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Volvo wanted the world to talk about a new truck
they made.

And wanted people, not just truckers be interested
In driving them.
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Volvo & the agency decided to think Big
and be Disruptive

And the result turned out to be EPIC!
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0w Volvo Trucks Pulled Off An Epic
plit And A Game-Changing

The world was really talking about the new truck!
90 million views on YouTube - shared 8 million times

Over 20,000 reports about the videos in the media
worldwide — up to EUR 126 million of earned media

Not only was this a highly successful awareness
campaign, it also boosted internal pride and
confidence of the Volvo Trucks sales agents as the
video became a conversation starter
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Learning Do something
unexpected

Disrupt the status
quo

Make rewatchable
work — we are living Iin
a screenage
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What Does It Have Anything To Do
with Insurance Iin Indonesia?
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When insurance industry in Indonesia is facing these 3 key things:

1. A very low . ,% |
penetration level f ol ’/ A
(0.50% in 2016) .
\ | §. 3. 20-40 years old

c / that make up 70% of
‘ . population by 2030

2 . Adrop of
literacy index

(15,76% in 2016)
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How do you get their attention?

How can you be In their conversation?
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Maybe it’s time to think big?
Be disruptively relevant to them?

And create a need for your
existence...
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Background

- Milk industry was in steady decline in consumption

- In 1993, milk processors came together and formed California Milk
Processor Board

- The processors agreed to finance the California Milk Processor Board by
contributing three cents for every gallon of milk they processed, which
was used as their marketing budget

- More importantly, the purpose was to recover the milk consumption
decline due to massive consumption on soft drinks/juice drinks by youthful
brands such as Pepsi Cola, Coca-Cola, etc.
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Milk = old and boring £ Soda = young and cog

October 26, 2018

Odilvy



Strategy

- Abandon the nutrition theme of old adsnilk as nutritious drink and

necessary for a healthy diep felt to be too domestic oriented)

U Ask people to imagine what could happen if you are milk-
deprived.

- Show that drinking milk is something cool and interesting

- Integrated — Omni channels
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Integrated — Omni channels

Bus stop
Billboards

POP materials

Cross merchandise stickers

Merchandising materials
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Results

/0% awareness in 6 months
Daily consumption of milk increased by 6%
Sales jumped by 6,8%

Built affinity that drinking milk was cool and fun through Got Milk
orint series

- Light-hearted tone took the category into a lively territory vs.
oreviously too serious and domesticated tone

"Got Milk” became a popular culture in the US and a global icon
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Learnings

- There is merit to revisit the positioning of a very mature product in
the market, and disrupt the category with a new and refreshing
approach that is relevant to today’'s change to make it exciting again

- Having a big dream for a brand/product/category must come with
courage to embrace and implement new thinking and approach

- Maintain investment in brand building and do it consistently to own
a positioning in consumers’ mind, before anyone takes the position
away from you — Got Milk did it for 20 years.
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Bhartt AXA
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Background

Bharti AXA was a relatively new entrant in the highly competitive
Insurance sector in India.

They have a great product, that covers your cost of living while you
are hospitalized.

They needed to increase brand awareness, increase web traffic,
and generate buzz on social media.
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Strategy

Bharti AXA brings to life, and in real setting, the consequence of
being sick is a “hidden cost” due to lost income if you are not

covered well.

They crafted a story about a patient that despite being ill, must
continue working in order to earn a living.
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Result

A Awareness and consideration (Nielsen's Brand Track):

A Became the top three despite being the 21st player to enter
the market

A Display:
A Over two billion impressions and 638,500 clicks served for
the awareness campaign
A Website traffic:
A Nearly tripled after the awareness campaign
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Learning

- Insurance shows a lot about “what if” in the communication, but
sometimes the best thing is to bring the “what if” to life and
closer to people so they can feel the realness of the situation.

- Disrupting a fragmented market in unexpected manner is
needed to make a strong important statement.
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The World’s First
Twitter Curated
Graphic Novel

Rellance
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Learning

- Use people soft points: people generally love to be a part of
something that is “the first” and be “famous”

- Itis clever to handover the ownership of imagination to the
people

- Acreative use of a popular social media helps the brand
engages better with millennials and become a part of their
conversation
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In Summary

Marketing industry is constantly changing. Don’t be afraid to disrupt the
market with new ways of making connections to your consumers

Insurance products are intangible, complicated, and sold as part of an
advisory relationship. Have courage to embrace and implement new
thinking and approach

Be open-minded with creativity to illustrate the facts and change
behaviour, it will take you to a surprising territory

Great commercial transcend sales intention. It creates pride within
employees and agents, and willingness to rally behind the spots. It helps
them make or continue any personal connection they have with their
customers.

Be relevant, authentic and real in your communications. It gains you @gﬂvy
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Thank You.
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