19 February 2009
Hovis’ online popularity rises dramatically in latest Kaizo Advocacy Index

Study shows Food sector beginning to grasp online opportunities

Hovis is rated the number one brand online in the Food sector according to the latest Kaizo Advocacy Index published today (19 February 2009).

The biannual Kaizo Advocacy Index measures online reputation of 20 major brands across four sectors. In the Winter 09 study, the highest score in the Food sector is claimed by Hovis (42.7), followed by Heinz (22.4), Kellogg’s (22.2), Danone (19.6) and Del Monte (-8.5). 

Hovis has seen a dramatic rise in online popularity, from previous studies, due to the positive response to its marketing campaign celebrating Hovis’ 122nd Anniversary.  Although the brand did receive some criticism that Hovis bread is not what it used to be, positive comments online balanced out the impact of these negative conversations.

Rhodri Harries, Managing Director of Kaizo, said:

“Hovis’ score, and the positive scores from other food brands, demonstrate that customers are excited about engaging with brands in this sector. Getting involved in these conversation will no doubt have a long term benefit, in terms of offline word of mouth and ultimately sales.” 

The Food sector received the most positive comments online against all the other sectors (Airlines, Mobile, Food and Software) showing how brand are starting to grasp online opportunities. 
Chat relating to Heinz is generally positive with favourable comments expressed towards the brand’s products especially Heinz ketchup and Heinz tomato soup. 
Kellogg’s products typically receive positive feedback especially on Facebook with groups promoting the Kellogg’s brand and its decision to save ‘Mothers Cookies’. Danone’s score, whilst positive, could have been improved by more interaction with social media, as they appear to be inactive on Facebook and Twitter.
Del Monte scored the lowest out of all the food brands with online conversations suggesting that the company, as a multinational giant, is perceived to be unethical by active commentators. 
The Winter Kaizo Advocacy Index not only demonstrates that the amount of negative online brand chatter increasing due to issues relating to the economic climate, but also that some brands are taking advantage of the opportunities online to boost reputation. 
The introduction in this year’s study of searches on Facebook Groups and Twitter recognises the growing importance of social networks and micro blogs. 

Harries continued:

“As a simple first step brands need to identify who is saying what about them and where and then take steps to engage in conversations. This isn’t a replacement to traditional PR, but an obvious extension to the way brands should communicate. What is key, though, is that success requires brands to engage in conversations and not simply broadcast news.

“Those brands that ignore this, or simply see it as an online version of what they do offline, do so at their long term peril.”

Overall, Virgin Atlantic, as it has been for the last three studies, remains number one across all sectors (Food, Software, Airlines and Mobile). Brands with the worst scores include BMI, Microsoft, Symantec and Ryanair. 

Notes to Editors

· About Kaizo

Kaizo is an independent award winning PR and Word of Mouth Consultancy. Our strategies and campaigns seamlessly integrate traditional and social media to increase opportunities for business and consumer brands online and offline.

We achieve genuine results across a range of sectors that include; technology, consumer gadgets, food & drink, FMCG, health, science, transport & travel, and industry.

Clients include Unilever, Epson, Sky, Flip Video, Elsevier, Quantum and Johnson & Johnson.
· Background to study

Google is the first port of call for 80 per cent of web searches and has a significant influence over the way consumers form brand opinions. Consumer generated content in Google Blogs and Groups are having an increasing impact on a brand’s recommendability. Even brands that perform well through a news search can be negatively impacted by user generated content.

Research from the London School of Economics shows that companies with above-average recommendability and below-average negative word of mouth, grow four to five times faster than other companies. Not surprisingly, negative word Of mouth is more powerful than positive word of mouth by a factor of three and a half times. 
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