CHEW BEFORE YOU SWALLOW
Marketers Young Lions Finland 2018
K Group & Helsingin Sanomat, Media Literacy

Helsingin Sanomat is the largest daily paper in the Nordic region and it offers not only reliable news, but also
a variety of content, especially covering lifestyle, science, culture and society. K Group is a Finnish trading
sector pioneer that has been selected as the most sustainable trading sector company in the world".
Corporate responsibility is a strategic choice for K Group and integrated in day-to-day activities.

43 % of Finns think they encounter untrue news weekly?. False news spreads rapidly in online media
because anyone can publish and share content. According to research, false news spreads more than the
truth because humans, not robots, are more likely to spread it3.

A substantial part of misinformation is related to healthy diet and food products. This has led to a
situation where especially young Finns feel it is difficult to find, evaluate and understand information
related to healthy diet and well-being*. This can be highly detrimental to one’s health, if people make food
choices based on misinformation.

K Group wants to improve media and health literacy skills of the Finnish people. The primary objective of
this campaign is to raise people’s interest towards fact-based information.

As a contribution to media literacy improvement, K Group will build Nutrition Fact Bar on K-Ruoka.fi
website and K-Ruoka mobile application. Consumers can find content based on K Group’s own data
(online & offline) and the content is curated by K Group’s product research with the help of national health
authorities. On Facebook, people can ask K-Ruoka Messenger chatbot if the news articles related to
healthy diet or food products, are based on facts.

TIMELINE OF THE CAMPAIGN:

Phase 1: Increase awareness of misinformation and raise interest towards fact-based content by using 5-10
influencers and native advertising. Launch of K-Ruoka Messenger chatbot. Strong paid and own media
presence.

Phase 2: Retargeting with K-Ruoka app install message for those who have not downloaded K-Ruoka
mobile app yet.

Own: K-Ruoka.fi, Pirkka o
magazine, K-Ruoka magazine,

18-44 years old Finns active in
social media:

Improve K Group’s image as
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perspectives that create discussion.



