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Executive Summary  
 
Arnotts, who are focused on longevity of the brand, are concerned that Australians 
are shifting toward competitor products.  The current socio economic shifts and 
industry competition are the main challenges facing the Arnott’s brand. Achieving 
further diversity and loyalty amongst consumers is at the forefront of Arnott’s 
future advertising endeavors. Arnott’s hopes to maintain a 68%  market share 
during the next two - five years in the face of rising competitors such as ALDI.  
 
The primary target audience comprises of individuals aged between 40 - 65 who 
are nostalgic for an Arnott’s Bikkie moment. The campaign sets out to remind 
consumers of the family values the Arnott’s brand holds dear and how they 
resonate into the homes of everyday Australians.  
 
Executing a generational approach campaign, inclusive of both primary and 
secondary audiences will be the key to achieving the forecasted results. Media 
tactics will include a sponsorship with a major television series Masterchef, nation 
wide billboards and television advertising, as well as a strong increase in the 
Arnott’s social media presence.  
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Problem Statement 
 
Arnotts, who are focused on longevity of the brand, are concerned that Australians 
are shifting toward competitor products.  
 
 
Challenges: 
 

● Socio economic shifts such as health conscious consumers 
● Industry competition; e.g. Aldi brands, Costco & Lidl (Yet to reach Australia) 
● Distributor reluctance to increase product price (E.g. Coles Tim-Tam price 

increase December 2015) 
 
Opportunity statement: 
 
To achieve further diversity and loyalty amongst consumers in the Arnott's brand. 
 
SWOT Analysis 

 
S 

● 151 years of knowledge in the 
biscuit industry 

● Large scale production of more 
than 70 products 

● Expansive consumer reach in Asia 
Pacific 

● Strong brand image and loyalty 
among consumers 

● Has a variety of biscuits to choose 
from, more so than competitors 

W 

● Has few social media followers (only 
32’000 likes on FB) 

● Arnott’s often ignores customer 
feedback 

● Is an expensive product when 
compared to competitors 

● Small market share outside of 
Australia 

 

O 

● To increase the amount of sales 
● Rejuvenate the brand of Arnott’s 
● Product Expansion 
● Product innovation 
● Gaining a new audience 
● Entering new markets 
● Broadening of media advertising 

 

  

T 

● Copy cat competitors 
● New Competitors, such as ALDI & yet 

to launch Lidl 
● Faces strong competition by cheaper 

brands, such as Kraft 
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Key Learnings & Category Insight 
 
Arnott’s brand is more than a food company but rather an icon that is held dear in 
many Australian homes. Distributing in over forty countries including Japan, UK, 
Indonesia and New Zealand, they have become one of the largest food companies 
throughout Asia Pacific region. Arnott’s is a subsidiary of overseas company 
Campbell’s Soup Co. 
 
Arnott’s distribute over seventy different products including well known Tim Tam, 
Iced Vovo, Salada and Tiny Teddy biscuits. Australia has one of the highest per 
capita consumption rates of biscuits in the world (Euromonitor, 2014).  

 
Arnott’s Biscuits and Green’s food are two major players in Australia’s Biscuit 
Manufacturing industry. Arnott’s Biscuits currently hold a 68% market share in the 
industry, leading ahead of Green’s food with a current market share of 12.4%. (Ibis, 
2016). 

During the period of 2007-2013 Arnott’s saw a revenue of $997 million dollars, 
ranking number 29 in Food & Drink Business Top 100 Australian Food & Drink 
companies. (‘Top 100 Australian Food & Drink companies’, 2014) 
 
In 2014, looking ahead to 2015 Campbell's Soup Co. increased trade spending in 
order to remain competitive (Campbell’s Soup & Co. Annual Report, 2015). 
Additionally it stated the company would aim to rejuvenate sales in the Arnott’s 
brand key market (Campbell’s Soup & Co. Annual Report, 2015) .  
 
