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Title of campaign: Mobile Proximity Marketing for BP
Brand / advertiser: BP
Media Agency: Mindshare Poland
Creative Agency: BP
Awards:
o Effective Use of Data — Silver
Campaign video: https://youtu.be/3gp20XmOn7A

Campaign Summary

Thanks to SDK codes implemented in the biggest mobile apps in Poland we were able very precisely
to pick disloyal users of petrol stations and successfully convert them to refuel on BP petrol stations.
As approximately more than half of petrol station customers are loyal only to one brand, running a
broad digital campaign would be pointless. Mobile data about customers offline behaviour allowed us
to pick disloyal customers and target them with our ads promoting free audiobooks for each 25l
tanked fuel on BP stations. Within a 10k Euro budget we were able to run a nation-wide mobile
campaign that resulted in 6,231 new clients over a period of 2 months.

Objectives and Strategy

The petrol stations market in Poland is very competitive. There are two state-owned competitors
leading the market in terms of number of POS and media budgets, followed by BP, Circle K, Shell and
many other brands. Competition is strongest in cities with many petrol stations with small distances
between them. The fuel price there is very similar. To build the loyalty among customers each brand
launched loyalty programs. The result: 48% to 68% customers are loyal to one petrol station brand.
Targeting these customers is pointless. They will look for one brand of petrol stations to refuel.
Therefore we created a campaign strategy promoting free audiobooks for each 25l of fuel.
Fortunately, we saw a huge opportunity in focusing our attention on those customers not loyal to any
specific brand.

Execution and Media

There are no qualitative and quantitative data sources in standard digital platforms allowing us to run
such precisely targeted ads to disloyal customers of petrol stations. With a budget of just 10k Euro for
a nation-wide campaign we had to operate in a non-standard way. We took advantage of the power of
mobile to select our target group based on analysis of the GPS and Wifi data gathered from a panel of
2.5m users in Poland. We served our mobile ads only to disloyal customers, for whom information
about free audiobooks for each 25| tanked fuel on BP stations could have been an attractive benefit
and crucial, rational factor in the decision making process. Having a very small budget we focused
only on mobile which allowed us to increase the frequency of communication in the crucial part of
target group and run a nation-wide media campaign.

Creative

Running a media campaign on mobile we had to keep in mind, that the user’s time here is crucial.
The quicker you serve the ad — the better results you may expect. Therefore we used light, simple
creatives which would be instantly displayed and to increase viewability rates as mobile apps and
websites are less cluttered. That's why we used static mobile ad formats with simple layouts. Green
background linked to the BP brand colours. Pictures of very popular book covers underlined a wide
range of audiobooks available — thrillers, children’s literature etc.
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Audiobooki od BP i Audioteki
Pierwszy rozdziat udanych wakacji
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Weid na bp.audioteka.com | cdblerz audiobooks do shuchania
w aplikacy Audiateki Promocis od 10.07.2019 do 3.09.2019.r.

Innovation

In a society with a 90% mobile penetration, where smartphones are our most personal device we
constantly keep in our hands, mobile is the best data source about our real-life behaviours and the
best link between offline and online. We had access to data gathered from SDK codes implemented
in mobile apps installed on 2.5 million smartphones in Poland. Based on data about GPS location and
the Wi-FI signal strength sent within 15 minutes time frames we were able to very precisely detect the
POS visited by smartphone users. Analysing their offline behaviours for 2 months prior to the
campaign start we were able to divide them into loyal and disloyal petrol station customers. Finally,
exporting the data into programmatic infrastructure we were able to effectively reach our crucial target
group on their mobile devices. That allowed us to combine a small budget with nation-wide campaign
and precision of targeting.

Results

e Reach: 1.75m precisely selected people

e Almost 170 000 visits to BP petrol stations during the campaign

e The average post-view online-to-offline conversion rate was 6%. Every 16th person that saw
our mobile ad visited BP later

e Analogous metric among disloyal users of competitors petrol station was 8% what proved the
quality of data we had. Disloyal petrol station customers converted to BP after seeing the ad
33% more often.

e 6,231 new BP clients. These were people who didn’t visit BP petrol stations in the 2 months
prior to the campaign start and converted to BP after seeing the ad

o New client acquisition cost: 1,58 Euro. That is great result for the nation-wide campaign with
the 10k Euro budget!



