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OBJECTIVE

- Review IB’s launch strategy
- Brand induction

- Implemented activities
- Malls: Why, What, Where

- ldentify deviations if any
- Suggest way forward
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PRODUCT PROFILE

As on 21st November 2013

 ‘lcebreakers’ is a mint mouth freshener (In the category of Coolmint,
Spearmint & Green Apple Sours) from Hershey’s India that would be
priced at Rs. 30/- for 12 gms & Rs. 60/- for 24gms

Launch Icebreakers in Modern Trade & General Trade across 3 cities
 Cities : Delhi, Hyderabad & Bengaluru

« Obijective : Create brand awareness and buzz in the market without
using conventional mass media




Target

Primary:

Young adults 14-25 YO,
SecA+ B

Image conscious — good
breath is a key part of the
overall personality

Insight
Secondary: Bad breath is a

Young smokers — :
Professionals, 24-40 YO, reflection of poor
personality and is
SecA+ B
often a deal

breaker

Competitive
Environment

Ultra Miniz

Tic Tac

Perfetti Smint
Wrigley Double Mint
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Benefits

Fresh breath - confidence
Range of flavours - personal
preference

Stylish packaging - enhances image

Values and personality

Uninhibited | Outgoing| Spirited
Cool Confident | Decisive | Leader

Reason to believe

Flavored crystals

Perfect flavor balance

Stylish image and packaging
Unique form and texture

Discriminators
Balanced flavour

Brand
Essence

The refreshing
confidence
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PROPOSED BRAND POSITIONING

BREAK THE ICE!

Communication Routes:

» |CEBREAKERS transforms you in social situations
» Giving confidence to initiate social interactions
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PROPOSED BRAND POSITIONING
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Introducing the #1 Mint Brand in USA

Now BREAK THE | [ of J
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24q Puck: 7100
12q Puck: 750
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|CEBREAKERS
VERTICAL SHOP SIGNAGE




ICE BREAKERS CASE STUDY

I |CEBREAKERS HORIZONTAL SHOP SIGNAGE
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|CEBREAKERS
RETAILER LEAFLET
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J| |CEBREAKERS WEB PAGE
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J| |CEBREAKERS WEB PAGE
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THIS VALENTINE'S DAY
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J| CEBREAKERS AV
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|CEBREAKERS
LAUNCH BACKDROP
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|CEBREAKERS




ICE BREAKERS CASE STUDY

ICE BREAKERS
—= A INTS

=




OOH Summary
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Market Paid Sites FOC Total Sites Amount (%)
Bengaluru 20 1 21 25
Delhi 20 1 21 60
Hyderabad 17 2 19 15
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|CEBREAKERS
OUTDOOR MEDIA




SETTING
MEDIA OBJECTIVE

& STRATEGY
RECOMMENDATIONS
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MEDIA AFFINITY
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Any TV - Satellite TV - Any Press - Press - Press - Any Radio - Internet - Cinema - Qutdoor -
freq. at least freq. at least AIR newspapers magazines -freq. at least last frequency at seen in last
once a week once a week = AIR AIR once a week accessed: leastoncea one week
or more or more or more last 1 week month or
more

« High reach across TG through TV and print
« TG has high affinity towards Internet followed by Cinema
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THE MULTI MEDIA TOUCH POINTS

TARGET
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RECOMMENDED TOUCH POINTS

TARGET

GROUP

B By

College Buddies Professionals/
Colleagues

Malls / Multiplex Activation Outdoor

Digital

Digital
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MEDIA STRATEGY
FOR LAUNCH PHASE (4 WEEKS)

* TG : All Adults, 14- 25 yrs
* Markets : Delhi, Hyderabad & Bengaluru

* Activation in select TG hangouts/MTO’s/GT
to create Brand Awareness

» Digital & Mobile: For Interactivity & Engagement

* OOH: For brand saliency & call for action close to
colleges, malls & other catchment areas.
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MEDIA STRATEGY
FOR SUSTENANCE PHASE (8 WEEKS)

TG : All Adults, 14- 25 yrs
* Markets : Delhi, Hyderabad & Bengaluru

» Digital & Mobile : Engaging the TG in a dialogue
on the digital space to reinforce brand proposition;
generate leads for re-trials ..
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WHY? WHAT? WHERE?

WHY WHERE

* Delhi - 4 malls
 Bengaluru - 3 malls
* Hyderabad - 3 malls

* Brand visibility
* Engaging activities/ games

* Direct connect with TG
* Create buzz

» Convey brand attributes
* Product sampling

* Engage TG

* Ensure trial

» Generate brand salience
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ACTIVITY TO CREATE BUZZ

* 'The Icebreakers Confidence Challenge’ to attract crowd
* Brand-customized game: Competition of couples picked from the crowd

* Winning pairs were called on stage & offered an lceBreakers puck. They
were also encouraged to perform jointly (singing, dancing, etc.) to show
their confidence in breaking the ice!

The couple that bagged maximum applause from the crowd won
branded merchandise.
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Deliveries

City Delhi Bangaluru | Hyderabad Total
Activity Days 8 6 6 20
Cumulated All Footfall 1880000 810000 750000 9900000
Cumulated TG Footfall 340280 146610 135750 622640
TG Engaged 28490 8680 11326 48496
TG Reached 8.4 519 8.2 7.8

Please note:

» 18.1% of all population falls under 14-25 age bracket (Source: www.indexmundi.com);

This has been considered while calculating TG footfall
» TG engaged includes those who participated and also those who watched from the sidelines
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ONLY WITH ICEBREAKERS.

PLAY TO WIN.
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|CEBREAKERS
MALL ACTIVATION

PLEY TO WL, oL WITH IC.!IREA‘KE'BE.
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|CEBREAKERS
MALL ACTIVATION
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BREAK THE ICE

And stand a chance fo meet &

greet the Vh1 supersonic Artist of the evening.

Ornice there, pop an JCEBREAKERS
Mint and show your confidence to
the judge, Do a dance with your
pariner, sing 0 duet, do comedy,
or maybe propose to her {without
being slopped!)-

Ouring the Supersenic event in the evening.
winners will be announced on stage and
you & your pariner could get a chance fo
meet the Vhl Superseni Artist of the
gvening.

L gnduwiani TPRIT

BREAK THE ICE

BREAK THE ICE

GE B
ICEBREAKERS




J (CEBREAKERS SHELF TALKER

BuY ANY OF THESE ".:E BREAK[HS
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J| \CEBREAKERS GLOW BOX
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J| |CEBREAKERS STICKERS

BREAK

BREAK
THE{ICE! THE{ICE!

VISIT US AT STALL 001
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Mutch
th&aloq with
someone from
opposite; gen_c&tr

Mntch
thﬂ:olor& with
someone from

opposite; gender
fan™. ~and get/an’s

~and get an
|CEBREAKERS ICEBREAKERS B
drink FREE dnaka ,L

drink FREE
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|CEBREAKERS
ACTIVATION DISPENSER
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|CEBREAKERS
WATCHES FOR EVENT

|CEBREAKERS
BAG TAG J CEBREAKERS T-SHIRT

BREAK THE ICE
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« High brand awareness
amongst the TG as well as frade

+ High spot conversions

« High popularity and demand
led to the brand being distributed
in other cities in the grey market
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