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

D a n O c h w a t , on the So-Lo-Mo 
beat s ince 2011, served as an editor 
of Shopper Marketing for n ine years. 
Send c o m m e n t s and So-Lo-Mo 
news to so lomo@p2pi .org . 

Be Preparedish Videos 
H i m . h in t : S o u n d Ids* s o n w o n e y o u k n u w ? 

SOCIAL 
Bab i es " R " Us has l aunched a c a m p a i g n ca l led "Be 
Prepared-ish" t ha t embraces t h e faul ts and cha l ­
lenges o f n e w parents , w h i l e a i m i n g t h a t cheeki-
ness at M i l l enn ia l m o m s . The retai ler ushered in t he 
c a m p a i g n w i t h d ig i t a l ads on social channels a n d 
p a r e n t i n g sites, social med ia c o n t e n t w i t h m o r e t h a n 
20 i n f l u e n c e s , a SnapChat f i l ter and d ig i ta l v i deo . 
The retai ler is also ask ing parents t o share o n the i r 
social channe l o f choice a p a r e n t i n g s tory or t i p w i t h t h e 
#iwasntpreparedfor hash tag .The posts w i l l be a d d e d t o a 
page d e d i c a t e d t o t h e c a m p a i g n o n t he retai ler 's webs i t e . 
There is also a sweepstakes a r o u n d t h e hashtag and posts . 
The c a m p a i g n is s t a r t i ng in t h e d ig i t a l space b u t is expec t ­
ed t o b e c o m e a fu l l-on r eb rand fo r Babies "R" Us. A r eb rand 
pa r t y was he ld in New York fo r t he n e w c a m p a i g n created 
w i t h its agency BBDO, New York. 

"WE STUDIED ALL THE 
PRODUCT LITERATURE 
ON 43 STROLLERS..." 

KET, D IAPER C BLANKET , D IAPER C R E A M . HAND-
SANfTIZER, BIBS. MITTENS, SWEATER , 
HAT, EXTRA BLANKET, B A B Y U M B R E L L A , 
RAINCOAT. STROLLER COVER , BATTERY-
POWERED FAN, WATER.„7 
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â r -A - J&M 

1 f l W a s n t P r e p a r e d F o r J'^» ï~ 1 
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Adidas Woman's 
Sahnas Long Tighrts... 

U n d « Armour 
Womort-s f jnrart le Li 

NU» women's 
Sportswear Crop tr. 

Footwear retai ler F in i sh L ine execu ted a t a r g e t e d , d y n a m i c 
ad c a m p a i g n o n Facebook t o find n e w buyers a n d saw a re­
t u r n o n ad spend u p t o 10 t imes g r e a t e r t h a n prev ious d i g i ­
ta l p r o s p e c t i n g campa igns . The c a m p a i g n saw sales l i f t g r o w 
49 t imes , t o o , a level t h a t is usual ly m e t t h r o u g h a re ta rge t ­
ing c a m p a i g n vs. a n e w cus tomer c a m p a i g n , accord ing t o 
S t i t cherAds Aus t in , Texas. St i tcherAds ran t he c a m p a i g n by 
leve rag ing Facebook's n e w b r o a d aud ience t a r g e t i n g capa ­
bi l i t ies and Facebook's data . It was able t o t a rge t aud iences 
t h a t hadn ' t p rev ious ly e n g a g e d w i t h Finish Line b u t s eemed 
m o s t l ikely t o buy. The ads we re a u t o m a t e d . 

WE BEL IEVE YOU R LIPS CAN BE 
BOLD IN MORE WAYS THAN ONE 

J O I N U S O N 

N A T I O N A L L I P S T I C K D A Y 
(SATURDAY, JULY ZBTH) 

