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Smak’s Strategy

Kevin Foster s selling something, but he’s not really 2
salesman; mare accurately, he's the ad. The 27-year-old
video-game designer is partying at the trendy Caprice
Night Club in downtown Vanccuver, sportng # promi

nent monstache, a tight-fitting suit snd 2 bright patterned
shirt with generous lapels. Foster has been growing she
moustache tor a month, aloag with same co-workers at
Action Pants Iise., 10 promote the annual “Movember”
fundraising campaign. They and their mustachioed
Canadian compatriots helped rase $46.000 for prostase-
canvcer research. nd this is their ‘$0s-themed vctory besh.

During November. Foster says he explained che
campaign to about S0 people who asked him about his
out-af-date fachal hair. His 420-some Facebook friends
also got to see weekly updates as his upper lip flled in

Bur Kevin, doesn't that mean your moustache just
mansformed you into 3 walking hillboard?

*Exactly,” he admats, with a laugh. “T'm doing it
because ith 2 great cause.”

The international campasgn’s Canadan effortwas or-
ganized by the Vanconver masketing company Smak, sind
this is what they doc publicity stunts, goernila advertising,
experiental markenng. It's all aboat gesing vour and
ence W take part i the ad and then puss your messages
along, says Stk co-founder Alan Bedingzfichd. Youny

people respond especially well o messsges they get from
their peers, he explains, which 5 what makes the charm-
ing Kevin Foster such an effective billboard

“They're savvy. They understand when they're being
marketed m, <o we've got to do it in different ways that
invotve them,” he says. “Then all of a sudden it's them
by pulled it e advertsement willingly. xs opposed
1o us trying to force-foed it down their throas.”

So how does it work? Well, consider when Smak
scattered 4 bunch of unmarked, empty fridges around
“Toroneo, keaving the city perplexed umtil news storis re-
vealed that it was all about the city’s stuggling food banks.
Or the time they hired topless voung women to hand out
sample sex products at Granville and Robson streets to
create a bazz around North Vancouver's O'My Producs
Ine. The passershy become part of the act. Bedingfield
savs, andd if they're impressed by the experience, they Il
pass the message on in 2 you-won t-believe-what-T-siw-
downtown-today kind of way.

"lfj.u L nve this growp of people a positive expenence,
they’re going 10 aik about it and remember it for 2 Joag
time,” he says

MEDIA TARGET: Kevin Foster (above and right) became
& walking billboard by growing a »
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