2015 saw Campbell's Soup Co. decrease by 3% in their Global Biscuits and 
Snacking sales.  ‘In Arnott's, sales decreased due to the impact of currency 
translation. Sales of Arnott's products increased due to volume gains and higher 
selling prices in Australia and Indonesia’ (Campbell’s Soup & Co. Annual Report, 
2015) .  This indicates that Australian consumption is decreasing while consumption 
in asia is increasing.  
 
Last year Campbell's Soup Co. increased prices by up to 10%, requesting major 
retailers including supermarket giant Coles purchase at a higher cost. The 
increase applied to popular products such as Tim Tams, Monte Carlos and Scotch 
Fingers. The increase has resulted in Coles no longer stocking 14 lines from 
Campbell's Soup Co. including Arnott’s Tim Tam Zumbo Salted Caramel, Twisted 
Faves Monte Carlo Salted Caramel and Arnott's Chocolate Biscuits: Royal Dark 
(Latch & Lynch, 2015) . While retaining 44 ‘must have’ lines from Arnott’s. (Latch & 
Lynch, 2015) 
 
With 125 lines of biscuits found in 95% of Australian homes Arnott’s, celebrated it’s 
150th year in 2015 (Arnotts.com.au, 2016). Later in the year, Arnott’s unveiled a ‘a 
new look Arnott’s pack which we hope will have Aussies heading down the biscuit 
aisle for generations to come.” Nik Scotcher, Marketing Director, Arnott’s Sweet 
Biscuits (Arnotts.com.au, 2016). 
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Currently in 2016, Arnotts social media presence is predominately focused on the 
Facebook platform. Various Facebook pages internal to the company have been 
set up including a page for the Arnott’s Biscuit Company collectively, then pages 
for individual much loved products. Carrying the least following the Arnott’s 
Biscuit Company has almost 32,000 page likes. Post frequency ranges at once a 
fortnight, with heightened post during holiday seasons such as Christmas.  
 
Furthermore, Arnott’s Tim Tams, Shapes and Vita-Weat lines all have individual 
pages. With Tim Tams having the largest following of 357,00 likes, Shapes with 
81,000 and Vita-Weat at the lowest of 27,00. On other social media platforms 
such as Instagram, official Arnott’s pages do not exist. Arnott’s shapes does have a 
youtube channel but with little following. There is lack of consistency with the 
product line social media pages. Combined with the figures it's indicated that 
there is an opportunity to further develop Arnotts’ online presence.  

 
Product Insight  

In Australia, a biscuit is a small, hard, often sweetened, flour-based baked product 
that typically contains milk, eggs and sugar. Biscuits are predominantly sold in 
plain, sweet, cream-filled or savoury varieties. The products manufactured by the 
industry may be classified into the following broad categories. (IBIS) 

● Plain and cream biscuits 
● Crackers and crispbread 
● Chocolate biscuits 
● Flavoured snacks 
● Cookies 

Arnotts Biscuits Holdings Pty Limited exports products to over 40 countries. The 
company divides its operations into the following categories: 

● Chocolate biscuits - Brands include Tim Tams, Mint Slice, Monte, Royals and 
Caramel Crowns. 

● Sweet biscuits - Arnotts provides a range of biscuit varieties which include 
plain, creams, assortment and fancy fruit. Brands include Snack Right, Tiny 
Teddy, Milk Arrowroot and Farmbake chocolate cookies. 

● Crackers - Brands include Shapes, Vita-Wheat, Salada and Jatz. 
(Richardson, 2015) 

Arnott’s Main Products: 

● Shapes - 175g 
● Tim Tams - 200g 
● Iced Vovos - 210g 
● Monte Carlo - 250g 
● Wagon Wheels - 190g 
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    Consumer Insight 
There has been a growing trend towards bargain hunting as consumers become 
more aware about the value of products they purchase. With price being the basis 
of competition throughout numerous industries, specifically food, value-conscious 
consumers have become more prudence regarding spending habits. (Ibis, 2016) 

ALDI has grown in popularity over the past five years, partly due to its discount 
private-label products. This has forced the two established industry giants, 
Woolworths and Coles, to cut prices and expand their own range of private-label 
products. (IBIS, 2016) 