A N D C E L E B R A T E T H E L A U N C H O F 

T H E N E W C O L O U R R I C H E M A T T E 

L I P S T I C K C O L L E C T I O N B Y S H A R I N G A 

P H O T O O N S O C I A L M E D I A W E A R I N G 

A B O L D L I P S H A D E A C C O M P A N I E D B Y 

Y O U R O W N B O L D W O R O S 
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July 29 was Nat iona l L ipst ick 
Day, and L 'Oreal USA's L'Oreal 
Paris b r a n d t o o k advan tage w i t h 
a #ReadMyLips social c a m p a i g n 
t h a t asked fans t o share p h o t o s o f 
themse lves in " b o l d " l ipst ick colors 
and f o l l o w t h a t u p w i t h a " b o l d " 
message t o share w i t h f r i ends . 
Posts f r o m consumers cou ld be 
seen o n Twi t ter , Facebook, Pinter-
est and wha t e ve r social space 
t h e y chose. L'Oreal pos t ed ads t o 
inspire consumer shar ing and used 
t h e #ReadMyLips, #LOrealMakeup 
and #LOrealParis hashtags. The 
c a m p a i g n p r o m o t e d t h e L'Oreal 
Paris Co lour Riche m a t t e l ipst ick. 
Consumers shared images o f the i r 
f avor i t e l ipst icks, and t he i r w o r d s 
r anged f r o m s h o u t i n g o u t fo r a 
cause t h e y s u p p o r t t o shar ing 
m o t i v a t i o n a l wo rds . 

Anse l l Ltd. 's Skyn c o n d o m b rand has a social , d i g i t a l 
and ou t-o f-home e f fo r t t i t l e d "Places o f I n t imacy " r u n n i n g 
in t h e Un i t ed States a n d g loba l l y in Brazil, France, Po land, 
Italy a n d Austra l ia . The e f f o r t is head l i ned by a contes t t h a t sends 
t w o w i n n i n g coup les f r o m each c o u n t r y o n a roman t i c ge t away 
for 11 n igh ts t o var ious des t ina t ions t h a t t h e y w i l l r ev iew fo r 
Skyn .com - in e f fec t b e c o m i n g trave l wr i te rs a n d c o n t e n t p r o v i d ­
ers f o r t h e b r a n d . Couples en te r t he p r o m o t i o n at Skyn .com, w h e r e 
t h e y fill o u t an o n l i n e i n t imacy assessment o f the i r r e l a t ionsh ip , and 
if t h e y score above a 6 0 % c o m p a t i b i l i t y rate, t h e y w i l l be cons ide red 
a finalist. A to ta l o f 15 finalists w i l l enter an i n t e r v i ew p o r t i o n o f t h e 
con tes t be fo re be i ng se lec ted . A su l t ry spo t o n YouTube s u p p o r t s 
t h e c a m p a i g n . 

mailto:solomo@p2pi.org
http://Skyn.com
http://Skyn.com
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LOCAL 
The Wall Street Journal r e p o r t e d t h a t Wa lmar t 
in 2012 f i l ed f o r a p a t e n t t o use facial r e c o g n i ­
t i o n t e c h n o l o g y in stores and checkou t l ines t h a t 
reads a shopper ' s express ion t o g a u g e w h e t h e r she's 
h a p p y or no t . If she appears unhappy , a store e m p l o y e e 
is a le r ted in real t i m e t o c o m e to t h e register t o he lp . For 
examp l e , if s o m e o n e in l ine looks u n h a p p y by w a i t i n g t o o 
l o n g o r stressing over a se l f-checkout mach ine , t h e facial 
r e c o g n i t i o n t o o l can send fo r he lp r i gh t away t o n ip t h a t 
u n h a p p y s h o p p e r in t h e b u d . The r e p o r t says t h e t o o l 
c o u l d he lp Wa lmar t run a m o r e e f f i c ient store, a l e r t i ng 
staff a n d essential ly e l i m i n a t i n g any excess staff. 

acxi«t-m 

4NFCi 
Marketers us ing A c x i o m ' s \ 
InfoBase consumer data- / 
, i . i I E x p a n d i n g \ 

