
Controversial appointment
Ogilvy has appointed Fraser Holland as deputy managing 
director, effective July 21. He’ll primarily be based in Wel-
lington although his responsibilities will be nationwide. 
The appointment has industry tongues wagging, as Mr 
Holland was involved in the New Zealand Rugby Union 
business going up for pitch late last year in his capacity 
as NZRFU commercial manager – and that business was 
subsequently won by Ogilvy. The agency holds several 
valuable client cards acquired over the past few months, 
including Dick Smith and Placemakers.

Another string to Sublime’s bow
Robert Bruce, creator of experiential marketing com-
pany SublimeNZ, has launched an annexed modeling 
agency, called Sublime Aspire, with a splashy launch 
party to take place tonight. Mr Bruce created the agen-
cy in 2005 and has since scored top clients such as 
Porsche and 42Below Vodka. Mr Bruce said the mod-
eling agency will have a local focus. More at www.sub-
limenz.co.nz.

Online lad’s mag goes large
As Brass magazine dies quietly after hanging on for many 
years, Get Frank emerges as an online presence to plug 
the gap. The website www.getfrank.co.nz has grown 
nearly 300% in unique browsers since early this year and 
has recently knocked out the competition by acquiring 
rival website www.bigfella.co.nz. Get Frank is expanding 
into the Australian market this week with a soft launch of 
the site across the Tasman. Founder Rich Henry said the 
Big Fella acquisition sets up Get Frank as a unique offer-
ing for agencies and clients as the country’s only online 
men’s magazine. Get Frank now has 10,000 subscribers 
and more than 50,000 visitors a month, with 35 new sto-
ries a week.

Monkeying around
The Cadbury Gorilla is giving Phil Collins’ In The Air 
Tonight a fresh injection of cool – the song hit number 
two on the New Zealand iTunes chart this week and is 
steadily climbing the Vodafone Live and Telecom music 
downloads charts. For a Friday funny, check out some of 
the mash-ups on YouTube (honourable mentions for the 
50 Cent one and Deep Purple’s Smoke on the Water) – 
there are more than 1000 hits for Cadbury Gorilla. Par-
ticularly amusing is a fake of the gorilla going berserk on 
set, throwing bananas and smashing his drum kit.

The advertising dictionary
You know you’ve won the ad game when your lingo 
goes mainstream. Years ago one of the bright stars 
stemmed from a banned Toyota ad – referring to being 
completely “Toyota’ed” – that is, buggered. Some 
recently emerging items in the vernacular: a Pink Batt 
– your cuddly loved one. A Cadbury’s – a lightweight 
drinker (a glass and a half, and you’re done). “Going 
Lotto” – letting yourself go.

New brand, Interbrand
International brand consultancy Interbrand has launched 
in New Zealand. The Omnicom Group name has been 
adopted by brand and design consultancy Imagination 
Identity Consultants, resulting in the global firm’s 37th 
office. Brad Green heads up the effort as managing 
director.

News and gossip to adhoc@nbr.co.nz
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Having won the Hell Pizza account 
earlier this year, Colenso BBDO is pre-
paring to launch the first missile of the 
pizza war. The campaign kicked off last 
night with a series of four TVCs with a 
central idea, “sell your soul.”

The 10-second spots marks the first 
time the brand has had a TV presence, 
something Hell account director Scott 
Coldham said is crucial to building it 
long-term.

The brand has historically been a bit 
sporadic, said Mr Coldham, and that’s 
something Colenso is looking to fix. 

“There hasn’t been much consist-
ency, or an underlying strategy to what’s 
been done,” he said. “We are deter-
mined to change that. There was always 
PR controversy, billboards and so on, 
but never a strategy.”

At the very core of the brand are two 
things: great food and an attitude of 
irreverence and mischievousness.

“Those two things together are fun-
damental to its success,” said Mr Cold-
ham, pointing out that the brand’s lack 
of budget over the years hasn’t affected 
its ability to become famous.

Colenso has a 12-month calendar 
of activity for Hell, including the TVCs 
and a website overhaul. Mr Coldham 
couldn’t reveal too much at the time of 
interview, but suggested that customers 
will be “seeing things” on pizza boxes, 
online and in the street, which are tied 
up with the “sell your soul” idea that 
will reward consumers.

“We’re turning Hell into a brand peo-
ple want to spend time with,” said Mr 
Coldham. “Hell is competing with some 

big players now. Not just pizza, but also 
high-end fast food, and that gave us a 
creative platform.”

Colenso has a huge creative idea they 
believe will last for three to five years: 
selling your soul. Each customer will 
get a “soul number” in the Hell scheme 
that is like a loyalty card but with “an 
amount of surprise and delight”, ben-
efits and rewards. But it’s not your eve-
ryday loyalty scheme – it’s not tiered or 
predictable. 

