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SO LO MO Central 
A roundup oí social, local and mobile marketing activity at retail 

Dan Ochwat, on the So-Lo-Mo beat 
since 2011, served as an editor of Shopper 
Marketing for nine years. Send comments 
and So-Lo-Mo news to solomo@p2pi.org. 

SOCIAL 
Leverag ing its Pine-Sol b r a n d . T h e C lo rox Co . m o v e d away f r o m s te reo typ i ca l 
images o f a h o m e m a k e r - t yp i c a l l y a m o m d o i n g h o u s e w o r k - and instead ce l ­
eb r a t ed b l e n d e d fami l ies w i t h s tep parents , s ingle dads, kids raised by g r a n d ­
parents a n d m o r e . Pine-Sol's "Makers o f H o m e " social c a m p a i g n is housed o n a 
PineSol .com micros i te w h e r e stories o f m o d e r n fami l ies are f e a t u r e d in v ideos . 
Pine-Sol asked consumers t o pos t stories a b o u t the i r o w n m o d e r n fami l ies o n 
social n e t w o r k s us ing t h e tfmakersofhome hashtag . Pine-Sol is a w a r d i n g 150 n e w 
a d o p t i v e fami l ies w i t h care packages t h a t inc lude c l ean ing p r o d u c t s and g i f t 
cards, a n d t he b r and d o n a t e d $50,000 t o Toge the r We Rise, a n o n p r o f i t o rgan iza ­
t i o n h e l p i n g kids in foster care. Add i t i ona l l y , Pine-Sol s taged a Tw i t t e r pa r t y and 
sweepstakes in pa r t ne r sh ip w i t h WeAI IGrowLat ina .com. 

. Pine-Sol's social campaign. 

... instagram Stones. 

I n s t ag ram has ro l l ed o u t enhanced features t o its Ins tagram Stories t o o l , w h i c h 
lets users n o t j u s t post one p h o t o o n Ins tagram b u t post a "story, " or a slide-
s h o w o f p h o t o s t h a t h i g h l i g h t a day o r m a y b e a t r i p y o u w e n t o n . Snapchat does 
th is t o o . Ins tagram Stories can also l ink t o a webs i t e ou t s ide t h e a p p for m o r e 
i n f o r m a t i o n - a "See M o r e " l ink. So a b r a n d accoun t like Coca-Cola, f o r examp le , 
can inc lude a "See M o r e " l ink w i t h i n a s tory it p o s t e d t h a t sends a consumer t o a 
b rand page . O the r features inc lude an easier w a y t o create a " B o o m e r a n g " v ideo , 
w h i c h is a series o f p h o t o s co l l e c ted a n d r eco rded as a m i n i v ideo , k i nd o f like a 
gif . B o o m e r a n g is n o w an o p t i o n unde r t h e record b u t t o n w h e n g e t t i n g ready t o 
snap a pic . A coo l fea ture is t h e " M e n t i o n s " t o o l t h a t enables a user t o m e n t i o n 
s o m e o n e in a p h o t o . It's k i n d o f like Tw i t t e r in t h a t y o u a d d t h e "@" s y m b o l and 
t h e n t he i r Ins tagram hand le , b u t w h e n v i e w i n g t h e story, a b u b b l e pops u p over 
t h e a d d e d hand le n a m e so v iewers can cl ick and be sent t o t h a t pro f i l e . Ou ts ide 
o f "Stories," I ns tagram has also e n a b l e d users t o send d i r e c t p r i va te p h o t o s a n d 
v ideos t h a t w i l l d isappear . 

Ve>j>Vtfcrtd % « n L l w l 
•jrpriM! 

B roaden ing t h e use o f its lenses, S n a p c h a t 
i n t r o d u c e d W o r l d Lenses, a fea ture t h a t e n ­
ables users t o n o t on l y decora te selfies b u t 
t h e e n v i r o n m e n t s u r r o u n d i n g t h e person 
in t h e p h o t o . For examp l e , t h e lenses can 
make it l ook like it's s n o w i n g or add a c l o u d 
w i t h a r a i n b o w ove rhead . The W o r l d Lenses 
are in terac t i ve in t h a t w h e n users take v i d ­
eos o f the i r e n v i r o n m e n t , such as m o v i n g 
t h e camera across t h e sky, m u l t i p l e images 
can be over layed . So, there 's a b i t m o r e 
a u g m e n t e d rea l i ty at w o r k . The n e w lenses 
also w o r k w i t h i n Snapchat 's n e w camera-
enab l ed sunglasses ca l led Spectacles. The 
$130 sunglasses are techn ica l l y f r o m Snap­
chat sister c o m p a n y Snap Inc. - m o r e o f a 

ha rdware and camera c o m p a n y - a n d t he glasses are e q u i p p e d w i t h a camera 
ins ide t h a t can take p ic tures or 10-second v ideos . But, it's n o t a wearab le smar t 
t e c h n o l o g y . As of t h e fal l , t h e glasses we ren ' t released yet , except in a v e n d i n g 
mach ine s p o t t e d in Venice Beach, Cal i fornia. The mach ine is r e p o r t e d l y g o i n g 
t o b ig cities i n c l u d i n g New York a n d Los Ange les soon . 

