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Title of campaign: An unexpected return to the studio
Brand / advertiser: Old Spice / Procter & Gamble
Media Agency: MediaCom Warsaw
Creative Agency: Fantasy Expo
Awards:
e Games & e-Sports - Silver
Campaign video: https://www.youtube.com/watch?v=UTSJIxXIKicA&feature=youtu.be

Campaign Summary

In 2018 Old Spice made its debut in the Polish gaming environment. We wanted to alter the
perception of what gaming stands for — often seen as a boring and unattractive way of spending time.
We sought to recognise gamers for their passion by showing gaming as a fun, interesting activity that
is relevant and close to the hearts of young men. We created a campaign in the area of gaming. The
main aim was to build awareness and drive consideration of Old Spice products among young men.
We searched for a non-standard way of communication on top of the regular Old Spice whole year
presence, at the same time leveraging the set budget in the most effective way.

Objectives and Strategy

Xmas is one of the key business moments for Cosmetics. They are one of the top products to occur
on the gifting shopping list. The objective was to show that Old Spice is a brand for young men, and
gift sets are a great gift and solution for them. Old Spice Xmas set is often considered as a present
suitable rather for fathers or grandfathers and does not necessarily appear in top of mind for younger
men. We needed to convince them that Old Spice is the coolest stuff they could want for Xmas. To
build the awareness and relevancy of Old Spice as a perfect gift among young men, we realised that
Gaming & eSports was obvious communication territory to choose as both are growing more popular
year over year.

Execution and Media

We decided to enter the gaming area in an Old-Spice-edgy way. We chose Twitch as the main
platform where we leveraged one of the biggest events — League of Legends Tournament and
entered the breaks between live broadcasts with dedicated Old-Spice-style influencer content. We
boosted the reach using Online Video & Social Media of the influencers. Together with Polish gamers
we also appeared in Misja eSport Online Show, using it as the form of Christmas Gift reminder.
Additionally, we created a computer game “Youland” where players could become the main hero in
“Old Spice world” to be more attracted to Brand’s communication. During the campaign we were also
monitoring how it was perceived by its audience, and, noticing a positive impact, we decided to make
a special contest for the best Old Spice “Meme” picture and as a result, got additional User Generated
Content as a bonus user engagement boost.

Creative

The key creative was a video spot using a specially prepared commentator studio and well-known
gaming influencers that appeared between live Twitch broadcasts (just like during a football match). In
a fun and brand-specific way we presented 5 male-orientated activities that you can do during the
game break - from wrestling with a bear to taking a shower. We also invited the audience to play a
specially prepared game where the player became an Old Spice hero in a brand’s world. Additional
creatives prepared by influencers appeared on their channels making the whole brand communication
very native and natural for our target group.

Innovation

Old Spice used Twitch in a way it was never used before — leveraging the idea of Unexpected Return
To The Studio. We created a new touchpoint on the Twitch platform which took place during
commercial breaks between live streams of popular eGames — resembling “a comeback” to sports
studio — exactly as in regular sports events! The viewers who followed the streams just before the
break, saw the same studio with the same commentator — as the most popular Polish gaming
influencers and commentators were a part of our action. This made an impression of coming back to
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a real live studio — but instead of remarks on the game and teams, the viewers got to know “5 manly
things” that they could do during the game break together with Old Spice — presented in the typical
brand’s funny mood. Old Spice gave something unexpected to its fans — making the Twitch
commercial break entertaining to watch and innovative.

Results

Audience engagement in the campaign rose above our expectations - the reach of the brand content
in social media was 724% more vs. the same period a year earlier. The number of likes increased by
921%, comments by 748%. With the meme competition we reached over 330k people with over 618k
views. Over 10k people played the online game. What is more important, the project was received
extremely well by the whole eSports environment. It was shared and widely commented on social
media. But above all, the campaign was appreciated and awarded by the target group — young
players & eSports fans. Old Spice received the winning statuette in the prestigious Polish eSport
Awards 2018 contest in the category of Campaign of the Year and Silver Award in Innovation Ad 2019
contest. By being involved in the world of eSports and learning the language of gaming, the brand
became authentic for the players and set its foot in the gaming world for good.



