
When General Mills was 
planning the launch of 
its Yoplait Kids product 

line earlier this year, the marketing 
team knew that reaching mothers 
of toddlers, the target audience, 
was critical to its success. 
�It was de�nitely a �mom� strategy 

to get people talking about it,� says 
Greg Zimprich, director of brand 
PR for General Mills.
Part of that strategy included 

traditional tools like SMTs, press 
kits, and RMTs, but the fact is that 
this target audience is no longer 
glued to a TV in the middle of the 
afternoon. Instead, these women 
are often voracious consumers of 
online media and enthusiastic par-
ticipants in Web communities. 
As such, in addition to establishing 

a Yoplait Kids Web site, which pro-
moted an offer for a free coupon to 
encourage sampling of the product, 
General Mills also partnered with 
sites like Sittercity, Mom Central, 
and The Coupon Mom. Using those  
sites� networks, the team was able to 
distribute information about sam-
pling and free coupon offers. 
Ultimately, the team received 

more than 200,000 requests for free 
coupons for the product, which 
Zimprich credits for the launch�s 
success and, ultimately, the high 
volume the product has moved in 
its short time on the shelves.
�Fundamentally, [online] is where 

your consumers are,� says Mark 
Addicks, CMO of General Mills. 
�I think all good marketers try to 

follow the consumer and make sure 
that [the company] is at the touch 
point where it is going to be most 
relevant and where it�s going to be 
immediately relevant. Increasingly 
that is digital or new media.�
Certainly the use of digital and social  

media is not new for marketers, but 
it is a discipline that is on a steady 
and signi�cant rise, according to  
the results of the 2008 PRWeek/
MS&L Marketing Management 
Survey. Of the respondents, 75.4% 
expect spending for digital/online 
initiatives to increase, compared to 
42.5% for direct marketing spend, 
36.5% for PR budgets, and 32.5% 
for ad budgets.
�Digital is de�nitely here to stay 

as a global capability that big agen-
cies need to have,� says Mark Hass, 
CEO of MS&L. �Clients are begin-
ning to understand that the nature 
of the discussion they have with 

their constituencies has changed. 
They get it. They can no longer use 
words like �dialogue,� and advertis-
ing has this monologue nature to it 
and even [in] more traditional PR 
there�s this dialogue. It just doesn�t 
work because there�s a conversation 
going on all around them. It�s what 
we refer to as a �multi-logue.�
�If you are a client or a brand, you 

are not a part of every conversation 
about your brand,� he adds. �You 
are probably part of a very small 
percentage of them. Then the ques-
tion becomes, �What�s causing that?�  
And what�s causing that is digital. 
What has created a multi-logue is 
the explosion of digital technology 
and the way people use it.�

Southwest Airlines is just one 
of the many companies that has 
responded to this growth with an 
increased investment in digital.
�The percentage that is being 

allocated toward social media and 
new media is growing,� says Kevin 
Krone, VP of marketing, sales, and 
distribution for Southwest. �We are 
making tradeoffs in the marketing 
world between traditional media 
and new media. We are de�nitely 
moving more into digital than we 
have in the past. There are new 
tools, new trends, and new oppor-
tunities that we�re evolving into.�
For Southwest, the move toward 

digital, which has been gradual 
over the past few years, has been a 
natural evolution, he adds.
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PR IMPLEMENTATION
How is PR used within 
your company?
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Media relations 
Corporate and product branding 
Consumer marketing 
Internal employee communications
Word of mouth/influencer marketing
Company strategy 
Crisis and issues management 
Public affairs/CSR

Consumer-generated media
Product development/innovation
Social marketing
Financial communications/IR
Digital marketing
Advocacy/lobbying
Entertainment marketing
None of the above

Even in the midst of an economic downturn, marketers are planning  
to increase their �nancial and strategic commitment to online and new 
media initiatives. As Erica Iacono discovers, those brands that are fully 
engaged in this space have found real value in the opportunities it affords
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�[Travel] very much lends itself 
to an online and social experience, 
especially the research phase of it,� 
says Krone. �People are really very 
accepting of other people�s experi-
ences and want to learn from what 
others have done. That creates an en- 
vironment that fosters lots of inter- 
action with customers as they research  
trips. It�s [very] natural for us to be 
there and be part of that.� 
Indeed, consumer behavior is dic-

tating the increased focus on digital 
for several companies. 
�We are de�nitely following our 

customers into this medium full 
force,� says Bill Agee, CMO of Ikea 
US. �It goes across all disciplines. 
It�s not just advertising. We actually 
look at it as a media that�s avail-
able to all of our marketing efforts, 
whether it�s direct marketing or 
customer relationship marketing, 
advertising, or [PR].� 
And the digital medium offers 

the chance to directly connect with 
consumers, something which has 
become increasingly important as 
media fragmentation continues.