Coverc ra f t , maker o f p ro t e c t i v e car covers, g o t act ive social ly w i t h a s w e e p ­
stakes t h a t a w a r d e d prizes like free car covers t h a t t h e y call "caps" t o c o n ­
sumers w h o p o s t e d p h o t o s o f t he i r cars w i t h t h e hashtag #ThatsMyBaby. The 
sweepstakes ran o n Facebook and Ins tagram. TFI Env i s ion Inc., No rwa lk , 
Connec t i cu t , d e v e l o p e d t h e c a m p a i g n , c rea t ing e i gh t d i f f e r en t social posts 
w i t h beau t i f u l cars par t ia l l y covered by t he caps. Also d ig i t a l ads purchased 
fo r Facebook and Ins tagram we re p laced i n to t a r g e t e d news feeds. The ads 
l o o p e d v i d e o s h o w i n g h o w easy it was t o p u t o n a n d pu l l o f f t h e covers. 
Separate f r o m t h e 
p h o t o contes t , a 
micros i te housed 
a sweepstakes f o r 
a f ree car cover. 
The ads d i r e c t ed 
consumers t o t h e 
mic ros i te t o enter, 
or t h e y c o u l d f i l l 
o u t a t ea rpad f o r m 
in stores. The e f fo r t 
ran f r o m A u g u s t 
t h r o u g h O c t o b e r 
and ga rne red m o r e 
t h a n 10 m i l l i on 
impress ions and an 
average c l ick-thru 
rate o f 2 . 7 % . 

ENTER FOR A CHANCETOWINI 

CUSTOM CAR COVER 
S W E E P S T A K E S car cap sweeps. 

COVERCRAFT. 
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S 0 - L 0 - M 0 SPOTLIGHT 
M o b i l e loca t ion ad n e t w o r k x A d , N e w York, a cqu i r ed its f i rst c o n s u m e r a p p in 
W e a t h e r b u g , a w e a t h e r a p p f r o m Ea r th Ne tworks , G e r m a n t o w n , M a r y l a n d . The 
deal gives x A d deepe r data sets t o he lp t h e m p red i c t pa t te rns a n d t r ends fo r mar ­
keters us ing t h e n e t w o r k f o r t a r g e t e d ads o n m o b i l e phones and inside apps . The 
deal also i m m e d i a t e l y expands xAds reach t o 50 m i l l i on users. 

Real-Time Forecasts 

. targeted ads. 

Fu tu reP roo f Retai l (FPR), New York, a n n o u n c e d a new m o b i l e service fo r grocers 
tha t skips t h e p a p e r t i c k e t at the coun te r and enables shoppers t o o rde r w i t h a m o ­
bi le self-scanner t h a t d ig i t izes t he counte r exper ience . The fea ture can be used in 
cafes, QSRs a n d f o o d t rucks , t o o . The coun te r service is par t o f t he Mob i l e Checkout 
a p p f r o m FPR, a wh i te- labe led a p p f o r retai lers. Shoppers o rder o f f a d ig i t a l m e n u 
and , w h e n t he o rde r is ready, receive a t e x t message or p h o n e call t e l l i ng t h e m to 
head t o t he counte r fo r p i ckup . They can pay t h r o u g h t he a p p or t h r o u g h a no rma l 
checkout . Outs ide o f t he phone , a kiosk is also avai lable at t h e coun te r t o o rder 
and ge t a t e x t or call for p i ckup . The idea is t ha t shoppers can shop t h e store wh i l e 
w a i t i n g fo r t h a t de l i o rder t o be f in i shed . Cal i fornia Fresh Market and its store in San 
Luis Obispo, Cal i fornia, is t h e f irst g rocer t o use t he f u n c t i o n tha t also offers a t o t a l 
sel f-checkout exper ience . Shoppers scan bar codes t h r o u g h the Ca l i fo rn ia F resh 
Marke t a p p by FPR, access coupons a n d t h e n check o u t by scann ing a QR code o n 
t he p h o n e tha t pays via c red i t card or A p p l e Pay. 

... new mobile 
service. 

Walgreens Deploys 
Influencers to Tout 
Its App's Capabilities 
By Dan Ochwat 
D e e r f i e l d , I I I . —Walgreens runs more than 2 5 influencer marketing cam­
paigns a year to support retail or vendor initiatives. For two months begin­
ning i n July 2 0 1 6 , the drug chain launched a very successful campaign called 
#MyWalgreensApp to amplify the ease of use of its mobile app. The campaign 
drove a 2 5 % lift i n new downloads of the app and generated more than 2 2 2 
mil l ion impressions. "Put differently, to buy premium digital display ads de­
livering equivalent impressions, it would have cost more than $ 2 , 3 0 0 , 0 0 0 , " 

says Calvin Peters, public relations and digital communications manager, 
Walgreens Boots Alliance. 

