
Case Study

Energizer Ultimate Lithium
It‘s what‘s inside that counts.

Juni 2009



Copyright medienwesen Kommunikation 2009 - 2010

Case

• Communicate: Energizer Ultimate Lithium Battery is the ‘must 
have’ battery for digital and high drain devices

• Deliver: key messages regarding the consumer benefits of using 
Ultimate Lithium 

• Raise: the profile of Energizer and generate high quality editorial 
coverage across appropriate media channels

• Drive: traffic to the Energizer website: www.energizer.co.uk
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Market: 
Decreasing 
interest
in batteries.

Competitors: 
Intensive.

Communication: 
Everybody tells the same 
story.

Consumer: 
More difficult to 
catch.
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Who  is  E ne rg ize r's  
a udie nc e . 

Gadget Lovers

Christmas Shoppers

New Consumers
Journalists
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Four target groups vs one battery

...to  m a ke  it  s ho rt .

U lt im a te  L ithium  B a tte ry
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The Idea

•Optional locations: Leicester Square, Covent Garden, Hyde Park...

•Time: 2 days in mid November

•Design: Big pop-up tent (ca. 8 x 8 m), wrapped up like a Christmas gift; Colored in 
blue and silver with only the entrance and the illuminated strapline „It‘s what‘s inside 
that counts.“

•Tonality: Inviting, ambient, sophisticated, exciting, thrilling

•Wow effect: Located right in the centre of London without any teasering what this is 
all about. People shall be driven into the cube by the invitation „It‘s what‘s inside that 
counts“. This creates a curiousity, which leads to an intensive brand experience within 
the cube itself. Just like the Energizer Ultimate Lithium works.
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Key Performance Indicators
• Number of comments and followers online

– Twitter: 10.000 followers across UK
– Facebook: estimated 600 fans

• Unique visitors on micropage 
– 20.000 UVs / month during campaign period

• Number of people who are attending to the event
– min. 5,000 people

• Participants in the competitions
– ca. 1,000 participants

• Quality and quantity of press articles
– 6 to 10 qualitative publications before and after November
– up tp 12 qualitative publications (print / online) in November

• Number of journalists attending to the press event
– 20 journalist

• Number of sales
– increases by 6% during the Christmas period
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Kontakt

medienwesen Kommunikation
www.medienwesen.de
dialog@medienwesen.de

Beachten Sie bitte unser Impressum und unsere Datenschutzvereinbarungen unter
> http://www.medienwesen.de/impressum
> http://www.medienwesen.de/impressum/datenschutz