Innovative and cost competitive are key elements Arnott’s follow to stay relevant. 
(Jasmine, 2015). Sarah Ryan, Director of Marketing Arnott’s Shapes strongly believes 
they have stayed grounded for 150 years by keeping on trend with consumer insight. 
Sarah states they have accomplished this via the following ways: 

● Renovating icon products (e.g. shapes flavours to keep current with 
consumer trends 

● Ensuring which products need to remain untouched due to popular demand 
by consumers. Example: Milk Arrowroot. (Jasmine, 2015) 

Target Audience  

Primary: 
Our primary target audience are men and women aged between 40 - 65. This 
demographic are conservative and traditional where ‘biscuit’ opportunities are 
consistent.  
 
This demographic are mostly ‘believers’ where they are family and community 
oriented with modest means, loyal to our brand, Arnotts, and favour Australian 
made products. 

 
They are from both rural and metropolitan areas based in Australia. Their income 
varies between a medium income of $74 000 annually, before tax. (News, 2014) 
or retirement.  
 

Profile: 
Sixty-two year old Joy retired in metropolitan Melbourne. She is a traditional 
woman and enjoys attending Monday morning card group, bringing a variety of 
biscuits for morning tea. 
 

Secondary 
● Young Demographic 

Males and females born between 1985 - 1995 and reside in both rural and 
metropolitan areas of Australia. They are generally tech savvy, strong 
communicators and family oriented. A long term goal is to increase Generation Y 
sales and interest over time. 
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Profile:  

Twenty-two year old Matt resides in regional Melbourne and works full time as a 
foreman in the trade, taking home an annual salary of $75 000. He enjoys his 
Monte Carlo’s and a cup of coffee for morning tea. 
 

● Multiculturalism 
Men and women aged 35 - 45 who have migrated to Australia with their family. 
They reside in metropolitan areas of Australia, with english being a second 
language. They are unfamiliar with iconic products such as Arnott’s. 
This demographic would be featured in our advertisements and campaign 
strategy to open up diversity and allow all demographics to feel inclusive.  
 

Profile:  
Zoya is a forty-two year old mother of two children who attend primary school. 
She is a stay at home mother and is relatively new to Australia with english being 
her second language. 
 

Goal: 
The goal for this campaign is to maintain Arnott’s market share at 68% and create 
company interest towards a younger demographic aged between twenty-one to 
thirty. 
 
Primary Objectives: 

● Maintain Arnott’s 68%  market share during the next two - five years in the 
face of competitors. 

● Increase sales from a multi-cultural demographic by 10% in the next two 
years via monitoring location of purchase.  

 
Secondary objective: 

● Digital objective - increasing instagram and facebook traffic by 500% in the 
next five years - particularly Gen Y. 

 
 
Strategy: 
 
Product orientation 

Considering Arnott’s market share of 68% (IBIS, 2016) and the objective to maintain 
this market share. 

This campaign will take the form of generic strategy by resonating with new and 
existing markets, this will ensure Arnott’s remains synonymous within the industry. 

Consumer orientation: 

Brand image 

Considering the product is replicable and could be easily matched by competitors, 
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maintaining and developing strong resonance of the persona of Arnott’s amongst 
new and existing markets will encourage brand loyalty and longevity in the market. 

Resonance 

The emotional angle of this campaign is to symbolise tradition, family and the 
feeling of Arnott’s being a generational product which can be passed down and 
kept as a staple for special occasions. 

Considering this approach resonance will affect the way the creative brief is 
executed. 

Affective: 

Creative execution will be aesthetically tailored to evoke emotional responses 
relating to family, tradition and generation. Imagery will ensure a connection 
between Arnott’s brand image and target audience is achieved. 

 

Brand essence  
- Values: 
Arnott’s new campaign will maintain four core company values, which include 
customer experience, quality, trust and a family-oriented brand. 
 

● Customer experience -Arnotts core values is ensuring each consumer has a 
positive experience with the brand.  

● Quality - Providing value for money by producing quality biscuits for 
consumers. 

