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Mobile Closes The Marketing Loop	
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What Tagga Does	
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The Customer Experience	
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Customer Engagement


Ease of Execution


Consumer Context


Solving Real Marketer Problems	
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Campaign Description	
  

•  Red Bull needed a way to drive registration and brand engagement for 
its Crashed Ice event. The campaign took place over a 4-week period.!

•  Tagga developed Red Bullʼs desktop and mobile registration platform for 
Crashed Ice.!

•  Access to the site was advertised across multiple media channels such 
as social media, print, email and mobile. !

•  Tagga utilized its QR code, social sharing, SMS, email opt-in and ad-
buy delivery features to drive traffic to the mobile registration form 
across all media channels . The campaign also included a loyalty 
component whereby participants were able to sign up to receive SMS 
alerts on the brand in general or specifics of the Crashed Ice event.!

•  Tagga tracked all activity related to the campaign, including a 
breakdown of mobile and desktop interaction by frequency, location and 
participant social profile.!
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Highlights


10% of registrants were mobile!
Over 10,000 completed registrations 
on desktop and web!

Peak registration hours: 4-7pm!
Peak days – first 4 days of the 
campaign!
!
Toronto, Quebec & Montreal 
account for over 50% of 
registrations!
!
27% of registrants engaged with 
mobile during event!
2700+ registrants opted in for SMS 
updates during campaign!
!
!
!
!

Red Bull – Multichannel Campaign 
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Additional Highlights	
  

•  4,000,000 brand impressions(page views) in mobile 
ad buy converting to 8,000 clicks!

•  9% QR code conversion off of printed flyers!

•  39,000 Social Impressions (shares * average Facebook 
friends per user of 130)!

•  13% of campaign shares (Add This) were shared 
across Twitter vs. 83% from Facebook!

•  Over 10% of registrants elected to opt-in to engage 
with the Red Bull brand beyond Crashed Ice via 
mobile!
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Summary	
  

1.  Red Bull consumers want to engage with the brand 
using their mobile devices.!

2.  Incorporating multiple channels facilitated a better 
consumer experience as it provided them the freedom 
and flexibility to connect with Red Bull when they 
wanted.!

3.  The media mix can be adjusted to better support 
consumer engagement during peak times, peak days, 
peak locations and active channels (e.g. Twitter vs. 
Facebook).!

4.  Campaign drove heightened brand awareness and 
loyalty participation to broader the Red Bull brand.!


