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How a Bot Saved Christmas



Let’s talk turkey

The Challenge



The opportunity  - annual trends 



December at safefood





Aims & objectives
Aim

• Support Christmas cooks to provide safe & healthy food for Christmas

Objectives

• Promote awareness of food safety and support for cooks for 

Christmas throughout December via radio, PR and social media.

• Provide support using artificial intelligence ‘Chefbot’

• Increase visits to Christmas hub on safefood.eu

– Increase use of the turkey cooking time calculator



Messaging architecture



Central structure



Time-based 

messaging





Social promo



Results



• Social, organic search & paid search drove a high volume of traffic.

• Over 1 million impressions on Facebook 

• 790,000+ impressions on Twitter

• 40,331 engagements on Facebook 

• 45,000+ on Twitter

• 11% engagement rate on Facebook 

• 4.6% on Twitter



Web traffic – December 2017



Web traffic – Christmas Eve & Day



Chef Bot

• 356 users.

• New users peaked on Dec 23rd - 56 new users.

• The most clicked on button was defrosting.

• Recipe link clicked 37 times

• The Turkey Cooking Time Calculator clicked 109 times.

• Most users came from Facebook Ads.



Highest level of traffic EVER in one day



Top learning



Key elements

• Data driven approach

• Importance of trend data

• Being timely, useful and considering the context

• Buy-in and openness to technological solutions from science colleagues – strong 
partnership

• Great collaboration with the agency – McCannBlue

• It worked!
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