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KFC’s campaign objective was to-build-anticipation
for the full-return of its “fingerlickin’ good™ slogar
- The plan was o boost the mood with somé lighit relie
and whet people’s appetites for the return of FLG. T

campalgn used the hashtag #untlIwecanflngerl|ckag’ja.'i."ﬁ.'ffl '
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In response to the brlef we buﬂt a route that captured all the key target Iocatlons -
across London, whilst ensuring our vans were positioned effectively to provide the

client with the best possible photo opportunities in-situ and drive PR on campaign.



#Untilwecanfingerlickagain was a short, sharp campaign with a fun combination of
creative execution and cheeky media placement, which saw ambient media moving
around key central London locations. These included ‘I'm lovin’ it’ on Digivans
outside McDonalds and ‘Just Do It’ outside Nike. The Digivans were so impactful,
and played a really central role in bringing the playful, irreverent tone of the
campaign to life. Alongside some paid media spots, we saw great social
media engagement and earned coverage, with loads of other brands getting
Involved and lending us their slogans! We hope we raised a few smiles
and got everyone excited for the return of our iconic tagline.

Sources: Quote given 23/06/2021
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