


CASE STUDY:
UNILEVER – THE FLORA FAMILY 
MARATHON.



Brief.

• FLORA’s key property: Sponsorship of the 
London Marathon.

• Two issues: 
– Marathon only front-of-mind for 1 week of the year.
– Very few in FLORA’s target audience (35+ mums) 

interested in running a full marathon.
• “How can we use the Marathon property to build 

FLORA’s position at the heart of the healthy 
family?”



Strategy.

• An AKQA Big Idea: The FLORA Family 
Marathon:

– A major nationwide event.
– Run the marathon distance of 26.2 miles – but as a 

team, and over 5 weeks. 
– Sign up celebrities to promote the event and raise 

profile.



Mechanic.

• A four-month programme of branded 
communications:

– From New Year’s Day…
– …to FLORA London Marathon Sunday. 



Phase One.

• Register: 
– Choose a Family Leader and team name.
– Set each family member’s fitness levels.
– Choose a Celebrity mentor for each family member 

and choose SMS or email for messages.
– Receive your welcome pack (baseball caps and 

pedometer).





Phase Two.

• Train: 
– Use the web site to set the split of miles. 
– Get hints and tips from a fitness expert.
– Download a personalised training plan.
– Start receiving training emails/ SMS from your 

Celebrity mentor.





Phase Three.

• Run:
– Use your pedometer and get out there and run.
– Track your progress towards 26.2 miles on the web 

site.
– Receive motivational emails/ SMS from Celebrity 

mentor.









Phase Four.

• Final Mile: 
– Receive finishing tape and medals.
– Run the last mile together on Flora London Marathon 

Sunday.
– Log your final mile and be congratulated by the web 

site.



Promotion.

• Online advertising: 
- Overlays, MPUs, Banners.
- Call-to-action to sign up your family.
- Positioned on sites targeted at women and families.

- GMTV.
- iVillage.
- FriendsReunited.
- Targeted areas of MSN and Yahoo!



Promotion.

• Viral marketing: 
– AKQA wrote, directed and filmed a short “fly-on-the-

wall” sketch with the Blazin’ Squad (one of the 
Celebrity Families taking part)

– Showed them playing a prank on band member 
Rocky while training for the event.

– Distributed via viral seeding sites, and by rich email to 
Unilever’s database of targeted consumers.



Promotion.

• Friend-get-friend: 
– Participating families who persuaded two more 

families to sign up were entered into a draw to win a 
VIP trip to the London Marathon and meet their 
chosen Celebrity Family.



Promotion. 

• Offline: 
– PR.
– Radio sponsorship.
– Local and national press advertising.
– Bus and tram sides.
– Transvision screens.
– On-pack.
– In-store activity.



Results.

• Opportunities To See (generated by integrated 
campaign): 65,000,000+.

• Duration of consumer/brand dialogue between 
sign-up and Final Mile: 4 months. 

• No. of views of the Blazin’ Squad viral film: 
100,000 in 4 days. 

• Average click-through of Overlays: 36.1%.
• Average click-through from emails: 12%.



20,000 people up         
and active – in year one!
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