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The Background &
The Problem

As a leading brand for the skincare needs
of South African men, Nivea wanted to
run a campaign that rewarded Nivea men
for their confidence and brand affinity.
Furthermore, they wanted to increase:

Brand Loyalty & Engagement
Sales
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The Solution

Vetro Media was therefore tasked by Nivea to
develop a process that would help in running a
seamless, successful campaign.

Vetro Media recommended a USSD line campaign for
the Nivea competition as it would make it easy for
the brand to collect necessary data as well as drive
consumers engagement.

To enter the Nivea competition, participants were
required to purchase ANY 1 of the Nivea Men
Lotion/Cream and ANY 1 Nivea Deo spray or Roll-on
at any Shoprite store and then dial ¥120*1075# to
stand a chance to win R10 000 cash prizes.




USSD Line Consumer Journey 1
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Welcome to the Why did you purchase Are you Male or What age group do
Nivea Shoprite Nivea instead of Female? you belong to?
Campaign another brand?

1. Male 1.18-24
Reply 1 to keep 1.The competition 2. Female 2.25-31
receiving exciting 2. | always do 3.31-45

news & deals from 3. Price 4.45 +

Consumer dials :
Nivea 4. Packaging

*120*1075#

1. Optin
2. Yes
3. No




USSD Line Consumer Journey 2
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Consumer dials
*120*1075#

Who handles most of
the shopping in your
household?

1. Me
2. Someone else

Do you always buy
the same Brand or do
you decide while you
shop?

1. Decide while |
shop
. Always buy same
brand

Did you find that the
way this
competition was
communicated
worked well?

I (=13
2. No

Do you usually buy?

1.Nivea Deo &
another Brand cream
2. Nivea Deo & Nivea
Cream

3. Another Brand Deo
& Nivea Cream




Results

The campaign exceeded the brand KPI by an amazing
45%, with 145 377 entries received.

Throughout the competition, we saw that 85% of
entrants were returning consumers, which shows

brand loyalty and engagement, while 15% were
unigue entrants.

The overall campaign was a huge success.
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The contents of this presentation and document are
the intellectual property of Vetro Media (Pty) Ltd.

Any information contained within this presentation
may not be used, reproduced or distributed in any
form, manner or variation without the prior written
consent of Vetro Media (Pty) Ltd.