● Trust - Maintaining trust by delivering what has been promised. 
● Family-oriented 

 
- Social Needs 

Arnott’s value the special occasions their biscuits are catered by consumers, 
including a work conference, morning tea, birthday and so on. By meeting this 
need, Arnott’s maintain their relevancy  

 
 
 
 
 
 
 
 
 
Brand attributes  
This campaign will continue Arnott’s consistency with building customers trust and 
core company values. By doing so, we will communicate our message appropriately 
to Arnott’s ongoing target market without taking away from company values. 
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Arnott’s campaign will continue to stay relevant by meeting the current market's 
expectations. This will ensure new and existing customers will purchase the biscuits 
continuously.  
 
Maintaining relevancy will create a stronger positioning. Although this campaign is 
not changing a product or service, it will create a stronger positioning for Arnott’s in 
a competitive market. Relevancy will also ensure Arnott’s is consistent with being an 
iconic ‘Australian’ label. 
 
Credibility is a fundamental attribute maintained by Arnott’s and will be effectively 
delivered in this campaign. This will be achieved by delivering our message with 
integrity, honesty and loyalty towards consumers. 
 
Lastly, this campaign will ensure Arnott’s stays appealing and provides uniqueness 
towards the target audience. This will be implemented through an emotional 
response depicted in our generation angle. It will also be implemented through the 
connection between Arnott’s and consumers to set Arnott’s apart from other brands 
in the market. 
 
Brand personality 
Arnott’s have upheld a strong brand personality by connecting with their target 
audience, aged between forty-five to sixty.  This has been executed through winning 
consumers’ trust by producing quality biscuits and value for money. From this, 
consumers have created positive memories by sharing Arnott’s biscuits. Friendly and 
family-oriented are fundamental personality traits which have been upheld 
throughout all campaigns, specifically in Arnott’s assorted biscuits ad produced in 
1980.  This will continue to reflect through the new brand’s advertising.  
 
Brand features: 

● Australian sourced ingredients (About Us, Arnotts) 
● Vita Wheat products have four star health rating (Health Star Ratings, 

Arnotts) 
● Percentage daily intake clearly marked on packaging for health conscious 

consumers to encourage balanced diet 
● Non GE (Genetically Modified) ingredients 

 
Brand Benefits: 

● Diverse range of products for consumers to choose from 
● Convenience to access products as distributed in leading supermarket 

chains (Coles, Woolworths). 
 

Creative Brief: 
 

Communication objectives: 
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- To reiterate the benefits of choosing Arnotts biscuits as oppose to other 
competitor brands. 

- To remind consumers of the nostalgia associated with the Arnotts brands, 
and what it means in the Australian family home.  

- To allow Arnotts to increase diversity among the brand and change the 
typical connotations of what it means to be Australian by adding a 
multicultural perspective.  

Proposition  
 

The campaign intends to promise consumers that the Arnotts brand is and will 
continue to be an Australian icon. Reminding consumers of the family values the 
Arnotts brand holds dear and how they resonate into the homes of everyday 
Australians.  

 
Support:  
 

The brand values are sourced from the fact that ‘ Arnott’s is more than a food 
company – it’s a piece of Australia’s history and a national icon.’ (Arnotts.com.au, 
2016).  
 
With such a significant history the company has effectively employed various 
advertising campaigns. A specific tactic seen by Arnotts is to advertise products 
on an individual basis. For example, the Shapes Sizzling Summer advertisement in 
2012. This approach can be seen dating back to the 1980’s with individual 
advertising of Tim Tams. While this approach is successful, the campaign 
proposition aims to present the brand in its entirety therefore the campaign will 
steer away from this approach.  
 
It will remain using the popular arnotts products in the campaign, but the 
message will shift from an individual biscuit to Arnotts as a company with its 
various selections. Additionally, Arnott’s advertisements has a continued theme 
across various advertising including the notion of ‘sharing’ Arnotts. Such as seen in 
the Shapes 1990 ad with a platter of shapes being shared around. This 
reoccurring model will be seen through in the campaign. In order to appeal to our 
existing customer base, the aim is to not drift away from what Arnott’s is 
traditionally known for.  

