
WONKA Arte Brings Life to Day of the Dead
 “I think it’s great to celebrate the people you love…you get to tell people you still remember them …my grandfather was a really fun person, so I tried to put a lot of color in the altar.”

WONKA Arte was revitalized in 2007 to boost brand loyalty and preference among Hispanic tweens. Popular in the general market (GM), WONKA® candies needed to connect with 8 – 14 year old Latinos, who represent one-third of the total U.S. Hispanic population but greatly under-index in sales. Through the culturally relevant and age-appropriate WONKA Arte program, that was first test marketed in 2005, the brand was able to effectively bridge a traditional cultural holiday through modern means while keeping the integrity of both the holiday and the brand.  
Research:  Brand research proved that Hispanics are heavy category users: 75% claim to eat sugar candy everyday or a few times a week vs. 48% for GM. And, Hispanics will account for nearly 30% of all sugar confections consumption by 2020.  Supporting evidence confirmed that Hispanic youth are more likely than non-Hispanics to buy candy with their money (45%), and they prefer candy that is sour, fun, cool, bright and tasty – the key attributes of WONKA. Nonetheless, WONKA under performs among Hispanics.  
               Bromley reviewed data from market studies and articles which illustrate that Hispanic parents have a strong desire to pass on their heritage and traditions, like Día de los Muertos/Day of the Dead (DOD).
  Findings also showed that these often English-dominant Hispanic tweens are very culturally aware, finding retro-acculturation “cool.”  Understanding that tweens are a hard target to crack, the agency opted to infuse the traditional cultural observances of Día de los Muertos with modern, interactive, educational and emotional layers to reach Hispanic tweens and their gatekeepers (moms/grandparents) to change the dynamics at the candy counter. 
Planning   Given the successful WONKA Arte pilot program which invited youth to use WONKA® candy to create original multi-media art pieces, the brand challenged the agency to retool WONKA Arte, during peak consumption period (fall).  With the same budget the agency was given for the local pilot program, Bromley was challenged with expanding beyond Los Angeles to reach Hispanics across the country, impacting more consumers with direct interaction, and generating more awareness than in 2005. The 2007 plan emerged as an age-appropriate and culturally relevant integrated brand marketing PR campaign that would appeal to both tweens and the gatekeepers through multiple touchpoints –not an easy task.  Objectives were to 1) generate WOM 2) maximize awareness of the WONKA® brands 3) boost trial for NERDS®, LAFFY TAFFY®, and SWEETARTS® and 4) tap in to target audiences’ pride in cultural heritage.  Business objectives were to increase sales by 7 percent.

A regional program targeted Southern California due to a 50% Hispanic tween population base. The program was multi-tiered to reach consumers at numerous touchpoints and via multiple vehicles.  The agency identified and coordinated presence at 1) a large family DOD celebration to feature the WONKAmobile, 2) local Mexican Fiestas Patrias celebrations to pre-promote activities, 3) DOD activities at key retail outlets, 4) a series of DOD altar-making workshops at an appropriate Hispanic CBO.  
All tactics encouraged face-to-face interaction with WONKA Arte, and opportunities to sample candy.  To cost effectively reach the youth beyond LA, an online altar-building sweepstakes was created. 
Execution:   Bromley designed and implemented all tactics in a manner that explored tweens’ creativity through art utilizing the bright WONKA candies and colors, while highlighting WONKA’s commitment to the community.  The agency ensured that all tactics cross promoted one another: 
As part of the national efforts, the agency coordinated the development and design of a WONKA Arte mini-site within WONKA.com.  The site featured the online altar-making sweepstakes, plenty of interactive fun visuals, links and activities.  The agency partnered with Sorpresa TV, the only national kids’ Spanish language network to create educational and entertaining vignettes on WONKA.com showcasing DOD in Mexico. A third video, produced at the LA workshops, included tweens’ commentaries. 
· The agency identified Plaza de la Raza–an LA arts organization with a strong Hispanic youth base–to conduct free WONKA Arte altar-making workshops. Professional artists coached the kids at a low teacher/student ratio to inspire creative altar-building and educate kids about DOD.
· WONKA partnered with a popular Hispanic retailer—Superior Groceries, which requested WONKA-lavera workshops at 12 locations. The partnership was created to highlight scaled down WONKA art DOD activities (skull decorating) with participants eligible to win prizes via sweepstakes. To support the retail initiative, the agency negotiated cut-rate promotional initiatives with Univision Radio to include grocery store remotes and flier distribution at multiple events leading up to the workshops. 
· A second cross-promotional opportunity took place through a pre-existing sponsorship of a Mexican Independence event which drew 90,000. For a nominal incremental expense, the agency hired a street-team to distribute fliers promoting upcoming WONKA Arte activities. The agency also identified a no-charge opportunity to issue thousands of fliers at a Mexican Cultural Institute festival.
· To further enhance community penetration, the agency promoted WONKA Arte through: Myspace pages, fliers to libraries, Boys and Girls Clubs, schools and traditional pre- and post-event local and national media relations (PSAs, radio capsules, alerts, advisories and releases). 
· Vibrant WONKA branding – and candy-- was everywhere. The agency produced banners, posters, fliers; tenting; WONKA t-shirts. The PR team supervised every workshop and ensured bilingual registration, parental consent and photo release forms were all filled out properly. 
· Regional competition winners were announced at a Plaza de la Raza DOD commemoration.  The brand visually “owned” the event. Three TV stations were present.  
· Semi-finalists received tween appropriate WONKA products and gifts. Grand Prize winners received a Nintendo Wii, $100 Blockbuster gift card, a $120 check for Internet access and a WONKA prize pack. 
Evaluation:
2005 metrics, and 2007 goals, were surpassed and the will expand in 2008. 
· 15,000 online altars were created. 400 kids and parents were present at the Plaza workshops. 3,300 people visited the DOD retailer activities. 1,500 people attended the DOD evening ceremony. 
· Click through rate was .77%; vs industry average of .17%. Online media display resulted in 75,000 clicks to Wonka.com while interaction rate on the website exceeded industry benchmarks by 109%.
· Media outreach generated PSAs on 12 radio stations. The news release was picked up by more than 100 outlets. ANRs ran on approximately 50 stations, with many running multiple times for a combined reach of 5 million in earned media impressions. Promotional partnerships and online ads yielded another 8 million impressions.
· 99% of those surveyed said they would like to attend future Wonka Arte events.
· 100% of pallets sold, and Hispanic market sales were up 15%.
� Day of the Dead is a traditional celebration to give honor to loved ones who are deceased. It is a particularly rich, colorful and festive holiday in Mexico and among Mexican-Americans.  One of the time honored components is the creation of altars that showcase items that were cherished by the deceased.






