15th September 2009
Del Monte’s Daniel Craig leaves competition shaken and stirred
Leaping ahead of the competition in Kaizo’s Advocacy Index

In a dramatic change of position, Del Monte has leapt from the bottom to the top of the latest Kaizo Advocacy Index, announced today (15th September 2009), as a frozen replica of Daniel Craig’s torso helped to thaw frosty consumer perceptions of the company’s ethics online.

The biannual Kaizo Advocacy Index measures the online reputation of 20 major brands across   four sectors; food, airlines, mobile and software. In the latest study released today, the food sector performed the best across all sectors, with the top spot claimed by Del Monte (45%) followed by Danone (28%), Hovis (28%), Kellogg’s (26%) and Heinz (8%).
Demonstrating the biggest improvement since the last survey, Del Monte has seen a drastic change in its fortunes online, largely fuelled by positive conversations surrounding a frozen dessert in the shape of James Bond star, Daniel Craig’s torso. This is a complete turnaround from the previous Kaizo Advocacy Index, conducted at the start of the year, in which Del Monte had recorded the lowest score of the food brands (-9%) following widespread criticism of its ethical standpoint on industry issues.

Rhodri Harries, Managing Director, Kaizo, commented:

“Del Monte has acted with creativity to produce an entertaining and engaging campaign that has helped to increase its online reputation dramatically and highlights the importance of connecting with consumers online.

 “All of the food brands involved in the Kaizo Advocacy Index have scored well in terms of online reputation. It’s clear that brands in this category are already grasping the potential of the web to improve their reputation and, inevitably, sales.”
Danone’s Kaizo Advocacy Index score has improved by 9% since the last study, with positive mentions chiefly surrounding its Active Health Programme and messages of its products’ health benefits. 

However the study also shows the importance for food brands to have clear, transparent and open communication on health issues. For example there were various negative blog comments after Danone withdrew three health claims for consideration from the European Food Safety Authority due to lack of proven supporting evidence. Food brands that are committed to being transparent and honest about their products will increase the level of trust and loyalty amongst online consumers.
Harries continued:

“Brands need to identify who is saying what about them and where before taking steps to engage in conversations. By doing this, it’s possible to maximise positivity and counterbalance any online detractors. Social media outreach is an obvious extension to the way brands should communicate. What is key though is establishing a genuine conversation with customers, rather than simply seeing the web as a channel to broadcast good news.
“Brands that ignore this, or simply see it as an online version of what they do offline, are already suffering.”

Despite continuing to display positive scores, Hovis and Heinz have seen their scores decrease since the last study by 15% and 14% respectively. For Heinz, the pulling of an advert featuring two men kissing along with growing competition from challenger brands form the primary sources of criticism. For Hovis, positivity surrounding a connection to healthy eating and the return of its renowned television advertising campaign is undermined by the strength of advocacy for other brands such as Warburton’s and Kingsmill.
Kellogg’s decision to drop swimmer Michael Phelps as the face of the brand resulted in negative comments across Facebook groups and Twitter, as did the high sugar content of some of its children’s cereals. However, the good taste of its products helped the brand to boost its score by 3.8%, with specific cereal brands heralded by advocates on all social media platforms.

Software, airline and mobile make up the other sectors in the study. With Del Monte leading across all industries, Virgin Atlantic, leader for the past three studies, took second place. Brands with the worst scores include Ryanair, O2 and Easyjet.
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· 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, 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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