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Fantaʼs global campaign sets out to bring more play to teenagersʼ lives in 190 markets, 
with the line “More Fanta. Less Serious.” To maximize exposure to this message on 
Facebook however, we discovered that we needed to translate play activity into higher 
engagement with brand posts. With the introduction of Timeline, we went beyond 
boring corporate history and saw the chance to play a game.

Without media support, we launched “Lost in Time,” a game that flung four Fanta 
characters out of the cover photo and into the past. We challenged fans to solve clues to 
deduce which year the characters were lost in, find the photo in Timeline and ʻLikeʼ it. 
Once the number of ʻLikesʼ matched the year they were hidden in – WHAM – they were 
restored to the cover photo.

With pure Timeline functionality and no media or incentives, engagement rose by 114% 
and we received over 45 million impressions – purely because the world played.
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At a time when everyone is telling them to grow up and get serious, teens want to play. 
Itʼs a global phenomenon, and we had learned through global research that teens 
admire those who subvert the expected into something playful. Thatʼs why the global 
campaign for Fanta is ʻMore Fanta. Less Serious.ʼ

In 190 markets, we invited teens to come along and play with us across media. We had 
activated a global campaign that involved traditional media, digital gaming, music 
festivals, mobile apps, and viral videos. Yet we hadnʼt yet cracked how to bring play to 
global teensʼ most frequented playground: Facebook.

The average global teen spends 9 hours a week on social networks (the same amount 
they spend watching TV, and more than any other online activity)1. Winning in Facebook 
was critical for making Fanta a teen badge brand because of its broad global reach and 
the opportunity to engage continuously with fans. While we had a presence on 
Facebook, we hadnʼt yet figured out how to bring our playful ethos to life through 
the medium.

Itʼs a common conundrum on Facebook: so many fans, so little engagement. While 
recent years have been dominated by brands rushing to collect fans like trading cards, 
are fans actually interacting with them? So far, not really. Only about 1% of fans of the 
biggest brands on Facebook are actually engaging with the brands.2 This isnʼt really that 
surprising when you think about the inundation of posts from friends, family, groups, 
and brands the average Facebook user is faced with everyday. In fact, when the average 
news feed story from a user only reaches 12% of their friends, what chance does a brand 
have3? How could we crack the Facebook code to reach a large number of users and 
increase exposure to our brand?

Context

1 UM, “The Business of Social: Social Media Tracker 2012”, Feb 23rd 2012
2 http://adage.com/article/digital/study-1-facebook-fans-engage-brands/232351/ 
3 http://techcrunch.com/2012/02/29/facebook-post-reach-16-friends/
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AVERAGE POST ENGAGEMENT RATE

Just like everybody else, we had a lot of fans on Facebook, about 2.5 million 
total. Stacked against the top brands on Facebook, our average fan engagement 
per post4 was middling:

The Insight

4 Calculated as the average number of likes, comments, and shares per post on a given day, 
  divided by the total number of Fans for the page. This reflects the percentage of the fan base 
  that interacts on average with a post.



But why does 
this matter? 
Whatʼs the importance of a high 
engagement rate? Quite simply: If fans 
donʼt engage with brand posts, they wonʼt 
be exposed to our messaging.



Hereʼs how 
it works.

96% of Facebook users donʼt return to a fan page once they click 
the Like button5; instead, they primarily engage with posts 
through their News Feed. As mentioned earlier, so much activity 
happens on the average usersʼ Facebook News Feeds that 
breakthrough on Facebook means a battle for real estate in this 
constantly streaming feed.

5 http://brandglue.com/



Brands can get a foothold in the News Feed by paying for it – Facebook will promote 
posts and push them higher in exchange for media dollars. Easy solution, right? The 
catch: We didnʼt have any money for paid Facebook media.
This means we had to drill down into how Facebook determines News Feed placement 
based on user behavior. Facebook uses an algorithm called EdgeRank6 to govern what is 
displayed and how high. While no one outside of Facebook knows the exact formula, we 
know it looks something like this:

EDGERANK = AFFINITY × WEIGHT TIME × DECAY

If and how high a 
brands’ posts are 
placed in a user’s 
News Feed.