base and its Ab i l i t ec iden- I t o M e x i c o . J 
t i t y r eso lu t ion p r o d u c t s 
in t h e Un i t ed States can 
n o w use t h e too l s t o t a r g e t 
a n d engage 78 m i l l i on u n i q u e i n d i v i d u ­
als in Mex ico , a c co rd ing t o t h e Conway, 
Arkansas-based company . InfoBase fo r 
Mex i co culls local marke t data sources t o 
d e v e l o p t h i r d - p a r t y data sets t h a t inc lude 
d e m o g r a p h i c i n f o r m a t i o n and geo-statis-
t ica l data such as a consumer ' s age, a f f l u ­
ence, e d u c a t i o n a n d behav io ra l i n f o r m a ­
t i o n . The p r o g r a m also expands Acx iom's 
pa r t ne r sh ip w i t h 4 INFO, San Mateo , 
Cal i fornia, w h i c h manages a mobi le- f i r s t , 
cross-screen p l a t f o r m to t a rge t c o n s u m ­
ers w i t h m o b i l e ads and c o n t e n t . The 
t w o compan ies are e x p e c t e d t o e x p a n d 
f u r t h e r t h r o u g h o u t Lat in Amer i ca . 
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MOBILE 
Shopk ick , R e d w o o d City, 
Cal i fornia , is n o w r e w a r d i n g 
users fo r s h o p p i n g on l i ne w i t h 
its m o b i l e app , w h i c h doles o u t "k i cks " t o 
be used for g i f t cards. In a d d i t i o n t o ea rn ­
ing kicks jus t for w a l k i n g i n to a physical 
s tore or i n t e r a c t i ng at t h e shelf, Shopk ick 
i n t r o d u c e d th r ee ways t o in te rac t w i t h 
on l i ne sites t h r o u g h t he a p p t o earn kicks. 
First, a user can s imp l y visit an on l i ne 
store or a p p via Shopk ick ; second , a user 
can earn kicks by v i e w i n g an o f fe r on l i ne ; 
and t h i r d , a user earns kicks by b u y i n g a 
p r o d u c t t h r o u g h t h e on l i ne par tner . So 
far, e-commerce par tners inc lude Boxed, 
G r o u p o n and eBay. Shopk ick says in a 
press release t h a t a beta test o f t h e m o b i l e 
s h o p p i n g features t r i g g e r e d near ly 8 0 % 
of users v i s i t ing m o b i l e retai lers t o ge t 
kicks, and 7 8 % i n t e n d e d t o use t he a p p 
m o r e d u r i n g d o w n t i m e t o search on l i ne 
pa r tne rs . 
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Ibot ta , Denver, b o o s t e d its list o f 
m o b i l e pa r tners w i t h i n its m o b i l e 
marke tp lace t o m o r e t h a n 20. The 
marke tp lace l aunched last year w h e n 
Ibo t ta t e a m e d w i t h But ton , N e w 
York, a m o b i l e s h o p p i n g p l a t f o r m , 
t o g ive users w i t h i n t h e Ibo t ta app a 
chance t o b u y and earn rewards by 
v i s i t ing a va r i e t y o f m o b i l e c o m m e r c e 
compan ies . N e w add i t i ons inc lude 
Book ing . com, 1-800-Flowers.com and 

eBags.com - j o i n i n g par tners such 
as Boxed, Drizly, eBay, G r o u p o n , 

Hote l s . com, M in iba r and Jet. 
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m tffci n v x t e to* taco** Taku Lyft 
to p a r t i c i p a i o g Tato 8 e ' l 

kfcatmnt fot a f r m DLT w f i r p 
you P M i u n t » n d o m TACO Moda 

Taco Bel l has p a r t n e r e d w i t h Lyft t o unve i l and test "Taco M o d e , " a Lyft in-app f ea tu re t h a t 
b r ings r iders t o a Taco Bell f o r the i r l a te-n ight crav ings. The r iders ge t p i cked u p in a car de c o r a t ed w i t h 
Taco Bell imagery , receive a f ree Dor i tos Locos t aco and g e t t he i r hands o n f ree swag . The QSR t es ted th is 
i nnova t i ve idea in late July and early A u g u s t b e t w e e n 9 p.m. a n d 2 a.m. in O range County , Cal i fornia. A 
larger r o l l ou t is e x p e c t e d in 2018. A na t iona l c o n s u m e r s t udy by LRW a n d Lyft in June 2017 s h o w e d M i l l e n ­
n i a l lead t he w a y in rides w i t h t he r ideshar ing app , and one in f o u r use it m u l t i p l e t imes a m o n t h . 

http://Booking.com
http://eBags.com
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