Walgreens leverages its network of "VIP influencers," and for this particular 
program selected key influencers to "brainstorm content angles" that sup­
ported the brand strategy but also ensured that the influencers could stay true 
to their own personal stories, Peters says. "Danielle Gray [and her The Style & 
Beauty Doctor" blog], for example, was travelling to Stockholm this summer 
and spoke to the ease of printing photos directly from her phone for pick up 
at her local Walgreens before she landed back i n the States." 

The campaign strategy focused on three key efficiencies of the Walgreens 
mobile app: couponing, managing and pr int ing photos, and using mobile 
pay. The chosen influencers told stories on their blogs w i t h photos and some­
times videos that reflected their experiences w i t h the app. I n addition, they 
and Walgreens itself posted content on Facebook, Instagram and Twitter. 
Also supporting the effort was user-generated editorial content i n more than 
1 , 0 0 0 hyper-local digital and print news outlets including The Sacramento 
Bee, South Florida Times and Tennessee Tribune. Lastly, VIP influencers who 
weren't selected to create content were used to share some of the most engag­
ing content via their social accounts, and there was social ad boosting from 
influencer channels. 

The influencers i n the campaign shared relevant and timely examples of 
how the Walgreens mobile app freed up valuable time i n the summer, kept 
them stocked up and organized for summer vacations and saved them money 
when back-to-school shopping, Peters says. 

Among the specific app functions touted were the "refill by scan" feature 
that helps shoppers re f i l l 
prescriptions by scanning 
a bar code on the medicine 
bottle to automatically send 
a refill to the store; Quick-
P r i n t s p h o t o bus iness , 
w h i c h enables shoppers 
to send pictures stored on 
their phones or social sites 
like Instagram to a store for 
p r i n t i n g w i t h i n an hour ; 
and paperless coupons that 
are selected w i t h i n the app 
and added to the user's loy­
alty account for redemption 
at checkout. 
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MOBILE 
The Snapstar rewards a p p has c o m e 
t o m a r k e t f r o m Ou rCa r t , Bos ton . 
The a p p leverages rece ipt-scanning 
t e c h n o l o g y t o reward shoppers b u t 
au tomat i c a l l y ext rac ts , in te rpre ts a n d 
maps o u t t h e brands t h a t t h e shoppe r 
purchased t o g ive qu i ck and d i r e c t 
s h o p p e r data t o t h e b r and , accord ing 
t o t h e company . The a p p is in beta for 
A n d r o i d users on ly . Shoppers us ing 
t h e a p p earn cash back o n purchases 
a n d can w i n prizes. The OurCar t app , 
d i f f e r en t f r o m Snapstar, recent ly w o n 
a "PepsiCo Ins ight Cha l l enge " f o r its 
receipt-based loya l t y ab i l i ty . . rewards app and data. 

Irish retai ler P r imark ro l l ed o u t a 
ho l i day- themed and b r a n d e d e m o j i 
k eyboa rd f o r its shoppe r s t o en joy d u r ­
ing t h e season. The images i n c l u d e d 
a n i m a t e d gifs o f spark l ing Chr is tmas 
trees, g l i t t e r y pa r t y dresses, o t h e r 
iconic Chr is tmas imagery , a Pr imark 
g roce ry bag s tocked w i t h ho l iday 
good i e s , and a Chr is tmas sweater, 
f o r examp le . The Pr imark keyboa rd is 
d o w n l o a d a b l e t h r o u g h t h e a p p stores 
o n A p p l e or A n d r o i d devices. S n a p s 
Med i a Inc., N e w York, c reated t he 
keyboa rd f o r Pr imark. Snaps has d o n e 
keyboards fo r many brands a n d re ta i l ­
ers i n c l u d i n g Starbucks, Bud L ight , 
Puma, Coca-Cola, Pepsi and Macy's. 

Hey Oliv what's your favourite 
•tara fot roaday shofjfang? 
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... omnichannel experience. 

A i m i n g f o r an o m n i c h a n n e l exper i ence 
t h a t b r idges its webs i t e , m o b i l e app , 
in-store exper i ence and loya l ty at t h e 
register, T h e Cof fee Bean & Tea Lea f 
l aunched an e n h a n c e d m o b i l e app f o r 
its guests . The Coffee Bean Rewards a p p 
n o w enables users t o pay at t h e register 
by scann ing t h e p h o n e and w i l l g ive us­
ers a persona l i zed list o f offers based o n 
the i r d r i n k h is tory . In t h e w o r k s fo r t h e 
a p p are features i n c l u d i n g m o b i l e o rde r ­
i n g , a way t o g i ve t o char i t ies t h r o u g h 
t h e app , and a m o r e e n g a g i n g way t o 
in tegra te w i t h social n e t w o r k s , a c co rd ing 
t o t h e retai ler 's m o b i l e agency, Hathway, 
based in San Luis Ob i spo , Ca l i forn ia . 


