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Objective 
National Launch 
Campaign

Channels 
TV, radio,  
national press,  
direct marketing  
and in-store POS

Sector 
B2C

Background 
Tesco Mobile is a successful joint venture, MVNO (mobile virtual network 
operator) agreement between Telefónica O2 UK and Tesco plc. The brand 
offers customers value, simplicity and choice, as well as supermarket style 
offers and the chance to earn Clubcard points when buying handsets  
and call time. 

In 2007, following on from the success in the UK, Telefónica O2 Ireland  
and Tesco Ireland made the decision to launch the first MVNO in the Irish 
marketplace.

Objective 
Our challenge was to develop and then launch a brand identity for Tesco 
Mobile Ireland (TMI) which achieved four key objectives; offering the best 
overall value in the marketplace, having a simple and easy to understand 
value proposition, rewarding the loyalty of established Tesco customers via 
Clubcard points, all with a friendly and reliable service. 

Key Issue - TMI wanted us to deliver a high profile launch campaign  
which achieved impact and a wide reach among the target audience, 
within a very tight schedule and budget. To add to this the launch 
campaign had to be ‘top secret’ to ensure that the audience heard 
about it before Tesco’s competitors.
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Strategy 
Our P3 insights told us that development of the identity should focus strongly 
on the existing Tesco brand values, whilst adding a personality that was 
clearly Tesco Mobile. Messages were kept simple, straightforward and 
clear as the core target audience was the family market - busy mums with 
kids. But the brand also needed to have a positive appeal to young influencers 
(11+) and the value conscious youth and grey markets.

The creation of a solid copy platform enabled the brand to empathise with 
each social group; advising to those new to mobile phones, knowledgeable 
to the technically advanced and informative to those seeking detail and 
information. The copy positioning provided a streamlined multi-channel 
approach through the differing media from information leaflets through to 
direct mail and internal communications which enabled the portrayal of the 
quality offer of the product, service and value through simplicity and clarity of 
core messages. We even managed to enlist the voice-over of James Nesbitt for 
the television commercials.

The integrated launch plan was designed to maximise impact and coverage 
via all available channels and customer touchpoints. It consisted of: 

 •  Awareness advertising  (TV, radio and press) to build  
the brand, add reach and impact and drive customers 
in-store or online 

 • Digital activity to push traffic to a brand new website 

  •  In-store communications to inform and encourage  
conversion - from car park banners to overhead POS  
and promotional staff

  •  Mailings to core market of existing Tesco Ireland  
customers through Clubcard - promoting value offers  
and loyalty benefits

  •  The additional opportunity offered by a Tesco Magazine 
Insert - again targeting existing customers with  
loyalty messages

 •  Sales leaflets and post-conversion ‘Welcome’ material to  
maximize usage and customer satisfaction. This material  
was designed to be kept and easy to understand 

 •  Engaging and exciting internal communications and  
promotions to secure staff support

3 key phases of 
activity from July to 
December:

Launch
Maximising the impact and the 
excitement of a new offer

Refreshing  
the message
A great deal, designed to  
give a fresh emphasis to  
the campaign

Christmas 
message
To take advantage of seasonality 
and build on the gifting market
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Creative Approach 
All launch materials were designed in a friendly and straightforward way to 
appeal to the busy target audience through all channels. An image library was 
carefully shot and compiled to be the type which the audience could easily 
identify with. Messages were kept very clear and simple; an ‘It does exactly 
what it says on the tin’ style approach and a large emphasis was placed upon 
the already strong and established Tesco brand. 

Results 
Maximum impact for Ireland’s newest mobile network - among both  
prospects and competitors. All four TMI launch objectives were achieved. 
And TMI retained the Agency beyond the initial launch for the ongoing 
marketing delivery.

To find out how P3 Insights could reveal true insight and uncover new 
opportunity for your business please telephone Ruari Kirwan or Cliff Walton 
on 0113 234 1788 or email discover@dr-agency.com

Integrated  
Launch Plan:

Awareness Advertising

Digital Activity

In-store 
Communications

Mailings

Tesco Magazine Insert

Sales Leaflets

Internal 
Communications  
and Promotions