 
Concept  
 
The concept behind the campaign will be to have advertising that takes a 
generational approach, creating a communication environment that is inclusive of 
both primary target markets.  The campaign aims to have an emotional aspect 
that will develop a que to remind consumers of childhood memories while having 
an Arnott’s product.  

 
Tone 
 
Arnott’s as an iconic Australian brand that has a reputation of over 150 years, such 
longevity in the market has developed consumer trust in the brand. The desired 
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tone on the creative approach will draw in on this trust and create an emotional 
connection.  
 
Showcasing qualities of endearment, friendliness and authenticity we hope the 
audience will see qualities in Arnotts’ they would see in their own personalities and 
in others. The style of tone will be lively and warm targeting Australians typical 
nature of being laid back and approachable.  
 
Furthermore, with the approach it’s essential to take on a contemporary tone with 
an enthusiastic brand positioning to ensure consumers know Arnott’s is remaining 
a ‘current’ brand and will continue to be one  in the future. 
 
Desired Response  
 
The intended campaign will work to reinforce the Arnott’s brand within the 
market. The desired response will be to have a top of mind option when it comes 
to biscuit selection.  
 
Based on an emotional connection with the brand an essential part of the desired 
consumer response brand loyalty. By reinforcement the Arnott’s brand with 
consumer we aim to induce consistent return purchase.  
 
 
 
Mandatories  
 
It is essential to the Arnott’s brand to protect its integrity in the market, therefor 
mandatories include the use of the trademark symbol alongside all uses of the 
Arnotts logo.  
 
Consistent color scheme (same shade of red, white etc) must be used throughout 
the campaign messages, as well as a most up to date logo, fonts and brand 
slogan. These features can act by triggering consumers and making association 
with the Arnott’s brand. Furthermore, consistent advertising messages can equate 
to increasing brand equity and maintaining brand recognition.  
 
All the mandatories will act as a ‘story’ that passes through all advertising 
campaigns and updates with the brand over time. 
 
 
 
 

Creative Recommendations 
 
Billboard: 
Two Arnott’s billboards will be distributed in Melbourne, Sydney, Perth and Brisbane. 
Each billboard will measure 19m x 4.57m, featuring our generation concept. The 
billboards will implement multi-culturalism to open up diversity and allow all 
demographics to feel inclusive. 
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Food Magazine:  
As this campaign will be sponsored through Masterchef, we will implement a 
competition where competitors need to create an ‘Arnott’s Dish’ for a one week 
challenge. We will feature the winning recipe in Delicious Magazine, which will 
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cost $24 100 for a two page spread.
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Social Media Mock up: 
Facebook: 
Facebook is a social media platform highly used by our primary target audience. 
56% of facebook users are over sixty years old followed by 87% of users aged 18 - 
29, our secondary target audience. (Pewinterest, 2015) 
 
Facebook will be a successful platform to place new information, masterchef news 
and current campaigns as we will reach a broad demographic nationally and 
implement sponsored advertisements.  
 
With a current following of 31 775 people, we hope to increase this by 200% in the 
next two years. 

 
 
Instagram  
Utilising Instagram as a key advertising platform will allow us to create sponsored 
advertising. This will reach audiences nationwide, which in turn will increase social 
media traffic for Arnott’s. Instagram will allow Arnott’s to connect with online 
bloggers and potentially lead to overseas market. 
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Tv Advertisement  

 
 
The Television advertisement will be 30 seconds long and start off with an elderly 
couple slow dancing. As the ad progresses, the couples will get younger and 
younger when finally the last couple on the screen are toddlers, and the Arnotts 
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logo and slogan “It’s a generational thing” appears. The multitude of couples 
shows that Arnott’s can be enjoyed by all ages. 
 
 
Media Plan 
 
Objectives: 

● Get 1M Impressions from Billboards at all sites conclusively 
● Increase product and brand awareness on social media by 500% 
● Televise during peak times on Channel 7, 9 and 10 and reach national 

audience  
 
Schedule Pattern 
 
See Appendix 1.1 
 
Budget 
 
The budget provided totals 5 Million dollars. 
 
