
УДК 339 
SUCCESSFUL MARKETING CAMPAIGNS THROUGHOUT HISTORY 

 
А. О. КСЕНОФОНТОВА, А. С. МЕЛЬНИКОВА 

Научный руководитель Т. П. ПИНЧУКОВА 
Белорусско-Российский университет 

Могилев, Беларусь 
 

The report of «Successful Marketing Campaigns Throughout History» explores 
the concept of marketing campaigns, their development over time, and provides some 
prominent examples over the past decades. 

The aim of this work is to give an overview of marketing campaigns. 
In the project we discuss the concept of marketing campaigns, its importance to 

the marketing industry. Additionally, some tips for creating an effective marketing 
campaign are considered. 

The relevance of the topic «Successful Marketing Campaigns Throughout 
History» is meaningful. Firstly, it provides an insightful and interesting view  
at the history of marketing campaigns and their evolution over time. Marketing 
campaigns have become a crucial tool for businesses to reach and engage with their 
target audience and build brand loyalty.  

Secondly, the relevance of the topic is its educational potential. Marketing 
campaigns, as mentioned above, have become increasingly complex and sophisticated 
over time, and can serve as an inspiring case study for marketing professionals  
and students.  

The last, but not the least, is practical potential of the theme of the topic. As it is 
shown in the case studies, effective marketing campaigns can substantially boost 
visibility, increase brand awareness, and improve sales. Therefore, it can be said that 
successful marketing campaigns can significantly impact the viability and success  
of businesses, making it a crucial aspect of business strategy and development. 

As for the students of innovation management, it is important to understand how 
businesses operate and how they can effectively market their products.  
By understanding the techniques used in successful marketing campaigns, we can gain 
valuable insights into the elements that make a marketing campaign successful and 
develop effective strategies for promoting our own innovations. Additionally, 
understanding of how businesses work can help us to create and promote innovations 
that not only solve problems, but also align with business goals, ensuring that our 
innovations can have a significant impact. 

The necessity of a memorable, well-branded marketing campaign that captures 
consumers' attention persists despite changes in consumer purchasing behavior 
throughout time. Finding an effective concept that will appeal to consumers and leave 
a lasting impression is crucial. 

A marketing campaign is a business strategy that uses various media platforms to 
advertise goods and services. A marketing team can use a central topic to tell a 
complete story or deliver related messages in a number of ways. Campaigns employ a 
variety of strategies, including interactive tactics, advertisements, and demonstrations 
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to spread their message. A company can boost its brand awareness and competitiveness 
in the market by implementing marketing strategies. 

The first marketing campaign that we are going to describe in our project  
is «Diamonds are forever» by De Beers, one of the most lasting marketing campaigns 
in the world. 

Even though they were unaware of it at the time, De Beers' diamond  
campaign led to a radical change in the diamond industry. This slogan, along with 
large-scale marketing campaigns, made diamond engagement rings necessary rather 
than just desirable. 

The goal of this marketing campaign was to draw similarities between love and  
a diamond. It was being pushed that the most heartfelt gift a man could give his 
significant other was a diamond. In a 1977 De Beers commercial, we see a black and 
white video of a couple on a beach. This house and beach appear to be locations that 
are representative of wealth and prestige.  The only color throughout the film is when 
the man proposes with a gold solitaire diamond ring, a De Beers’ ring. Then we hear 
the narrator say, and see the words on the screen, “How else could two months’ salary 
last forever? A diamond is forever. De Beers.” They are not only romanticizing the 
desire for a diamond excessively, but they have already assigned a value to it. Women 
are being taught that this is what they need to get engaged and start a love relationship, 
while men are being told how much money they should spend. 

Still relevant today, De Beers employs the slogan from that initial campaign.  
The concept of a diamond being “forever” comes alongside the concept that it was 
shaped by time and nature. That idealistic idea might not disappear as soon as new 
technologies emerge, but that really depends on who uses marketing to provide the 
greatest value. 

Another marketing campaign, «Share a Coke» by Coca-Cola tells a story on how 
to produce billions of products a year and still make them individual. 

Coca-Cola launched the "Share a Coke" campaign in response to its target 
audience's passion of sharing content online and capitalized on the social media 
platform's ever-growing popularity. This not only embraced multichannel marketing, 
but it also had multiple names on the product label, which made it entertaining for 
customers to look for their own name or their friends' names online and share them. 

Expanding to more than 80 different countries, the campaign maximized social 
sharing, allowing fans of the brand to promote their products themselves [2]. 

Overall, Coca-Cola's «Share a Coke» campaign is evidence of the effectiveness 
of personalization and its capacity to forge deep bonds between a company and its 
customers.  Coca-Cola was able to successfully turn a basic product into an engaging 
and personal experience by appealing to the emotional side of individual recognition, 
which strengthened the company's position as a well-known and loved brand 
throughout the world. 

One of the marketing campaigns that is highly recognizable by its extraordinary 
sense of humor is “The Man Your Man Could Smell Like”. 

The campaign's humor, which spoke to a wide spectrum of consumers, was a 
major factor in its success. The humor, surprise elements, and slick execution made the 
campaign instantly popular, turning it into a viral sensation. The main character is 
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Mustafa whose charismatic performance and the memorable line became widely 
quoted: "Hello, ladies. Look at your man, now back to me, now back at your man,  
now back to me". The advertisement was so successful that it even gave rise to  
a number of viral videos, one of which included Mustafa responding to questions from 
YouTube fans. 

The advertisement significantly affected Old Spice's sales and brand.  
It successfully dispelled Old Spice's previous reputation as a brand exclusive to older 
consumers and relaunched the company as a brand for all men. The advertisement 
earned millions of views on YouTube in its first 24 hours of upload, demonstrating the 
campaign's quick success. 

More than merely views, though, the campaign produced real commercial 
success. Old Spice reported that sales of the body wash Mustafa was promoting in the 
ad increased by 107 % in the month following the campaign's launch. Sales of the 
company's other products increased significantly as well [3]. 

Here are a few lessons can be learned from the success of the “The Man Your 
Man Could Smell Like” campaign: 

1. Humor is a powerful tool: it makes an advertisement memorable so customers 
would recall your product and its slogan when they roam through shelves in a shop. 

2. A marketing campaign should “engage with its audience” and find a style that 
suits its target audience to attract their attention. 

3. It has to be creative: every successful marketing campaign has its own 
extraordinary feature, so it requires for a company to get one too, if they want to make 
a campaign successful.  

To sum it up, successful marketing campaigns throughout history have often been 
fueled by creativity, innovation, and the ability to connect with audiences  
in a meaningful way. Such campaigns as Old Spice's "The Man Your Man Could Smell 
Like", Coke's "Share a Coke", and De Beers' "Diamonds Are Forever" are examples of 
campaigns that successfully captured the imagination of their respective target 
audiences through clever use of humor, emotional appeal, and cultural reference. While 
these campaigns may have been unique and eye-catching, the key to their success was 
their ability to connect with consumers on a deeper level and leave a lasting impression. 
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