOTH

UNUSUAL DINNER USING HEINZ
ETC...

" HHEINZDOESNTIUDGE




STAGE 3: ORGANIC & PAID ONLINE ADS

purchns: —Q@RETD

YES OR NO?

& LOCALIZED DIGITAL ADS

& GUSTATORY MENTAL IMAGERY

& "YES OR NO" (CONVERSATION!)

=3 WIN-WIN SCENARIO @ «

IT HAS TO BE WEINZ

ESTP 1869




GEOTARGETED VARIATIONS

YES OR NO? YES OR NO?

YES OR NO?

IT HAs T0 BE WEINZ IT HAs T BE WEIN2 IT HAS T0 BE WEIN2

EST? 1869

JA ODER NEIN?
JA OF NEE?

IT HAs 10 BE WEINZ - EIN IT HAs T0 BE WEINZ al IT HAS T0 BE WEINZ @
1 IT HAS TO BE WEINZ - .




STAGE 4: CONFESSION PHOTOBOOTH

LU LOVALTY

#HEINZDOESNTJUDGE

HEINZ TRANSFORMS PLEASURES INTO
MOMENTS.

e 1

LONDON PARIS BERLIN BARCELONA MILAN AMSTERDAM DUBLIN

IT HAS TO BE WEINZ ON
Spaghetti




SMART KPI'S

TRIAL & PURCHASE RETENTION

280,000 X \2 +5% REPEAT PURCHASE ($)

+10% SALES [/ +35% IMPRESSIONS g%

(FIRST QUARTER OF CAMPAIGN)




MEDIA PLAN

weeks

Media types

Type 1 2 3 4 5 6 7 8 9 10 1l .

Streaming services

Online ads

Confession booth

Phases
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o
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o
o

Phase 1 ) 3

Prepare optimisation based
on data

First big synergy push

Creative refresh and UGC
(+show active trials at booth)

Creative refresh based
on data

Last push winner ads

BUDGET: 500K (50%)




OVERVIEW OVERALL BUDGET

AGENCY FEE

CREATIVE
DEVELOPMENT
10%
MEDIA SPEND
50%
BOOTHS, TRIALS
COG5 + LOGISTICS

25%

FULL BUDGET: €1 MILLION

BUDGET

MEDIA EXPENDITURE BUDGET

STREAMING
PLATFORMS

15%

PAID SOCIAL MEDIA
50%

INFLUENCERS/ PAID UGC
35%

BUDGET: 500K (50%)

SOCIAL MEDIA PLATFORMS INCLUDE: TIKTOK, INSTAGRAM, YOUTUBE
INFLUENCERS & UGC WILL ALSO BE POSTED ON THE CHOSEN SOCIAL MEDIA PLATFORMS INDEPENDENTLY
STREAMING PLATFORMS INCLUDE: NETFLIX, DISNEY+, AMAZON PRIME

COUNTRY BUDGET ALLOCATION

IRELAND
NETHERLANDS 7
UK

8%

35%

SPAIN
10%
GERMANY
12%
FRANCE
23%

OUR COUNTRY BUDGET ALLOCATION IS BASED ON A WEIGHTED INDEX COMBINING GEN Z POPULATION SIZE AND TOMATO SAUCE MARKET RELEVANCE IN EACH
COUNTRY. THE HIGH ALLOCATIONS TO THE UK, FRANCE AND GERMANY ARE PRIMARILY JUSTIFIED BY THEIR STATUS AS TOP EUROPEAN IMPORTERS OF TOMATO
SAUCES, WHILE ALLOCATIONS TO THE NETHERLANDS, ITALY, SPAIN AND IRELAND REFLECT THEIR STRATEGIC IMPORTANCE AND DIVERSE LOCAL PRODUCTION
LANDSCAPES.

SOURCES:



https://www.reportlinker.com/dataset/eb99d2513ff178f1d8455547cb7b6571c00dfbeb

BUDGET: OPTION +30% MORE

MEDIA EXPENDITURE BUDGET

STREAMING

PLATFORMS
LT 34.6% 5M — 10M IMPRESSIONS AVG.

HIGH QUALITY LEADS

(CLASSICAL CONDITIONING)

INFLUENCERS/ UGC
26.9%




ONE MORE THING...

.-






Thank you
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