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viral campaigns

RAGGEDY ANN

What your SME can
learn from Famous

A US toy company produces the 'Raggedy Ann' doll
based on a popular children’s book. It takes the nation
by storm thanks to a tie-in promotional effort.
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DID YOU KNOW?

Raggedy Ann dolls turned over $20m a year - or $500m in today's money
- around the same amount it would cost to build The Shard every year.

3M BOISE BLITZ
1978

d

\\‘\\lllllll,,I,
\

\\
~
N
\\
\

s
,/
’

\\\IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII 11nnl

A
’
‘D,
7,
‘,

4

\
\
W
\\\||||I|||||||||||||||||||||||l‘\

\

KEY THEMES:

® Products given away for free
to attract interest

® Businesses became dependent
on the product and word
quickly spread

® Once 3M began charging,
offices became so attached
to Post-it Notes, they had no
problem paying for them

KEY LESSON:

Don't be afraid to give
your product away for a
limited period of time.

DID YOU KNOW?

90% of those given Post-it Notes as part of the Boise
Blitz said they would buy a pack for their office.

CLOVERFIELD

J.J. Abrams production company creates a number of fake products
and websites that hint at the subject of his upcoming movie.
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® Teased audience with unrelated websites and wild goose
chases to build interest

® Released a trailer with a phone number that, when rung,
had a voicemail message of a monster roaring

® Generated a cult following that led to box office success
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Don't be afraid to be cryptic
if your product fits the bill

DID YOU KNOW?
‘ $170m

$25m
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BARACK OBAMA ‘08
2008

Barack Obama’'s 'Hope' slogan captures the public's imagination and
helps him to beat John McCain in the 2008 US presidential election.
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e The first ad
social media

e #Hope spred

energising Bar

target voter base :

e The Hope sloga” P‘;\
merchandise helpe

Obama’

d across Twitter,
ack Obama S

nted on
fund Barack

S Campaign

DID YOU KNOW?

Over 200,000 events were organised
through Obama's social media campaign

BAUMGARTNER'S JUMP

2012

Red Bull decides to sponsor and fund Felix Baumgartner's freefall jump from
the edge of space as part of an attempt to renew its extreme sport credibility.
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KEY THEMES:

® Backing a large, very public, event
that will generate online interest

® Was livestreamed online with
extensive social media support

KEY LESSON: ()

Back a public stunt or
campaign that resonates

O

DID YOU KNOW?
VTR 8 million

Sources
http://youtube-global.blogspot.ca/2012/10/mission-complete-red-bull-stratos-lands.html

http://www.pcworld.com/article/153628/barack_obama_online.html
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http://www.raggedy-ann.com/patty.html 0 0
http://solutions.3m.co.uk/wps/portal/3M/en_GB/Post-Its/Post-It/Solutions/History/ °
http://www.boxofficemojo.com/movies/?id=cloverfield.htm 1| I 'prln

with your target audience