�Digital has been an important 
part of our mix and [will] continue 
to be,� says Anja Carroll, director of 
US media at McDonald�s. �We look 
at the landscape relative to our con-
sumer and where they�re spending 
their time. [We] ensure that we�re 
picking those contact points that 
really engage with our consumers 
in their favorite environment.�
In fact, Carroll says nearly all mar-

keting campaigns at McDonald�s 
now have a digital component.
�What�s great about the digital 

space is that it opens up a whole 
new world of opportunity for a 
creative format,� she adds. 
Last month, McDonald�s took 

advantage of that creative poten-
tial when it introduced its South-
ern Style chicken sandwich and 
Southern Style chicken biscuit, the 
company�s �rst breakfast item to 
contain chicken. Built around the 
age-old question of �Which came 
�rst, the chicken or the egg?� the 
company created a Web site, www.
whatcame�rst.com, to help seed the  
message about the new menu items 

and notify consumers about a na-
tionwide sampling event on May 15. 
Visitors to the site could upload 

their picture to be on a chicken 
or an egg and then have their 
creations participate in a �dance-
off.� McDonald�s also employed 
traditional and online advertising, 
blogger outreach, and online/TV/ 
radio promotions to publicize the  
sampling event. The site has gar-
nered about 165,000 unique visitors 
so far and the nationwide sampling 
event gave out nearly 2 million 
breakfast biscuits and 5 million 
sandwiches. 

Another reason for digital�s growth  
is the �exibility it gives marketers.
�There are so many fewer variables 

for digital than for classical media,� 
says Arjen Linders, VP of marketing 
for the shaving and beauty business 
at Philips North America, an MS&L 
client. �There are no upfronts. There 
is no three-month plan for print. 
You can learn on the go; you can 
spend your money while measur-
ing your effectiveness. You don�t 
have to commit to a budget three 
months in advance, then spend it, 
evaluate, and do something else  
the year after.�
That �exibility as far as spending 

has become especially important as 
the US grapples with an economic 
downturn and marketers are facing 
either slashed or frozen budgets. 
When asked which disciplines 

would be most likely to be cut if 
forced to do so because of econom-
ic conditions, digital was the least 
likely with only 11.1% of respon-
dents noting that they�d cut budgets 
for those initiatives. Advertising was 
the most likely to be cut (58.3%), 
followed by point-of-sale marketing 
(55.6%), direct marketing (41.3%), 
and PR (35.3%). 
�You�re always confronted with 

budget freezes and cuts. The key is 

in how you make your budget more 
�exible so you are able to spend your  
budget if you do have a cut,� says 
Linders. �If your [budget is] frozen 
for the rest of the year and you have 
all of your money invested in long 
lead print, you�re quite in�exible. 
In a volatile economy where I have 
to be �exible, I�ll think twice before 
I double my print budget.�
Indeed, for many marketers, the 

appeal for using digital media is 
related not only to its �exibility, but 
also the possibilities it presents as 
far as measurement. 
�The great thing about digital is 

that you can see instantly a lot of 

your results,� says General Mills� 
Addicks. �If you put something on 
YouTube, you can see how fast, how 
viral, and how entertaining an ad 
is. You can see as you distribute an 
e-mail newsletter and some of the 
content that�s bundled into them, 
like sampling offers and coupons, 
how viral they are. It�s very much 
like direct mail used to be, except 
it�s faster and more instantaneous, 
and frankly more interactive.�
Philippe Schaillee, VP of market-

ing, strategy, and R&D for Sara Lee 
North America, agrees that the digi-
tal space makes measurement easier 
for some disciplines.

CONSUMER INVOLVEMENT
How willing are you to allow consumers to play a significant role in shaping your 
marketing programs?
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AGENCY PARTNERS
Which of the following agencies 
do you regularly work with?

Advertising agency 
PR agency 
Direct marketing agency 
New media/interactive agency
Search engine optimization consultant
Branding agency 
Media agency 
Events planning agency
Public affairs/government affairs/lobbying agency
Sales promotion agency 
Investor relations agency
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NEW MEDIA/CGM
Which of the following new/consumer-generated media techniques has your 
company used?
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Web site production 
Consumer feedback
Creating blogs 
Creating YouTube videos
Podcasting
Social networking  
Participated in existing social network 
RSS

Consumer-generated advertising
Viral Web campaigns
Blogger outreach
Created a brand social network
Widgets
Video blogs (vlogs)
Text messaging (SMS)
Twitter




