
CASE STUDY: P&G Proxy Battle Goes Digital

How Digital is Being Used in a High Profile Proxy Battle
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What is a Proxy Battle?



What is a Proxy Battle?



Background

•P&G is the LARGEST company to face a proxy battle of 
this magnitude
•P&G expected to spend $35 Million
• Trian expected to spend $25 Million



GSOT

•Goal = Win Proxy Battle
• Strategy = Target alumni with educational messages
•Objectives
• Reach X% of alumni with meaningful content that may 

convince them to vote our way
• Drive WOM with social media shares of content from 

employees + alumni
• Tactics = What we will discuss today



Microsite – Revitalize PG

•Mobile first 
design
• Clean + simple
• Call to action 

doesn’t stand 
out
• Lack of visuals + 

too much text



Microsite - Video

• First 10 seconds 
focuses on logo + who 
he is
•6 minutes – may be ok 

but assume people 
will only watch first 60 
seconds



Microsite – Key Points

•Clear list format
• Easy to read 
•Direct and to the 

point
• Focused on concerns 

of target audience



Microsite – Action Page

•Visuals used 
strategically to make a 
point



Microsite – Vote Blue

•Clear + simple
•Good use of visuals



Short(ish) Sharable Content

•Vote Blue emails out a single one-
page letter
•Clear message with visual
•Also PDF on site to enable sharing



Facebook Groups

•Post in P&G Alumni 
group



People Post in Groups

•Challenge – only people can 
post in groups
• Solution - Have P&G Alumni + 

Trian spokesperson post in 
the group
• “He” created a post about 

“his” position



Post = Discussion

•People started commenting + 
sharing their perspective
•No response from “Clayt”



Clayt Made a Profile Just for This



What do you think are the pros and cons 
of this approach?

Share your ideas…
What did they do right?
What can be improved?



Pro’s

•Great idea = Meet people where they are
•Discussion shows the topic is resonating
•Video = a powerful medium
• Video message is compelling
• Building on his authority



Con’s

•No disclosure on the post = FTC violation
Note: Even employees who are personally commenting know 
better



Con’s

•Doesn’t actually sound 
authentic (who talks that 
way)
•Post is long but not actually 

informative – doesn’t really 
say anything
• Lack of engagement in 

comments



Con’s

• First 3 seconds of 
video is the Trian logo
•Opening isn’t catchy
• Seems canned and 

staged – authenticity 
wins in digital



Social Media Ads

• Targeting on social 
better than almost 
anywhere else
•Clear single message
• Easy to understand 

visual
• Link to learn more



How are they able to target me?

• LinkedIn: 
• Previous employer
• Current employer
• Email
• Retargeting

• Facebook
• Interests
• Employer
• Email
• Retargeting



LinkedIn Article

•Personal LinkedIn 
article from P&G 
Employee
• Includes disclosures, 

etc. at the end
• Smart idea to create 

more sharable content



LinkedIn Article

• Sharable content online (33 LinkedIn 
shares)
• Encourages engagement (100+ likes)



LinkedIn Article

•WAAAAAYYYYYY too long
•No responses to comments
•Doesn’t really seem 

“personal” as you get into it



Sharable Content

• Create content people can 
easily share
• Use them as advocates for 

your message
• The presentation is 106 

pages – TOO LONG!!!



Simple, Sharable Messages

• Simple 
messages
• Sharable 

content
• Talk like 

normal 
people



Simple, Sharable Messages

•Authentic
• Short
• To the point
• (missing disclaimer?)



Simple, Sharable Messages

• Trusted spokesperson
•Good visual
•Article is LONG
•Maybe a video?



Facebook Live News Interview

• Live on Facebook drives 
more attention
•Allows for 

engagements



Organic Search

• “P&G Proxy Battle” 
•Only news results



Organic Search

• “P&G Proxy Vote” 
•Vote Blue wins all 3 

spots ahead of news 
results
• Trian isn’t even on the 

first page



Organic Search

•Also on first page is 
PGInvestor
•Copy = “Our strategy is 

working”
•Call to action on 

bottom right linking to 
vote blue microsite



Search Ads

•Ad always gets the first 
placement
•VoteBlue is only ad 

there
• Text + Content could 

be better optimized



Who do you think is 
winning the digital 

battle? Why?



Let’s Connect Online

@BootCampDigital


