BACKGROUND

Erik Orgu, who received a personal trainer and nutritionist certificate from the Premier Training International College
in London, has helped tens of thousands of people to lose more than 100 000 kg of excess weight with the meal plan
carrying his name.

THE PROBLEM

Nevertheless, this has not been enough. Ten years ago, the percentage of overweight people in 2016 was predicted to
be 39%; however, this indicator turned out to be a whopping 51.7%. While currently every second Estonian is overweight,
this indicator is predicted to reach 62% by 2025. What does this actually mean?
According to the Ministry of Social Affairs, the direct costs of excess weight and insufficient physical activity amounted
to 45.5 million euros in 2015 and the overall lifespan decreased by 47,000 years in 2013, meaning that 684 million euros
were not received that year. For this money, the Tallinn-Tartu highway could have been made into a four-laner!
Let’s also not forget the person among these numbers, for whom excess body weight has several negative impacts,
such as physical discomfort, distress, headaches, lack of energy, risk of diabetes and cardiovascular diseases.

THE GOAL

To lose at least 36,525kg of excess weight in eight
weeks by 24 February – one kilo for each day in one
hundred years.

options, we decided to carry out the campaign on social
media (organic and ads), in search engines (organic
and ads) and, for ensuring coverage, in television and
on the radio (PR).

SOLUTION

EXECUTION

To help Estonians be healthier in the next 100 years,
Erik Orgu decided to take action and create a campaign,
inviting the people in Estonia to lose weight and give a
historic and powerful centenary gift to Estonia.

THE STRATEGY

For several reasons, 25–44-year-old women were
chosen to be the target group:
• Many people are overweight in that age group
• Women are more concerned about their weight
• Previous active users of the meal plan were from the
same demographics
• With regard to affinity, mobile devices, apps and
social media are on the forefront in that age group.
Considering the platforms of Erik Orgu’s meal plan
(website and app), the goal of the campaign, media
consumption among the target group, as well as budget

Since the budget of the campaign held from 2 January
to 24 February was only 6000 euros (2500 euros for the
agency fee and 3500 euros for ads), we decided to
place the main emphasis on PR and direct communication on social media, in the meal plan app, as well as via
email.

RESULTS

45 004 visits to the campaign page
513 participants joined the Facebook event
102% increase in the percentage of paying customers
15 days after starting the campaign, the monthly sales
record of the past four years had been shattered
57% was the percentage by which the previous monthly
sales record was exceeded
What’s most important: 5396 people are now considerably
healthier, having lost a total of 39 483 kilos of excess
body weight!

PR
Erik Orgu visited the live studio of TV3
news both at the beginning and end of
the campaign, as well as radio channels
Elmar and Power Hit Radio.

DIRECT
COMMUNICATION
Each week, we updated the number of
participants and number of weight lost
on the campaign page, and thanked the
campaign participants using the meal
plan’s push notifications. We also sent
weekly invitations to join the campaign
to Erik Orgu’s contact base (more than
25,000 contacts).

FACEBOOK
We posted motivating and educating
videos on Erik Orgu’s fan page, EV100
campaign’s event page and Erik Orgu’s
weight loss group, and used these
channels to introduce the sponsors
and give status updates.

ads
While different message and picture variations
were tested for interest-based targeting and
remarketing on Facebook, one single ad with a
clear message was used to support the campaign
on Google.