“There’s no ‘spend $50 get a free 
pizza’ idea,” said Mr Coldham, point-
ing out that this is a first for the brand. 
“Rewarding and engaging is something 
that hasn’t been done with Hell yet.”

The campaign will also look to cel-
ebrate Hell’s gourmet factor. Mr Cold-
ham said that aspect historically hasn’t 
come through, so they’ll be looking to 
push that.

An existing database of 130,000 
people acquired through Hell’s online 
ordering system will be built upon, as 
online ordering is the way to go. 

“Online ordering is important – look 
at Dominos in Australia and their highly 

effective system. In years to come, this 
will be the main way we order pizza. 
That online environment is getting 
stronger and stronger.”

The new-look website went live on 
Monday, with TV spots launched last 
night and mailers going out this month.

And despite past controversy, Mr 
Coldham said there is no need for brand 
repair – but the agency is prepared for a 
conservative backlash, which is almost 
certain to occur considering the “sell 
your soul” proposition. Colenso has 
done the research and been through the 
ASA guidelines to ensure the TV spots 
are acceptable. 

“We investigated that at the onset. 
Getting the brand on TV was really 
important, so we made sure we had 
everything in place for that.”

Mr Coldham said that particular 
audience has been kept in mind but it 
hasn’t altered what has been done crea-
tively. 

“It’s not a fight we can avoid,” he 
said. “Everyone’s entitled to their opin-
ion; we’re not doing it to annoy people. 
At the same time, it would be disap-
pointing if the campaign went unno-
ticed, without controversy of some kind 
if it flew under the radar.”

So the new-look Hell Pizza isn’t in 
the business of mindlessly offending 
the public at large, but there will always 
be a small pocket of people who will be 
offended. Surveys show that only 8% 
of people have been offended by Hell, 
which Mr Coldham says is proof that 
consumers are more savvy these days. 
At the same time, Hell is at the top of 
the favourites list when it comes to fast 
food, according to their research.

“Hell reaches across all target mar-
kets and demographics,” said Mr 
Coldham. “Forget target markets and 
demographics. It appeals as much to an 
eight-year-old as it does to an 80-year-
old. Mischief knows no bounds.”

Hazel Phillips

Aim Proximity’s Grab a Plane 
campaign for Air New Zea-
land’s Grab a Seat brand last 
year broke new ground and 
the results are in. 

Not only did the airline 
produce a market first and 
increase awareness for their 
“grabaseat” brand, it also 
showed impressive business 
gains from the campaign.

The Grab a Plane gimmick 
took place in December last 
year, giving away a plane for a 
day, destination your choice. 
Consumers were directed to a 
website to create their planes 
and invite friends to reserve 
a seat. Planes had to be filled 
within the four-week promo 
period. The winner then got 
to take 40 of his friends wher-
ever he wanted in the coun-
try. 

That’s a huge undertaking 
in anyone’s language. 

Air New Zealand came up 
with the idea after a staffer 
in a meeting accidentally 
said “grab a plane” instead 

of “grab a seat” and they 
thought, why not? So they 
gave their digital agency Aim 
Proximity three weeks to pull 
it off – which it did.

Not many businesses 
could afford to think so big in 
terms of ideas or budget. So 
how much does a plane cost? 

“It doesn’t cost as much as 
you think, and then it costs 
a lot more,” said James Lee, 
marketing manager for gra-
baseat/Air New Zealand.

Regardless of the cost 
of the plane, the revenues 
gained from direct email 
marketing to the grabaseat 
database resulted in excess of 
the campaign costs by 384%. 
In anyone’s language, that’s 
impressive.

The data showed a 71% 
click-through rate from the 
eDMs, which Mr Lee said 
was an amazing engagement 
considering there was no 
immediate call to action for 

purchase.
The campaign created 

buzz and excitement around 
the brand, with 2290 items 
coming up in search results, 
dialogues on social media, 
and an average time on the 
site of 2.6 minutes.

“Primarily we wanted to 
do something cool for cur-
rent grabaseaters,” said Mr 
Lee. “It was a simple idea, 
executed well, that put the 
viral control in the hands of 
the community.”

A target of 2000 planes 
completed and entered into 
the draw was exceeded and 
the target of 15,000 planes 
created was very nearly 
reached. All in all, around 
5% of the population par-
ticipated in the promotion. It 
also scored airtime on Break-
fast and MTV and in total, an 
estimated $330,000 worth of 
media attention.

There were also around 
30,000 opt-ins to the airline’s 
special offers database and a 
total page view count of 1.5 
million.

Sell your soul and 
go to hell, have fun
Colenso gives the sporadic 
attention-grabbing Hell Pizza 
a long term strategy
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Sales performance static?
Call Trevor Moodie or John Dawson on 306 0820 

to get more than your fair share

STRATOSPHERIC RESPONSE: The promo exceeded all expectations

Grab a plane grabs the headlines

HELL ONLINE: The rejigged website will be 
central to Hell Pizza’s new strategy
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