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MOBILE  
MAGIC AND LOGIC 
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Today I am going to talk about the magic and logic of mobile and how we leverage both to connect consumers with brands and ignite social change before talking about some of the industry challenges we need to face head on

First a live exercise - You are leaving the house in the morning from your keys wallet and phone which would you be most anxious about leaving behind?




OUR PHONES 
are everything to us 
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A survey has revealed that having our phones on us is a top priority, even over our house keys

The poll commissioned by Insurance2Go asked over 1000 people a range of questions about effects of gadget mishaps

It appears that many of us suffer from Nomophobia, which is the fear of being out of mobile phone contact

38 %of us would feel most anxious if we left the house without our mobile phone, compared with 23.6% for wallet and 37 % for keys

According to comScore more than 50% of consumers time online is spent on mobile devices





The mobile has replaced… 
Books, Newspapers, Cameras, scanners 
Foreign language Dictionaries, Sat-Navs, voice 
recorders, road maps, remote controls, 
notepads, i-pod, CDs, radio, video recorders, 
paper shopping lists, photo albums, watch, bank 
visits, calendars, alarm clocks.. 



.. and Pub Quiz Fun 
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Fun at Pub Quizzes – Google and Shazam, whilst exceptionally useful and intuitive tools, have killed the challenge of winning a pub quiz. Unless pubs install military grade surveillance systems and disqualify those who are caught cheating, the thrill of the pub quiz has died


The mobile revolution is just beginning – in the near future it will replace credit and debit cards, loyalty cards, keys, drivers licenses and other forms of ID


It’s easy to argue that people won’t, after all, want a single device that does everything. But there’s an economic and even social rationale here that can’t be ignored: the more we replace with our phones, the fewer consumer electronics we have to keep updated, and the less cluttered our lives can become.




THE FIRST iAD 
Dove for Men 
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And we keep that passion of being pioneers in our heart at Unilever. 

We want to be always ahead of the curve to experiment, to innovate at scale, and that’s why we partner with Apple for the launch of their iAd platform back in 2011 first in the USA and then rolled it out globally. 

We are now the leading advertiser in this platform.




 
ZONES OF MOBILITY 
 
MOBILISING SOCIAL CHANGE 
 
VIEWABILITY AND VERIFICATION 
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Hot zone – when consumers are most receptive to brand messages and often seeking solutions to problems our brands can solve for 

Entertainment  - Leverage the lean back nature of mobile consumption at home and target consumers over wifi where we can deliver rich and engaging content to consumers

Idle Zone – When people are out and about, looking for some content to entertain them when they are waiting for a coffee or commuting to work, or between meetings





HOT ZONE 
Knorr 



Film 1 
Knorr and i beacon 



HOT ZONE 
Hellmans 
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Another example on understanding and putting people first is our Hellmann’s Campaign in Brazil. 

In this case we identify a large group of people that arrive home, have some ingredients in their fridge, they always have our Hellmann’s mayonnaise and their phone but they don’t know what to cook. 

So, we use WhatsApp to provide real time recipes absolutely tailor for them. Let’s see the case





Film 2  - Hellmanns WHATSCOOK VIDEO  



COMFORT ZONE 
Elidor Catch Pink if  
You Can 
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 One of the ways to bring Magic to our consumers is to connect all the screens that they are using and use the power of Mobile to surprise and delight them. 

In this case from Turkey we have leverage our presence in one of the biggest TV show with all the possibilities that a mobile phone provide today. 

Let’s watch the video.
 





Film 3 – Catch pink if you can  



IDLE ZONE 
Lux AR 
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One of the ways to bring Magic to our consumers is to use the power of Mobile to surprise and delight them. 

In this case from Japan we have leveraged AR to brighten up their worlds with pink blossom trees bought to them by Lux

Let’s watch the video.




Film 4 – Lux AR 



IDLE ZONE 
TIME AND PLACE 
how do we get it right? 
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IDLE ZONE 
Weather/location 
targeting 



IDLE ZONE 
Walls Emojis 



 
ZONES OF MOBILITY 
 
MOBILISING SOCIAL CHANGE 
 
VIEWABILITY AND VERIFICATION 





Film 5 - Speak Beautiful 
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VIEWABILITY:  
GET WHAT YOU PAY 

FOR 

CC image courtesy of Suncorp and Y&R Brisbane 
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SECOND AREA OF TRUST IS HOW WE EVOLVE HOW WE DO BUSINESS AS THE MARKET EVOLVES

ONE AREA OF REAL CONCERN IS MEASUREMENT – VIEWABILITY AND VERIFICATION

I HAVE ARGUED LONG AND HARD ON NEED… 

NIELSEN ONLINE RATING 40% OF ADS NOT SEEN BY TARGET

LIKE BUYING UNDERWATER POSTERS – WITH NOTABLE EXCEPTION… WASTE



IT’S JUST  
FRAUD 
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BUT LET’S GO A STEP FURTHER AND THINK ABOUT BOTS

BOTS> HUMANS OVER 50% OF TRAFFIC

BAD BOTS 29% OF SITE TRAFFIC according to a recent US study

$6-10 BN FRAUD

BUT LET’S GET BACK TO BASIC VIEWABILITY AND VERIFICATION – WE NEED ACTION HERE

TWITTER LEADERSHIP 3RD PARTY INDEPENDENT VERIFICATION
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Thank you  
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