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Reaching our Consumers: New Media
Keith Weed: Chief Marketing and Communications Officer
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Twin peaks: digitization & globalization



1.2bn+

People on 

Social networks

830 million active 

Facebook users

3bn+

Views a day 

on Youtube

5bn+

Mobile phones

More than have 

toothbrushes or 

toilets. 

Internet users in 

2010
Internet users in 

2000

Internet users worldwide in 2000 vs 2010

2,054 M

361 M

Data source: internet World Stats

The Numbers are Staggering….

Lady Gaga has 

400MM+ views on 

Youtube



Entire Industries Upended….



Disrupted Government and Politics…

• Videos were viewed 10x more than Hillarys

• Raised more money online with individual donors than 
corporation

• Won the Presidency

“ We used facebook to schedule the protests, twitter to 

coordinate them and youtube to show the world” 

– Wael Ghonim, Egyptian Internet Activist & Google Employee



An Altered Family Dynamic

Then Now



Internet users by region, 2000 vs 2010

Asia
825.1 M

114.3 M

Europe

North America

Latin America/ 

Caribbean

Africa

Middle East

Oceania/

Australia

475.1 M

105.1 M

266.2 M

108.1 M

204.7 M

18.1 M

110.9 M

4.5 M

3.3 M

63.2 M

21.3 M

7.6 M

Internet users in 2010

Internet users in 2000Data source: internet World Stats



RANK COUNTRY 07-10 

INTERNET 

USER 

ADDITIONS 

(MMs)

2010 

INTERNET 

USERS 

(MMs)

Y/Y 

GROWTH

POPULATION 

PENETRATION

1 China 246 459 20% 34%

2 India 42 88 43 8

3 Nigeria 35 45 2 28

4 Russia 25 60 0 42

5 Iran 24 37 31 49

6 USA 22 244 2 79

7 Brazil 21 79 4 41

8 Philippines 18 23 292 25

9 Mexico 13 35 24 31

10 Pakistan 12 29 43 17

Top 10 World 457 1,099 16% 29%

693 2,054 13% 30%

China has added more users in the last 3 years than the US
has users



E-Commerce in China…



Developing economies account for 7 of the top 10 mobile 
markets 

RANK MARKET SUBSCRIBERS

(MM’S)

1 China 812.5

2 India 692.8

3 USA 296.1

4 Russia 219.6

5 Indonesia 197

6 Brazil 191.1

7 Vietnam 123.9

8 Japan 115.4

9 Germany 108.5

10 Pakistan 100.9



87% of Indonesian Internet users are on Facebook –
Indonesia, India, Philippines are all in Facebook’s Top 10 markets globally 



WHERE 

WE WERE



DOVE EVOLUTION

FIRST DIGITAL WINNER

CANNES GRAND LION

2005/06

To some extent Unilever has been leading…

2007/08

ADVERTISER OF THE 

YEAR

2009/10



• Leadership

• A Company Digital Strategy

• Institutionalized across brands/markets

• Innovative assets created globally & customized locally

• Robust technology platforms

• Invest appropriately

• Align agencies 

• Build capability/skills

Significant opportunity to accelerate competitive 
advantage



WHAT WE

HAVE DONE



Executives ‘top to top’ to Silicon Valley



16

Live the space



Living the space:



Evolve to an 

engagement based 

communications 

model shifting from 

Paid to a Paid, 

Owned 

and Earned approach

1. POEM

PAID

OWNED

EARNED

Unilever Digital Roadmap
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• Invest in Owned & Earned

• Created digital roster:

Evolve to an 

engagement based 

communications 

model shifting from 

Paid to a Paid, 

Owned 

and Earned approach

1. POEM

PAID

OWNED

EARNED

ACTIONS

Unilever Digital Roadmap



2. KEY PLATFORMS

Integrate digital 

into how we go to 

market with a focus 

on mobile, social, 

video, search, gaming 

and ecommerce

• Global partnerships:

€

• Increased Spending

Unilever Digital Roadmap

• Created Global Media Innovation Team

ACTIONS



Dove Facebook: Where We Were
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US Dove page



India Dove page



Brazil Dove page



E-Commerce
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http://lynx.where-to-buy.co/widgets/partnerbar/africas150ml
http://lynx.where-to-buy.co/widgets/partnerbar/africas150ml


ACTIONS

Exploit the digital 

medium to enhance 

consumer insight, 

tracking, analytics, 

optimization and 

overall ROI

3. MEASUREMENT

Unilever Digital Roadmap



What We Get With These Tools

Track share of conversations

Listen to conversations

Calculate sentiment of conversations

Analyze words associated with brands

Indentify top influencers

Engage with consumers



Measuring Digital ROI, and taking learnings

I Can’t Believe It’s Not Butter

• Recipes and 

game

• ROI: 3.58

Bertolli Frozen

• Display 

advertising & 

Online video

• ROI: 3.33

Starbucks Ice Cream

• Facebook social 

advertising

• ROI: 2.69

Ragu

• Video pre-rolls & 

Facebook 

advertising

• ROI: 3.15



4. TECHNOLOGY 

PLATFORMS

Leverage the digital 

space to build 

consumer centric 

technology platforms 

across brands & 

categories and scale 

regionally/globally

ACTIONS

Unilever Digital Roadmap



€

Faster Cheaper Better Security Harness Data

Benefits Of A Technology Platform



5. ORGANIZATIONAL 

READINESS

• Digital Advisory Board

• Clarified roles & responsibilities

• White Papers

Accelerate the digital 

readiness of the 

organization, with 

focus on structure, 

roles and capabilities

ACTIONS

Unilever Digital Roadmap



# OF SYSYMOS LICENCES

DIGITAL SPENDING 

(DOUBLED IN LAST

TWO YEARS)

# OF MARKETERS

FORMALLY TRAINED BY 

DTA

GLOBAL MEDIA 

PARTNERSHIPS

BRANDS ON 

TECHNOLOGY PLATFORM

2000+

5

60%
BRANDS WITH 

GLOBAL FACEBOOK 

PAGES

BRANDS WITH 

FACEBOOK PAGES OF

OVER A MILLION FANS

BRANDS USING A DIGITAL 

AGENCY FROM OUR 

ROSTER

100%

5 13%

MARKETS WITH MEDIA 

LABS 

875%

38

DIGITAL SCORECARDS



In Summary


