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SPORT MARKETING STRATEGY &
IMPLEMENTATION

Owned by Nestlé, Milo is the world’s leading
chocolate malt beverage that can be prepared
with milk or water. Milo’s guiding belief is that
sports not only ensures a healthy active
lifestyle for children, but also teaches

invaluable life lessons.
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APPROACH

CORPORATE
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SENTIMENT
VICTORIES

BRAND
OBJECTIVES
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+ @ATHLETIC

(April 2019 - March 2021)

DI

OFFICIAL PARTNER

Athletics Federation of India
India’s Biggest Sports Federation,
with over 26,000 registered athletes

LEAD SPONSOR

Senior National Team

 Brand logo on athlete apparel

« Logo / Athlete Image Rights

- Branding / Sampling Rights across all AFI
competitions

ITLE / LEAD SPONSOR

National Inter District Junior

Athletics Meet - world's Largest
Grassroots Athletics scouting program
reaching 500+ districts

I



OVERVIEW

NIDJAM (NATIONAL INTER DISTRICT JUNIOR
ATHLETICS MEET) was instituted in
2003 by AFI to provide a
professional platform for talented
athletes across the country

In association with SAI & MoYAS,
talent identified at NIDJAM will be
trained and groomed by expert
coaches at National Camps, with
Olympics 2028 & 2032 as milestones

¢) ATHLETICS

N|DJAM'<>§’=

ONAL INTER DISTRICT JUNIOR ATHLETICS MEET
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. DISTRICT LEVEL

505

DISTRICT
MEETS

JUNE

. NATIONAL LEVEL

65000+

U-14 & U-16
Girls & Boys

6 MONTHS

10

DISCIPLINES

> NOVEMBER

J

450

DISTRICTS

REPRESENTED
*BASIS TIMING CUT-OFF

~4500

GIRLS & BOYS
+ 2000 COACHES &
PARENTS

600

U-14 & U-16

ATHLETES SELECTED FOR THE
KHELO INDIA PROGRAMME
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IMPACT (2019)
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Shailt, Vidhi rewrite meet records on opening day of e

® Lead initiative under the Fit India Mational Inter=12strict Athletics —

Movement o . |AAF World Championship: India unveils

kit with new sponsor

LA

 Awareness & active engagement with s
65k+ kids (U-14 & U-16, Boys & Girls), aCross r —* ' e
500+ districts T R ST T

THE» HINDU

« Dedicated digital community with year- e SN L

ro u n d e n g a g e m e n t ----- | Spores Minister Rijiju lauds carporate support in talent
NIDJAM gets bigger and better Swanit Schmsmia Hane prodicad Nears) ; Duces
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- Significant editorial coverage - INR 3.5
cr. MEV

« 200 athletes supported under the Khelo
India talent development prog
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e 42,000 units of Milo sampled / sold
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Conceptualized and implemented Nestlé
Milo’s biggest digital campaign in India, to
encourage parents to adopt fithess as a
regular routine, for themselves and their
children in the pandemic where physical

: activity had taken a backseat
Jun'20 - Sep 20 MRAKI
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NIDJAMTN:

ATION INTER DISTRICT JUNIOR ATHL!

ORGANIC REACH

9.1Mn+

PAID REACH

40 Mn+

TOTAL REACH

49 Mn+

INFLUENCER

MARKETING

ORGANIC IMPRESSIONS

8.2 Mn+

PAID IMPRESSIONS

57 Mn+

TOTAL IMPRESSIONS

65 Mn+

6 Elite Athletes

4 Macro Influencers
10 Micro Influencers
35 Nano Influencers

HIGHEST ORGANIC REACH ~ 0.50 Mn
CAMPAIGN VIEWS POST ENGAGEMENT RATE ~ 22%

1.85 Mn.+

VIEW TIME

100K Mins. +

(/) ENERGY HOUR Campaign closed with a
JOIN US FOR AN ENERGIZED SUNDAY MORNING Facebook LIVE Session - Milo
Energy Hour

10 lucky kids and their parents
who participated in the
HOMEGROUND challenge,
interacted with R. Ashwin and

other guests M=AKI


https://www.facebook.com/NestleMILOIndia/videos/592052744822655

