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 Like this? Heinz scores a  
Facebook food sale fi rst  
 Anna-Marie Julyan 

 Heinz will sell the fi rst 
3,000 bottles of its latest 
Tomato Ketchup exclusive-
ly through Facebook UK – 
the fi rst time the social net-
work site has been used to 
fl og groceries, it claims. 

From Monday, consum-
ers will be able to buy 
Heinz Tomato Ketchup 
with Balsamic Vinegar 
through the Heinz Tomato 
Ketchup UK page on 
Facebook. The rest of the 
1,000,057 bottles will be on 
shelves from 23 March.

The commercial poten-
tial of Facebook is increas-
ingly understood by mar-
keters and has already been 
harnessed in the fashion 
world, with online retailer 
Asos allowing consumers 
to buy direct from the so-
cial network site when it 
opened a Facebook store in 
January. 

But this is a fi rst for food 
and the move would bring 
Heinz “closer” to its 40,600 
Facebook fans as part of the 
company’s signifi cant in-
vestment in digital strategy 
over the past six months, 

claimed Heinz marketing 
manager Ian McCarthy. 

Heinz only created a 
Facebook page for its 
Tomato Ketchup last 
October, but was now in 
“constant dialogue” with 
Facebook and advertised 
with it every day, he added. 
From Monday, Heinz adver-
tisements on Facebook will 
drive traffi c direct to the 
limited-edition sauce tab.

Heinz lovers will be able 
to buy a bottle (rsp: £1.49) 
using a payment system 
embedded into Facebook. 
Facebook does not take a 
cut, making money instead 
through payments for ad-
vertising and credits. 

Online grocer Ocado said 
it was watching “with inter-
est”, but pointed out peo-
ple could buy multiple 
foods in one transaction on 

a move this was. “Does this 
mean more food compa-
nies are going to start sell-
ing direct through 
Facebook? No; that’s the 
job of online grocery,” he 
said. “Will consumers think  
– I’m going to the Jaffa 
Cakes page to buy Jaffa 
Cakes and the Weetabix 
site for cereal? No.”

It was, however, a really 
cost-effi cient way of gener-
ating buzz around NPD and 
reaching a wide audience, 
he added, because each of 
the 3,000 people who buys 
a bottle on Facebook will 
have an average of 130 
friends. 

Heinz had struck on an 
innovative way of engaging 
fans and creating a buzz 
around NPD, agreed Guy 
Grimsley, consultant at The 
Value Engineers, but 
warned only the most well-
loved and “iconic” fmcg 
brands could get a big 
enough Facebook fanbase 
to make it effective.

The balsamic vinegar 
ketchup is the fi rst limited 
edition Heinz Tomato 
Ketchup. Heinz has 77.3% of 
the £164m ketchup market. 

The first 3,000 bottles of the limited edition hit Facebook on Monday; the rest will go in-store

its website, whereas Heinz 
was only selling one prod-
uct. “We’ll be very keen to 
see how it goes,” a spokes-
man added. “The online 
retail space is growing very 
quickly and there’s room 
for everyone.”

But Richard Buchanan, 
director of consulting at 
brand and marketing con-
sultancy The Clearing, 
questioned how signifi cant 

 THE TWO FACES OF FACEBOOK: HOW THE SOCIAL NETWORK IS ALREADY INFLUENCING GROCERY  

 Pepsi Raw 
Fans ranted on Facebook and 
Twitter about sporadic availability 
from launch in 2008. Angered by 
PepsiCo’s lack of communication, 
consumers used its Facebook page 
to complain until delisting last year.

  Cadbury Wispa 
More than 90 ‘Bring Back Wispa’ 
Facebook groups totalling 14,000 
members successfully campaigned 
and the countline made a return in 
2007. Cadbury this week launched 
a new Wispa ice cream. See p28.

 Tango 
Britvic harnessed Facebook by 
enlisting Tango lovers to take part 
in a ‘Save Tango’ campaign after 
sales nosedived. It worked, and in 
2009 a limited-edition can read 
‘Thanks’ instead of Tango.

 Kit Kat 
Nestlé had to abandon its Facebook 
page to the mercy of thousands of 
protesters backing a Greenpeace 
palm oil campaign against the 
supplier. It’s become a case study in 
social media mismanagement. 
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