Represents the 
“relationship” between a 
brand and a fan. Actions 
like Liking, Commenting, 
Sharing, Clicking and 
even Messaging can 
influence a User’s Affinity.

Age of the 
brand post.

Value system created by Facebook 
to increase/decrease the value of 
certain actions within Facebook; 
for example, Commenting could 
have more value than a Like.

So what could we do to positively influence our EdgeRank?

6 http://whatisedgerank.com/



The InsightTime Decay

As shown by the EdgeRank formula, frequency of posting 
is obviously important. But every major brand is 
frequently posting so we were never going to have a 
major advantage with this variable.

The InsightWeight

Some forms of engagment are more time consuming than 
other (eg. Commenting vs. Liking) and are therefore 
given heavier weight. From all our past Facebook Data, 
however, we knew it was also much harder to get fans to 
do more time-intensive forms of engagement. Moreover, 
we donʼt know the exact weighting Facebook gives 
different forms of brand engagement, so we did not 
make it a primary goal to garner certain types of 
engagment over others.

The InsightAffinity

We could drive up user engagement: Liking, 
Commenting, Sharing, etc.

The Insight
Finally, itʼs worth noting whatʼs not in the fomula: number of fans - a metric many 
brands with millions of fans are still singularly foused on.



Based on our understanding of 
the Facebook EdgeRank 
algorithm our key insight was 
that rather than focusing on the 
recruitment of passive fans we 
needed to drive up engagement 
with our existing fans.

The Insight



The InsightThe Strategy

We needed to find a social mechanism that could engage our existing fans. Beyond your 
guiding social insight, we had a couple more clues that helped us land on a strategy:

1. 55% of our existing fans were between the ages of 13-17, an audience that 
we had already had great success with by rooting our core campaign in play. 
Millennials hold “fun” as a core value7, which aligned perfectly with our 
message of “More Fanta. Less Serious”. Since subverting the serious into 
something playful resonated with them, we had to do the same on Facebook.

2. Every change to Facebook generates a huge amount of conversation and 
buzz, and we were going to be one of the first brands to pilot Facebookʼs 
biggest change since the original launch: Timeline. Users were going to be 
exploring a new format and user experience, so we had to take advantage of 
Timelineʼs central mechanic: scrolling chronology.

7 http://www.forbes.com/sites/prospernow/2012/07/05/the-new-millennial-values/



Turn Facebook Timeline into Fantaʼs 
playground - we invited our fans to 
jump in and play with our posts.

Our Strategy



The InsightLost in Time

As we launched on February 29th, we proposed the leap yearʼs extra day ripped a hole 
in the Fanta space/time continuum. This event flung our characters out of the cover 
photo and sent them hurtling back to past years in the Timeline.

Our fans had to bring them back to 
the present by solving clues to 
deduce which year they were lost in, 
find their photo in Timeline and Like 
it. Once the number of Likes matched 
the year they were hidden in, they 
were restored to the cover photo.

Fans came together to crack the 
clues, track down the characters and 
recruit their friends to join the effort. 
One by one, our characters were Liked 
enough times to be rescued.

Lost in Time



We used only Facebookʼs existing 
functionality to gamify Timeline; no 
incentives or promotions.This was one 
of the reasons Facebook picked us to 
pilot their new format.

Our fansʼ activities were pushed out 
through their personal pages, which 
brought in more fans. By using story 
arcs that extended across many wall 
posts, we earned ongoing involvement 
and user-sharing.

1



We wanted to earn higher levels of engagement and the personal advocacy of fans 
pushing out content and activity via their own Facebook accounts in order to drive up 
our EdgeRank, thereby increasing exposure to our message. Our goal was a 25% 
increase in post-level engagement (i.e. Likes, Comments, Shares of our posts).

Results

8 Viral = someone interacts with your Page and that interaction is published via their feed 
for their followers to see it. Organic = posting something and your fans/subscribers see it



We cracked the code on designing 
Facebook content that would 
maximize our exposure to fans. By 
transforming Facebook engagement 
into play activity, 

we gamified Timeline, 
and the world played.


