
Dentyne revives the importance of 

face to face connections 
in a digital world.

the digital race is no 
substitute for the 
human race…



We’re here to tell you about 
how we came up with a strategic idea 

for Dentyne - focused around the importance of 
connecting face to face. 

Ironically, in a world where we can 
submit award applications with the click of a mouse, 

we can’t stay true to our strategy and be there in person – 
so we will have to settle for the pages that follow 

to tell our story.  

hi there



In a world where young adults are digitally connected, but becoming humanly disconnected, Dentyne’s strategy 
was to remind our target of the value of the face to face connection.  To rouse them to get offline for a bit and get 
back to interacting in person more often.  After all, breath matters most when you are face to face and because 
those types of connections are fewer and farther between, Dentyne, as a breath freshening gum brand, seized the 
opportunity to champion them.                  

The strategy…

Is Simple

Gives a deeper meaning to gum which is an unexpected leap in a very functional category

Leverages a unique insight that has not been used before in this way 

Is  relevant to Gen Y (our target) who consider technology a major part of their socializing

Is  timely - the explosion of social networking makes maintaining relationships online even easier

Just makes sense – it encourages occasions where gum plays a critical role

And the powerful creative that resulted from the strategy ironically leveraged technology and its associations 

to reconnect the humanly disconnected

Both the strategy and the creative sparked a cultural dialogue among the target and the buzz continues

summary



1) Get people to look at the Dentyne brand in a new light 

2) Create an emotional connection with consumers in a 

traditionally functional category

3)  Stem Dentyne’s volume decline

our challenge



Between the years of 2006 and 2008, Dentyne went  from leader 
to follower, its share virtually cut in half.

Why?
In a category where brands live and die by  new news and 

badge value, Dentyne had neither.  

•Any innovation Dentyne had in the pipeline was far, far away. 

•Our brand communication centered around “boy meets girl” had lost 
its relevance and had become very predictable.  

•The brand wasn’t surprising our Gen Y target anymore.

situation



Our competition, on the other hand, had both

Orbit introduced two to three new flavors a year and its innovation 
was the main driver for the brand becoming the top brand of choice 
among our target

Wrigley 5’s new packaging innovation reinvigorated the stick 
form and created buzz among teens and young 20 somethings

situation



Our reality was we needed immediate change to stem our 
decline and could not wait for innovation as the platform to revitalize 
the brand.

…we had to reinvent the brand without any product invention.

situation



Dentyne’s equity has always been in “connections”
so we looked to build on that in a new way that would

resonate deeply 
with our core audience (18-34 year olds).

However, we wanted to leverage an insight that was
timely, talk worthy, and more unpredictable
than consumers had come to expect from the Dentyne brand.

It was clear we couldn’t continue to use
“the gum that gives you confidence to get the girl” strategy.

situation



our insight
The following is a slideshow that brings our 

strategic insight to life. 

When it was presented, it solidified the strategic idea in the minds of the 
entire Dentyne team internally and externally and 

created inspiration
for the creative team.

Judging by the definitive
shift in the room

each time it was presented,   
we knew we were onto something…



we email



we text



…average of 35 people

we im



we network



there’s so much 
we say…

…but so much is 
left unsaid



always 
connected…

but we FEEL 
disconnected…



always in touch…

but seldom 
touching…



together, but apart



it’s time to get back 
to the basics



to get together



to get closer



to get face to face



Face to face…

it’s a powerful 
thing…



If we were never face to face 
life would be…

well…
somewhat 

lifeless



If we weren’t face to face, 
could we kiss?



could her joy make us joyful?



could we feel the wind in her face?



could her laugh make us laugh?



could we read 
her heart 

racing?



could we tingle 
with his desire? 



When we aren’t face to face…

our words are softer

our emotions muted

our feelings are fainter

our desires are duller

and kisses are just intentions



Yeah.  
So why does
this matter 
for Dentyne?  



Because when does 
breath matter?



not over email

or when we txt

not over the wires

or when we chat



Breath matters when 
we’re face to face



“It’s better face to face with Dentyne”
Dentyne would become the champion of face to face connections.  
The brand would inspire people to connect in-person more often by 

reminding them of the benefits of interacting live versus through technology 
and by supplying them with the fresh breath to do so.

