FMCG: Delivering connections
that count in a disruptive
landscape

Disruption is challenging the FMCG value model. The levers that
have made brands successful over the last decade threaten to
limit future growth in the next. The looming data and regulatory
updates coupled with the evolving media ecosystem are narrowing
traditional routes to customers and creating a challenging
environment.
So, what are the new levers for successful brand marketing and
what approaches to advertising and media can help make those
everyday connections count for brands? Here we focus on three
key areas for FMCG marketers – HFSS regulations, consumer
experiences and the changing consumer journey – and engage with
the wider FMCG marketing community to understand the impact of
these changes and what it means for the future of brands and the
sector.
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HFSS regulations, the
structure of brands,
their product portfolios
and opportunities for
relevance at scale
“This will fundamentally change the
structure of many brands in this sector.”
On Tuesday 11th May, it was confirmed that the
UK government plans to press ahead with an
advertising ban for food and drink high in fat,
sugar and salt (HFSS). It is a complete online ban
and before the 9pm watershed on TV.
The news was disclosed in a briefing document
published to accompany the Queen’s speech,
which also said that the government will restrict
promotions on HFSS in retailers from April 2022.
The advertising industry reacted with anger with
Advertising Association chief executive Stephen
Woodford commenting: “We are dismayed at
the government’s decision. The government’s
own evidence shows that such measures will be
ineffective in tackling obesity. The country needs
balanced, consistent and well-evidenced policy
interventions that will make a positive difference.
The 9pm watershed and online ban will not reduce
obesity levels, but will damage business and
innovation and put jobs at risk.”
So, what does this mean for FMCG advertisers
and brands? We recently engaged with a range of
marketers across the sector to understand their
thoughts and feelings towards the changes. Here’s
what they had to say:

“All of the HFSS legislation – and not just
the advertising side – will fundamentally
change the structure of many businesses
in this sector. Changes will need to be
made to product portfolios over the
next 10 years or so, which will impact
on how manufacturing is set up and how
the brands themselves are structured in
terms of people and processes.

It will have an effect on every single
brand touchpoint. And for many brands
it is viewed as the single biggest factor
that will impact the future of their
organisation.
“With the ongoing narrative around HFSS
food and drinks it will also affect how
consumers think about brands in the
medium to long-term. And this consumer
sentiment will be central to the approach
that must be taken in the next five to 10
years.”
Brands of course will already have plans to
respond to HFSS and how they will evolve their
communications. So, what does this look like
across the entire product portfolio?

“There are certainly exciting
opportunities that exist around OOH,
DOOH and radio that can still drive
penetration and be relevant at the right
moments. The challenge however is how
to replace the ability of digital channels
to drive relevance at scale. Eliminating
this means that advertisers won’t be able
to support their breadth of their portfolio
as they have done previously. Those
smaller parts of the product portfolio
still have a significant revenue impact,
which will likely cause brands serious
challenges moving forward in terms of
both advertising and the scale of their
product portfolio.”
Figures from September 2020, after the plans
were first unveiled as part of the Government’s
obesity strategy in July, suggest that this could
cost the industry up to £3billion.
And it isn’t just the advertisers themselves that
will face a significant hit. Experts have also warned
of the financial impact the restrictions are likely to
have on media owners too. Specifically, ITV’s latest
annual report said it could suffer an estimated 4%
decline in ad sales from 2023. This is equivalent to
about £65million a year.
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The changing consumer
and the shift to
experiences
“Now it’s much easier to take that
experience to a whole new level of
people.”
Today, people don’t just consume media, they
experience it. Specifically, 50% of consumers say
that social media has allowed them to interact
more and deepen their relationship with brands,
whilst 38% are open to brands participating in
their online communities.
In fact, people live in media. They shop, work,
relax, entertain and manage their health
there. The consequence of this is that media
is now something people experience, not
simply infrastructure to deliver ads. These rich
experiences set the expectation for how users
want brands to show up and behave in their lives.
This is fundamental for today’s consumer.
So, what does this mean for FMCG marketers? Is
it time to do away with the current rules based
approach to media planning that focuses on
reach, frequency and share of voice? Whilst this is
essential to achieve effective scaled advertising
planning, does it miss the opportunity for
disruption across digital, data and culture? And
if brands all follow the same rules, are they all
working from the same media plans?

Here are some of the thoughts from our wider
community of FMCG marketers.

