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Müller Little Stars
CAMPAIGN


Influencer Programme
CASE STUDY

BACKGROUND

Müller is the third largest grocery brand in the UK.  With over 9 different product ranges – which include Müller Vitality, Müller Rice and Müller Fruit Corners – it is also the country’s favourite yoghurt brand.

In 2006 Müller launched the Little Stars range for children.  Made using 100% natural ingredients, its presence in the market directly addressed the healthy eating concerns of modern mums across the country.

THE CHALLENGE
To drive awareness and recommendation of the Little Stars product by communicating the importance of a healthy balanced diet in childhood and the benefit of 100% natural products.  Whilst the product was aimed at children between the ages of 6 months and 5 years old, the main target would be key influencers – health advisors/visitors. The overall aim was to topple Petits Filous, the market leader within the early years yoghurt market. Long term, MLS needs to become THE brand recommended by professionals for weaning.
STRATEGY

With increased consumer knowledge surrounding product ingredients and terms such as Omega 3, organic and 5-a-day becoming buzz words in the performance of certain foods, and new Mums being particularly sensitive to messaging about health in their child’s early years, Ideas realised that the key to promoting Little Stars would be to make the most of the product’s health and nutritional benefits. But that this had to start with healthcare professionals, the gatekeeper to Mums, whose credibility helps provide real trust and quality perceptions around the brands they recommend.
By researching into the key market competitors, Ideas was able to identify important communication gaps in which Little Stars would be able to differentiate itself primarily with HCPs.
Our plan in the first year was:

· To develop a database of all primary and secondary audience contacts

· To start a positive dialogue with professionals who are influential in providing advice on products and brands to new mothers
· To communicate educational messages to professionals – a proposition which will be built on over time

· To utilise conferences with key speakers to work in partnership with professionals 

· To build relationships with key associations

· To educate professionals about the children’s dairy product as a whole

· To raise awareness of Müller’s product range and its beneficial properties

RESULTS

