
 For more information contact your Val Morgan Cinema Network representative

www.valmorgan.com.au

Feedback from the cinemagoers was extremely 
positive. Mothers appreciated the sample and 
the added value items in the sample bags and 
parents were keen to be educated about the brand 
and the formula in general. Overall the campaign 
increased awareness of the Wyeth S26 brand and 
its benefits for young children in a fun and engaging 
environment. 

Wyeth Australia selected the family film “Horton Hears a Who” to launch an integrated cinema 
campaign for their product S26 Gold, targeting mothers with young children who make up a large 

segment of the audience for family films.

To complement the screening of the S26 Gold cinema 
commercial during the Easter weekend launch of 
“Horton Hears a Who”, branded promotional staff were 
positioned at the exits of selected cinemas in Sydney 
and Melbourne to hand out sample bags to their target 
market. The bags consisted of a Gold Toddler sample 
stick pack, 1 Yummy Scrummy Recipe Booklet, 1 S26 
Gold Toddler Biofactors leaflet and a Careline magnet.

To further enhance the promotional opportunity presented 
by the film, Wyeth obtained approval from the film distributor, 
to feature visuals and information from the film on a special 
promotional page of their website. Also included on the page 
was a link to the movie trailer and information as to where and 
when sample sessions would take place at cinemas screening 
the S26 Gold ad.


