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Title of campaign: TASTE OF DODONI
Brand / advertiser: Dodoni S.A.
Media Agency: Universal Media
Creative Agency: McCann Athens
Awards:
e Integrated Advertising - Bronze
Campaign video: https://youtu.be/li8F82-Y3Sqg

Campaign Summary

Even clichés can be creative. That is what we tried to prove through a playful and humorous digital
campaign. We took a popular Greek phrase “a taste can make you travel” and turned it into a creative
idea through a contest that sent our audience on a trip to eat DODONI yogurt in its place of origin.
The campaign was launched through an unexpected appearance of a woman, live, on a regional
news program, falling from the sky. This went viral on news sites creating a buzz on social media. The
answer came one week later through a YouTube video explaining that the woman had travelled to
Epirus after she tasted DODONI Klassiko. The digital campaign invited the audience to visit the
microsite, take part in the competition and travel to the region of Epirus themselves, if only in a more
traditional way, with tickets booked by us. Digital display banners and social media content, along with
YouTube bumper ads reached the audience to remind them to take part in the competition and travel
to Epirus.

Objectives and Strategy

The main objective of the brief was to raise awareness of the renamed product and highlight the
unigue flavour of DODONI Klassiko with creativity while presenting the values of the region where it is
produced. The main strategy was to follow the number one purchase driver for yogurt, the taste.
DODONI Klassiko yoghurt scores extremely high in the criteria of taste. Furthermore, the target group
was 70% men and 30% women who care about taste, quality, tradition and place of origin, are heavy
social media users and take part in competitions. The main message of the communication was
“Each spoonful of Dodoni yogurt transports you to its place of origin”. Finally, we created a contest
upon campaign concept by giving the consumers the chance to win actual trips to the DODONI
yoghurt’s place of origin.

Execution and Media

Our campaign was mainly digital and supported via social media and digital PR. Its teaser phase was
launched through an unexpected appearance of a woman eating yoghurt falling from the sky live on
the biggest local network of the Epirus region. The video became viral on news sites creating
speculation about the origin of the woman, gaining a total of 164K views and spreading to more than
57 media, 40 social media pages, reaching 280k viewers on Facebook. One week later we revealed
that the woman travelled to the DODONI region after she ate a spoonful of the DODONI Klassiko
yoghurt and invited the audience to take part in a competition in order to win trips to Epirus. We also
created a display campaign with standard banners, video banners, web-overs and social media
content. Furthermore, we employed the API of Facebook AR camera for the Facebook application.

Creative

We took one of the most well-known phrases in Greece when we talk about taste, that it can make
you travel, and made it real, through a campaign that actually took people to the place of origin of the
DODONI Klassiko yoghurt. A contest rewarded our audience with trips to the most beautiful places in
the Epirus region, to enjoy DODONI Klassiko. The campaign was communicated through a hero video
with people arriving unexpectedly in picturesque corners of Epirus and similar social media posts
raising awareness on our contest and the traditional taste of our yoghurt.
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Innovation

The campaign took people off guard in the teaser phase through the unexpected fall of a woman from
the sky, live, on TV, during the news broadcast. It was shared on YouTube and soon went viral on
social media and news sites. The mystery was solved one week later through the hero video that
showed the woman had travelled to Epirus after she tasted DODONI Klassiko yoghurt. The hero
video went as far as appearing on the packaging of our yoghurt once you scanned it with your
smartphone camera and it took over sites with people appearing out of the blue eating their DODONI
Klassiko yoghurt.

Results
Total campaign results:
e The campaign reached 2,148,860 users
e Clicks to website: 32,000 and our 8,974 contest participations
¢ Reactions: 21,965
e Our hero video achieved great success with more than 445K views on YouTube and more
than 1M video views on Facebook.
e Moreover, our target group is a frequent visitor of websites. Thus, we chose the most popular
Greek websites and we dressed them with skins, banners, webovers, advertorials and videos.
The performance was incredible with more than 7,000,000 impressions.
e The total viewability of the campaign was approx. 55%, far above the average 45%.