See Appendix 1.2. 

 
Media Mix 
 
Television 
As the campaign will be launched nationally, television will be the most beneficial 
tool in reaching a large demographic, as 87.4% of Australians watch television 
everyday. (Australian Bureau of Statistics, time spent on cultural activities, 2011)’ 
This allows the ‘generational campaign’ to be met by a large audience. 
 
The television advertisements will air on channel 7 and 9 and the advertisements 
will run for 1 month.  Airing the advertisements on channel 7 and 9 allows for a 
broad audience as  the channels are all free to air, and therefore doesn’t 
segregate the consumers that can buy the products. The advertisements will be 
30 seconds long, and run during 3 main periods of the day, which are: 
 

● 6.00-9.00AM 
 

● 5.30PM 
 

● 6.00-9.00PM 
 
Please note that Channel 7 will not air an advertisement during the 6.00-9.00AM 
timeslot. 
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The chosen times reflect the time periods that our target audience are more likely 
to be watching television during the day. 6-9 indicates the time period in which 
someone would  be getting ready for work, or getting their children ready for 
school. 5.30pm provides a time period where people are likely to be watching 
television before cooking dinner, or before watching the news. Between 6pm and 
9pm, is prime time (the time period in which most Australians watch television), 
and by airing advertisements during prime time, allows Arnott’s to gain maximum 
exposure for the campaign. 
 
Billboards 
Advertisements would run on billboards, in order to expose a high number of 
people to the “generational” campaign of Arnott’s. Billboards can be placed 
around high traffic areas, so the maximum amount of people are able to see the 
advertisements. 78% of people above the age of 18 notice outdoor Billboards 
(Billboard Australia, 2016), which makes advertising on Billboards ideal, as our 
target audience is all above the age of 18. Furthermore, 88% of Australians say 
that Billboards stand out to them (Billboard Australia, 2016), which allows for the 
Arnotts campaign to stand out to a majority of Australians. 
 
The Billboards would be the size of 19m x 4.57m, and placed all around Australia to 
adhere to the national campaign. There would be 2 billboard locations in 
Melbourne, Sydney, Brisbane and Perth. 
 
Social Media 
A cost effective method of advertising a product is through social media 
platforms, as advertisements can be run through Arnott’s social media platforms 
(such as Facebook, Twitter and Instagram) at a very low cost (the main cost goes 
towards creating the ad that will be displayed). 
 
As well as this, Arnott’s, who strive for longevity of brand, believe that social media 
platforms can be used to establish brand loyalty with its secondary target 
audience. This audience, which typically involves males and females, born 
between 1985 and 1995, are tech savvy. To reach this audience and ultimately 
expand the demographic of loyal customers, the advertisements must be visible 
where this audience will mostly likely see them, and this is online 
 
Facebook  
The Australian Sensis Social media report for 2015 revealed that 79% of 
individuals aged between 18-29 access social media on a daily basis. Facebook 
continues to stand out as the predominant social media platform for a 
mid-younger demographic, with those under the age of 30 checking Facebook 
nearly 50 times a week on average. (Sensis, 2015) Therefore, Facebook will be key 
to reaching Arnott’s secondary target audience.  
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Instagram  
The second most popular social media platform is Instagram, which has 
experienced a strong increase in social engagement over the last year. Instagram 
is being used quite often, nearly 26 times a week on average, more so than last 
year, which was 23 times per week on average. (Sensis 2015) Instagram will 
become Arnott’s secondary social media platform in order to engage with 
audiences of a mid-young demographic.  
 
Blogger 
To appeal to our audience, and show consumers the multiple uses that Arnotts 
biscuits can have, Arnott’s would team up with multiple food bloggers, and recruit 
them to create a dish using a packet of Arnott’s biscuits.  
 