“Media still needs to deliver the basics
but focusing on experiences is the
layer that gives you the edge in your
communications – it is something that
needs to be built into the principles that
underpin your strategy.
“With FCMG products, the way that
consumes are buying, shopping and
eating the products is very similar to
what it was 10 years ago. What has
changed is the experience around
brands. As digital has grown and a
younger consumer has entered the
marketplace, these media touchpoints
are being used very differently. How
consumers respond to and consume
media is what’s changing. For brands in
this sector, the foundations of growth
still ring true due to the way the
products are bought and consumed,
but what has changed is the levers
that need to be pulled to achieve those
growth principles.”
Put simply, the consumer is at the heart of
everything. And it is digital channels that are
changing the possibilities around experiences.
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“Because of the power of digital, we are all so much better connected. With emerging
digital channels we can now connect the dots between an OOH billboard that 100
people engage with and take this to a much wider audience. Experiences would once
have seemed siloed and non-connected to a wider media strategy, now it’s much
easier to take that experience to a whole new level of people. Digital enables us to
think about experiences in a new way and bring that into our thinking, strategy and
planning.”
And this need for experience and the growing importance of digital channels in this sector has
fundamentally changed the way organisations and individuals within it view media.

“The biggest thing we’re acting on is closing the loop. The delineation of rules
between brand, media, digital, and sales teams for example are blending into one.
We’re seeing the media plan as something that is integrated through all channels. It
relies on collaboration between different teams and departments, but it is always
rooted in the consumer and the data. It now comes into the heart of how we’re driving
the commercial growth of brands and businesses and is expanded to focus on how
we’re activating consumers through the purchase funnel – how we’re connecting with
consumers and linking through the journey to drive purchase.
“And with the acceleration of eCommerce and Direct to Consumer (DTC) in this
sector, it’s essential to close this loop and evolve in line with the needs of the
consumer.”
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Increasing digital
commerce and the
consumer journey
“Going beyond the product is where we
see the best ROI.”
In the FMCG sector, there isn’t necessarily a
complex customer journey. With a smaller price
point and a perceived limit in consideration,
brands are facing questions around how best to
use their digital channels and how best to spend
their budgets. This is only being enhanced by the
growth of eCommerce, DTC, social commerce and
online marketplaces such as Amazon.
With UK grocery sales through digital channels
growing as much as 75% and eCommerce share
of FMCG hitting 12% at the end of Q1 2021 , what
are the implications for FMCG marketing?

“We have shifted more and more over
to digital, and we use it in two ways.
We’ve seen extremely positive signs
from an ROI perspective in terms of
short term sales and the efficiency of
these channels. In fact, we see some of
our strongest ROI coming from digital.
Coming back to the laws of growth, it
is essential to be mentally available
to your consumer at every opportunity
– and this still applies even if FMCG
doesn’t have as complex a customer
journey as buying a car or an expensive
piece of tech for example.
“Digital channels are fantastic to
maintain and drive salience – they
have proven effective in doing that. But
you must be super tight on delivering
creative best practice to do that. The
tone that you communicate to users
on social media and the way you speak
to people to drive that top of mind

awareness is key. As is having the right
creative for the right platform.
“But it also brings an opportunity to
bring your brand purpose to life. In
today’s climate we’ve seen an increased
consumer focus around brand purpose.
Digital is the ideal way to learn
something meaningful about your
consumer and build on that insight.
In this way, it goes way beyond the
salience piece and brings them into the
communication. Yes you need to tread
very carefully as it can easily fall flat,
but if you do it well and you have great
insight that speaks to people in the right
way in the right place then you can build
a connection that goes way beyond just
sales.”
And it’s this understanding of and connecting
with the consumer that is increasingly important
as digital and eCommerce sales continue to
accelerate.

“If you start with your consumer and
understand how they process brands,
how they shop and how they are buying
it’s even more important to think about
the brand funnels. The link between
the growth of eCommerce, means
that awareness and purchasing is
significantly shorter. The opportunity
to influence here has now become a lot
more important.
“And to accelerate this purchase
funnel, digital is one of the best ways of
understanding measurement and return,
as well as creating insight into how
you can best leverage the short funnel.
Digital is essential in the world today
to best understand how consumers are
relating to your brand.”
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From changing regulations, evolving
customer expectations and the
growth of online sales, FMCG now is
a very different world from a decade
ago. And as disruption continues,
it is the challenge of brands and
marketers to grow and thrive in this
evolving market.

Sources
1) https://www.thegrocer.co.uk/prices-and-promotions/hfss-promotions-ban-cost-could-top-3bn-data-reveals/648896.article
2) https://www.campaignlive.co.uk/article/dismay-govt-go-ahead-hfss-ad-restrictions-tv-online
3) Kantar

