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JB CHICAGO Strategic Marketing

JB Chicago is an integrated marketing agency Creative Services
built on providing sound marketing solutions,
creativity and strategies to make your
marketing dollars work toward your

bottom line.

Communications and PR

Media Planning

Direct Marketing

We have specialized in integrated marketing
for over 15 years by targeting consumers, Sales Promotions
conducting B2B outreach, changing
perceptions, increasing visibility and Online Marketing
making a splash.
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SITUATION ANALYSIS:

Tetra Pak wanted to get word out about healthy snacks for kids i namely,

chocolate milk served in cartons, which are also better for the environment. The

campaign was kicked off just prior to Halloween, so moms we encouraged to hand

out single serve cartons instead of the t
applications) were created on Facebook, Twitter and the Web. The kicker? Each

time someone played the game or sent a Halloween-related e-mail, 10 cents was

donated to World Wildlife Fund. Also incorporated into the campaign were

downl oadabl e coupons for Hersheydéds and Or

GOALS:

A Encourage parents to distribute chocol
A |l nform parents of the benefits for bot
A Create fun ways for users to engage wi
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STRATEGY:

JB Chicago created a Halloween campaign to help promote Tetra Pak cartons. The company used its
Aseed, conver tstrakegydo establesteazcer@audience that was inclined to share the
campaign vehicles with others.

Pertinent influencers were found on Twitter, Facebook and blogs, then seeded with the campaign
messages. Through the use of both relationship building and paid outreach on these mediums, users
began to talk about the campaign and use the applications -- and encourage their friends to do the
same.

Conversion was achieved when users visited the Facebook, Twitter and Web applications, which
all owed them to send Atricks or treats. o It was also at
them to the Hersheybés and Organic Valley coupons.

Upon visiting the application landing pages, the 10 cent donation for each click within the applications
prompted users to sneeze the message out to friends i as did the fun nature of the games themselves.

Compelling components:

A Each time users sent a dtri-nkil 10 centdwasdoriated wi t hi n t he a
to WWF

A Competition: Twitter users were ranked by number sen
landing page

A Games were user generated (not spam)

A Humorous, personalized info: Do your friends deserve
uploaded within the e-ma i | pl aced atop the bodies of dancing fAmons:
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FIND
INFLUENCERS

CONVERSION

SNEEZING

Moms | Environment | Health |Anima| Activists | Halloween

Web App + Twitter App * Facebook App
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TACTICS:

A Devel op relevant, engaging application
A Ensure these applications are both eng
A Cr e a tbasedaFlasNedmponent that allows users to e-mail

Halloween-themed message (with pictures)

A Monitor number sent within each applic
A Reach into Twitterdéds APIls to develop r
A Create separate | anding pages for the

applications (with the blog underneath) i keeping the user in the medium
of his or her choice.

A Seed the campaign with key Facebook, T
to help create word of mouth

A |l ncorporate paid advertising for Twitt
of mouth.
A Create a Asneezingo device to allow us

once created.
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FACEBOOK

Facebookers sent out

friends.

Those friends were then notified they can
send their own, and that each time they did,
a donation was made to WWF.

On the Facebook landing page, a tab that
informed users not only how many tricks and
treats they sent and received, but also how
many their friends sent and received.

Users could also access coupons for

Her sheyds and
from this page.
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Sent | Received | Invite Your Friends | View Friends |

STE. 201

Help spread the Halloween Spirit by sending your friends trick
or treats! Tetra Pak will make a 10¢ donation to World Wildlife Fund

for every trick or treat you send out (up to $30,000).

my Give,
i something healthy
oo to the liI’ monsters
S
v
TRICK +reat
@ TRICK O TREAT click here for a coupon

Select who will receive your TRICK or TREAT! You’ll be donating to World Wildlife Cancel
Fund with each * trlck or treat” you send
Add <strong>up to 4</strong> of nds by clicking on their pictures below.

Find Friends: | Start Typing a Name

Filter Friends v

D selected (0) I
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TWITTER

Once at the Twitter landing page, users
selected either a Atri
a Twitter friend, or they could inform them of
their ranking in the contest to send the most.
Directly below the area where users opted to
trick or treat a Twitter friend, there was a
ranking of the ndiSheari e
people who send the most tweets.

Each message was also automatically
populated with a relevant hashtag, such as
#Halloween, #CharityTuesday and
#chocolatemilk.

Users could also access coupons for
Her sheyods and Organic
from this page.
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