Arnott’s will team up with 12 food bloggers and through the Arnotts facebook 
page, let the consumers know which bloggers to visit for which month. Food 
bloggers such as the popular Australian website ‘Not Quite Nigella’ who was 
named the Top Australian food blog of 2014 (Ngo, 2014). Not Quite Nigella 
receives  350’000 unique readers a month, as well as over 800’000 page views in 
a month (Not Quite Nigella, 2016) and teaming up with a popular food blogs 
allows readers see new ways in which they can create recipes with Arnott’s 
products. The advantage of having a food blogger create a recipe, also allows for 
consumers to have free access to new recipes. 
 
Special Promotions 
As part of a special promotion, Arnott’s would team up with Masterchef Australia, 
a television show that airs nationally on channel 10. Masterchef Australia airs from 
May to July (with 5 episodes per week, averaging 1 and a half hours in length), and 
during their 2015 series, averaged 1.48 million viewers per episode (Network 10, 
2015). 
  
Partnering with Masterchef, allows Arnott’s to have “ a combination of in-show 
segments, themed commercials, play-in and play out segments, billboards and 
branded web content”   ( Stephenson, 2011). The partnership will allow Masterchef 
to have a large amount of exposure to readers that possess a keen interest in 
cooking, and therefore see what can be done with Arnotts biscuits. 
 
As part of the partnership, a challenge faced by the cooks on Masterchef, would 
see the contestants having to use a packet of Arnott’s biscuits to create a dish. 
Once the episode has aired, the winning recipe would feature in Delicious, a food 
magazine which has a monthly readership of 578’000 readers (Newscorp 
Australia, 2015). 
  
By featuring the winning dish in delicious magazine, it provides consumers with a 
direct route to be able to replicate the dishes they have seen brought to life on 
their favourite cooking show. In order to duplicate the recipe, found in delicious 
magazine, consumers would need to buy the Arnott’s biscuit in question, which 
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would not only increase sales, but open consumers eyes to the different methods 
in which Arnott’s biscuits can be used. 
  
Furthermore, the partnership with Masterchef will allow Arnott’s to run television 
advertisements during the entire season of Masterchef, as well as ultimately 
advertising on the Masterchef Grand Finale which at its peak, was watched by 
2.86 million Australians during the 2015 series (Network 10, 2015), giving high 
exposure to the Arnott’s brand. 
 
Risk Assessment 

● Consumers misinterpret or take offence to the message of the campaign. 
● Arnott’s loyal and more conservative customers can’t connect with our 

inclusion of a more diverse consumer base. 
● Plagiarism, Arnott’s must ensure a similar campaign has not been run in the 

past. 
● Isolation of a segment of consumer base, make sure to include all 

demographics. 
 
Campaign Evaluation 
 
Pre-testing: 

Focus Groups 

Focus Groups will be conducted by an outsourced third party, such as the 
Australian Market & Social Research Society (AMSRS). 

The sample size will be approximately three groups of 10 to 20, and should 
reflect our target market. And should measure the emotional response to 
the advertisements within a closed environment. 

Post-testing: 

Billboard 
 

Billboards Australia has a comprehensive analysis system to track Billboard 
Influence, including methods of qualitative and quantitative consumer 
research.  
 
As well as this, an audience measurement system utilized by Billboards 
Australia called ‘Move’ allows for facial recognition and segments the 
audience demographic to establish whether the target market has been 
reached. (Billboardsaustralia.com.au, 2016) 
 

Sales Tracking 
 

Sales management software such as Base Solutions Management will be 
utilised to track and measure sales throughout the course of the campaign. 
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Measuring the success of Arnotts holistically, and its products individually 
will be imperative to adjusting or improving campaign tactics. 
 

Social Media Effectiveness 
 
‘Like’ and ‘Mentions’ on social media sites will be measured utilising software such 
as Trackur, the measuring should begin at pre-testing to ensure any incline in 
engagement can be fully referenced and analyzed.  
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Conclusion 
 
From the presented campaign, in order for Arnott’s to maintain customer loyalty, 
and broaden their demographic, it is suggested that the media tactics such as 
television advertisement, masterchef sponsorships and Billboard advertising, are 
all implemented. 
 
The campaigns presented seek to achieve maximum results for the Arnott’s 
company in the wake of strong competition from overseas markets.  
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