
Getting stand-out is vital for impulse-buy snack 
foods. Grey London's Matthew Gladstone offers 
seven ways to acquire brand salience 

nacks are in some ways an extreme 
of marketing. They are highly driven 
by impulse, salience and close-to-
purchase triggers. Extreme does 
not mean irrelevant. As the fight for 

attention becomes harder, the store 
environment more pressured, it's our 
contention that some aspects of snacks and 
fast foods represent the leading edge of 
marketing. 

Most snack food purchases are unplanned, 
impulsive, sensation-seeking, and are not 
planned down to brand/product level. People 
come in aiming at the category and look for 
inspiration at the shelf. Promotion tends to 
grow the category. Unlike many other 
categories, promoted volume tends to be 
incremental to the category, rather than 
share-stealing or driving stocking at home. 
So, playing for attention and impulse drives 
category and brand value. 

Obviously, price promotions are 
powerful, but incremental value is also driven 
by product innovation (e.g. flavour, format) 
and non-product innovation (e.g. seasonal 
packaging customisations) and accessibility 
(e.g. distribution, store location). 

The theme of this article is brand salience 
and how to achieve it in the snack food 
sector. In terms of salience, we are taking a 
broad definition, including: 
• Spontaneous association wi th the category, 

e.g. "I want a snack, which one shall I get?" 
• Spontaneous association wi th occasion or 

need, e.g. "I want something for the kids' 
party on Saturday, which shall I get?" 

• Consideration when prompted, e.g. when 
seeing it at shelf, "that's one I like and 
could buy". 

• The ability to stand out and become part of 
conversations outside the category needs, 
as in "that's a brand/new product that's 
really being talked about, I'd like to t ry i t " . 

Here are seven ways to achieve brand 
salience. 

Start w i th salience. Don ' t bolt it on 
later. The best brands have made 

salience and engagement a pillar of their 
product innovation strategy. It's not just 'will 
people prefer this?' but 'will they notice it and 
talk about it before they've even tr ied it?' 

Walkers 'Do Us A Flavour' will be 
familiar to many Admap readers, but for those 
outside the UK who don't know it, it was: 
a competit ion for consumers to invent new 
flavours of crisps (potato chips); a consumer 
vote for the best six flavours which were then 
developed and produced and sold in mass 
distribution; the best-selling flavour won and 
became a part of the portfol io, w i th the 
winner getting a share of the profits; value 
sales rose by 14.7%, wi th an Rol on TV of 
£15.21 per £1 spend. 

The power of this was appealing to the 
creative ego - people prefer inventing and 
sharing their own flavours to sharing those 
that Walkers has invented. 

Pringles is a brand that stands out in 
almost every way, f rom the can to the shape 
of the product itself, to pioneering unique 
flavours, such as Sour Cream and Onion. Its 
originality is one of its key assets, making it a 
brand wi th a cult following. 

Pringles has used flavours in a similar way. 
No-one expected Blueberry and Hazelnut 

flavour in Japan to replace Sour Cream and 
Onion at the top of the best-seller lists, but it 
got attention for Pringles' ability to produce 
the most interesting and innovative flavours 
and brought people to the brand in-store. 

Sometimes the obvious positioning or 
benefit to address is one that several 

other brands are already fighting for. That's 
a hard battle to take on, especially if you are 
not the biggest player. A positioning which 
seems less central to the category convention 
can win by being more distinctive and getting 
more attention. 

Jagariko is a stick-snack in Japan (think of a 
bagel stick type of product) . In a market that 
is saturated wi th flavour messages and visual 
communication, Jagariko has chosen to talk 
about rhythmic crunch, focusing creatively on 
sound. It has become Calbee's (the market 
leader) second best-selling sub-brand. 

Today, brands are choosing celebrities based 
not just on how their associations fit the 
brand, but how much media they can bring 
into the deal. Some have built such large 
digital media followings that they are almost 
broadcast channels, and make a measurable 
difference to a brand's media reach and/or 
frequency - hence salience. 

Energy drink Lucozade's launch of the 
'YES' campaign was built to maximise salience 
by co-opting musicians and tracks wi th 
maximum reach and news value. This drove 
huge incremental reach, e.g. 14 million 
YouTube views, 2.1 million new customers, 
and becoming the most talked-about brand 
in 201 1. It pitted singer Tinie Tempah and a 
drummer against a boxer in an explosive 
'battle of the bands' story. It also partnered 
wi th the Ministry of Sound nightclub and DJ 
Fresh to co-create Louder, stretching the 
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Text Box
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