
Objective

San Miguel wanted to target ABC1 men aged 25-34 with an affinity to
"real" Spain. They also needed to generate product/brand awareness
and recognition, and associate the product with genuine Spain.  San
Miguel’s media agency had already planned a cinema campaign, but
also recognised that its key audience were also heavy internet users
with interests in film, travel, lifestyle and football.

Solution

Guardian Unlimited (GU) and San Miguel’s media agency presented 
a convincing case for using the internet and persuaded the client to
scale down their cinema activity. As the UK’s biggest quality 
newspaper website, GU proved that it was the ideal media partner for
a number of reasons. Its strong representation of the audience and
key editorial strengths which reflect the audience's interests. Also, its
reputation for producing creative, high quality, bespoke projects and
its ability to offer full tracking and invest in research. By using GU, San
Miguel could complement the cinema activity.

The project comprised:
● A bespoke microsite built for San Miguel 

(www.guardian.co.uk/microsite/tasteofspain) which focused on 
three core areas: football, travel and culture. It was live for four 
months and coincided with the cinema activity.

● The site launched with relevant editorial on the three core areas and
was regularly updated with fresh content. 

● Links to existing parts of GU which had relevant Spanish content 
(e.g. Continental Football).

● A regularly updated advertorial which gave users information about 
the beer and recommended bars which sold San Miguel.

● Competitions with Spanish themed prizes.

Promotion & PR

● The microsite was promoted via a variety of online co-branded ads 
on GU.

● A number of ad designs were created to reflect the updated copy 
and to promote the various competitions.

● Ad impressions were upweighted whenever updates were made to 
the site.

● GU's Events and Offers page was also used to promote the 
competitions, and text ads ran in GU's range of email services.

● The project was released by both GU and the client and generated 
multiple coverage in New Media Age, as well as in Grocery Trader 
and Sponsorship News.
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Result

The nature of the campaign allowed scope for tracking and 
accountability. Research showed that the microsite was very well
received by users, with 79% rating the site as good or excellent and
more than two thirds agreed that they learnt something new. The
research also showed excellent unprompted recall, with 72% recalling
San Miguel as sponsor of the microsite. It indicated a clear increase in
awareness of San Miguel as a Spanish beer and significant uplift in
terms of use and consideration of San Miguel.

“[The microsite] has been a great success and has enabled San
Miguel to effectively reach its target audience of 25-34 year old
ABC1 males within an interactive environment and has enabled
Guardian Unlimited to deliver an added value section that brings
to life the true "Taste of Spain". HP Bulmers have been very
happy with the association and the delivery of the site and San
Miguel will be considering such a venture within next year’s
media plans”

Jo Greenaway, San Miguel Brand Manager

Source: San Miguel GU Pop-Up Survey Wave 1 and Wave 2
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