The big idea



After several rounds of creative work and a range of tonality explorations, we 
were 8 people in a small conference room when the creative team presented 
the work and a smile emerged on everyone’s faces.

And the “Make Face Time” campaign was born

The big idea



“make face time”

Integrated communication plan

Television 

Out-of-home 

Digital advertising

Website

Digital short film 

Promotions

Events



“make face time”
“Make face time” juxtaposes digital terminology with moments of 

human (face to face) connection to remind consumers of the 
benefits of face to face connection and motivate them to make 
face time with people close to them.  Our biggest challenge was 

to promote face to face connections without demonizing 
technology – the lifeblood of our target



In creating the communication plan with our 
partners, the principles most important to us 
were 
1)The idea had to be integrated throughout 
the marketing mix
2)Any out-of-home media touch points had to 
be either in places where consumers are 
usually consumed with technology and 
missing opportunities to connect face to face 
or in places where they are likely to be 
connecting face to face   
3)Online communication should encourage 
offline interaction

The support
Inspiring at the right moment



The communication plan details
“Make face time” television 

:15 and :30

“Make face time” out-of-home
Placed in airports, subways, on buses and near social gathering places like 

bars and coffee shops - all places where people were making face time or on their 
way to

“Make face time” digital media
Placed on social gathering sites like AIM, break.com, MSN chatrooms, 

circleoffriends.com, evite.com and on more frequently visited sites like weather.com, 
these online ads encouraged consumers to get offline and make face time with the 
friends they were chatting with at that moment

The support



The 3 minute website
Staying true to our strategy of encouraging people to make more face time, we used 
our website as a vehicle to drive consumers offline to meet face to face.

Dentyne.com shuts down after 3 minutes to encourage consumers to get offline and 
make some face time.  Once you access it for your 3 minutes, you are not allowed to 
access the site for 24 hours.

The support

Some of the content includes:
• Face time finder where you can enter your location and receive a list of 

great places to meet up with people for some face time in your area
• Send a face time request when you can invite a friend to join you for some 

face time
• Smiley chamber of doom where you can destroy emoticons (a pathetic 

attempt to replace real human beings) 



“Blog Smog” Digital short film 
At launch, we saw that bloggers were a key part of the buzz we were getting about 

the campaign.  We wanted to provide them with a new reason to talk about the 
brand leveraging an insight that spoke directly to them.  We created a digital film 
distributed to key influential sites among the blogging community explaining the 
phenomenon that occurs from blogging all day with your mouth closed called 
“Blog Smog”.

“Make face time” Promotions and Events
Dentyne relationship playwriting contest
– Partnered with the Manhattan Theatre Club  to create a contest where 

aspiring playwrights could enter short plays about sustaining personal 
relationships in the age of technology

– Dentyne then hosted a live event where the winning plays were performed

Make face time getaway contest 
– Online contest where consumers entered to win a trip to spend some quality 

face time with up to nine friends at the location of their choice

the support



Results
We achieved our marketing objectives with the “Make Face Time” idea

People were now talking about the Dentyne brand in a new way and 
connecting with the brand on an emotional level…



let the buzz begin…



let the buzz begin…



let the buzz begin…



let the buzz begin…



let the buzz begin…



Mentions of 
Dentyne 
online during 
campaign.  

Spikes 
indicate 
increase in 
media weight

let the buzz begin…



Creativity Online – Ad of the Day October 20, 2008  “Anthem 1”

the industry notices



Brandweek featured Peer Review  December 1, 2008

the industry notices



Adweek Ad of the Day – April 8, 2009  “Blog Smog”

the industry notices



Adweek Best Spots of October 2008 “Anthem 1”

the industry notices



Results
…and

We stemmed Dentyne’s volume decline and increased share by    
.3 points which is equal to a 3.0% increase in dollar sales

Four weeks after the OOH launched in only 5 markets (August ‘08), Dentyne’s September share 
increased 0.1 point versus the previous period.

This was Dentyne’s first share increase in eight months.

It was also significant because the overall gum category was down versus the previous period.

National TV launched on September 29th, 2008, and after only three weeks of advertising 
Dentyne’s October share increased another 0.1 points versus the previous period.

Dentyne’s November sales were also up 0.1 points after an additional two weeks of TV 
advertising, digital support, and the launch of the new 3-Minute Website.

IRI 4 weeks ending 9/21/08
IRI 4 weeks ending 11/16/08
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