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Client Brief
Raise awareness of the brand, attract as many inbound links as possible for Search Engine Optimisation purposes and 
drive relevant traffic to the website.

At the time of launching MyVoucherCodes to the sector there were few if any sites like it. We had a tough technical brief 
to deliver in terms of making people understand that anyone could use voucher codes.

Initial media reaction was that using vouchers that were placed on the web and not necessarily meant for anyone to use 
could (incorrectly) be illegal and so we have to educate and raise awareness that using the vouchers and discounts were 
fine.

We also needed to convey the message that although the site looked very busy when visitors first landed on it, it is 
actually very easy to use.

Top coverage
Far too many media hits to mention here! MyVoucherCodes has appeared, at least multiple times, in every national 
newspaper since our campaigns began. Not only have we secured profile and product print coverage but we have also 
secured online placement across hundreds of websites from across the UK and beyond.

Not a week now goes by without a radio station requesting an interview with one of the MyVoucherCodes team and the 
profile of the company has lead to the founder and now chairman regularly making television appearances and alike.

Notable media highlights include, CNN, many BBC Breakfast News Appearances and several online and offline profile 
pieces on the Chairman and Founders success including the Times “How I Made It” section.

Results (as in, unique users, revenue etc)
The site is now the largest of its kind in the UK with its community of users so far saving nearly £1bn since the site 
launched. The company behind MyVoucherCodes, Markco Media, has also widened its portfolio of voucher and discount 
sites to include successful operations in America, France and Germany.

MyVoucherCodes now achieves nearly 15m unique visitors to its website in the UK alone and ranks number one or two 
for nearly every discount and voucher related online search. The company now also has (at the time of writing) nearly 
100,000 in bound links.

The success of the company has resulted in hundreds of copycat web sites.

Client Brief
This has been one of 10 Yetis most interesting briefs since the company was formed in 2005. Tweetminster is a web 
based service that enables you to see what Members of Parliament are saying when using the micro-blogging platform; 
Twitter.

It collates all tweets made by Members of Parliament and key stakeholders within that sector in order to help people 
engage with politicians and alike more easily.

Tweetminster also enables online analysis of the sentiment and tone being used when people are either speaking about 
politicians or politics in general, and likewise the sentiment and tone being used by the politicians themselves.

The brief for the project was two-fold, the first element involved raising the profile of the service to the general public 
through traditional media and more modern online media formats.

The second element of the brief was to raise awareness in the B2B and tech sectors in order to get the attention of 
businesses and media that may want to purchase analysis or form partnerships using the Tweetminster data.

Top coverage
There is no doubt that the Tweetminster campaign has been anything other than a huge success. The 10 Yetis team has 
worked very closely with the founders of Tweetminster to ensure that the media coverage has been diverse and compre-
hensive.

Looking at the hugely influential Techcrunch alone, where Tweetminster has had over 10 mentions in just 2 years, you 
can see how beneficial the campaign has been in the tech media. 

Added to Techcrunch, Tweetminster has appeared on some of the world’s most respected tech news and information 
sites and blogs such as Mashable, Springwise, SiliconRepublic along with featuring in respected magazines such as 
Time Magazine.

Closer to home, Tweetminster has had mainstream coverage on BBC News, ITV News, SkyNews and Channel Four, as 
well as regularly featuring in The Guardian, The Telegraph, the Independent and many more national newspapers and 
magazines.

Results (as in, unique users, revenue etc)
One of the key areas where 10 Yetis has been able to add value via our media campaigns for Tweetminster has been in 
raising awareness of the brand in the right sectors.

Tweetminster raised around £100,000 in round one funding shortly after 10 Yetis began its first media campaigns.

Similarly, looking at the second half of our brief, we are proud to say that Tweetminster partnered with Channel 4, BBC 
and ITV at various stages of the 2010 election to help those news outlets analyse and present political sentiment via 
Twitter. 

The organisation also has partnered with both the Gaurdian and the Telegraph in the past 12 months relating to various 
political, Twitter related, areas.
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