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Campaign: Microsoft-Go A-Live Challenge
Agency: Jagran Solutions, India
Client: Microsoft Corporation, India

:y Windows Live

GO a-LIVE
GHALLENGE

Its time the worlkd know's that your campus is “THE BEST?
e the Campus Hero! Make your campus g0 - Live! Al you have 10 20 & 10 gt your

super-ieam in place and Creale your colege webs e wih st 3 few cicks’
I's a5 easy as hat

Are you ready to take the challenge?

Microsoft  India  tasked  their
Agency, Jagran Solutions to
promote next generation of
Windows Live (Hotmail, Windows
Messenger & Spaces) to anyone
who used an email ID, which
covered the entire country,
without any restriction to region,
age, or profile.

Based on an extensive analysis, the
Agency created the Microsoft
“Go A-live Challenge”, a national
Inter-college contest designed to
encourage student teams to
design their cool college websites,
which needed to include
infegrated services, like mail box,
online document and notes
sharing, Instant Chat, 5 GB Mail
Storage etc, with the official mail
id: myname@mycollege.com

Microsoft supported the Promotion
with  Direct  Mailers,  Posters,
feedback  Questionnaires and
Tele-Calling & Technical Support

Teams. The Company also produced web design templates for students who
didn’'t have technical knowledge of website development, as well as students with

good knowledge & capabilities.
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Brand Ambassadors in campuses kept the buzz going, with additional ongoing
promotion activity.

The Campaign achieved the daunting task by generating far in excess of the
targets Microsoft had set in just 8 months. encompassing 71 cities in 11 Indian
States. The "Go A-live Challenge” program is recognized by Microsoft India as
being the single largest contributor in fighting their competition in the product
space.

(Actual sales results are confidential).
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Silver
Campaign: Credit Card Launch - Can't Shake it Off ?
Agency: JWTVietnam
Client: HSBC Vietnam

Khéng thé dut bo
dieu ban khao khat?

Dang ky ngay The Tin Dung HSBC
Goi mién phi 1800-1554

EEEs HBCo

Khéng thé dut bo
diéu ban khao khat?

Pang ky ngay Thé Tin Dung HSBC
Goi mién phi 1800-1554

i D5CO

Here is an example of how the Agency helped HSBC successfully launch the
country’s first real Credit Card based on a meaningful Viethamese insight.

Research revealed that deep inside, Viethamese live with a sense of uncertainty
which emanates from the country’s chequered history of wars & insecurity. And to
counter this they all have dreams & desires - dreams to do something, to get
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something, or to be somewhere. Dreams that they wish they could fulfill right now.

From fthis understanding of Vietnamese dreams the Agency created the
campaign'’s creative expression ‘CanOtshake it of your mind?Q The creative idea
was based on a fundamental human truth that when you want something so bad
it keeps playing on your mind, as if its stuck on your mind at all times. Showing
objects stuck on people’s heads, the campaign reaffirmed our target had a list of
things that they dream of. It was a wish-list of sorts that they would like to fulfill, if
only they had that extra ability (cash) to make it happen now. Which is where the
product proposition came in - with HSBC Credit Cards you can shake it off your
mind and get it now.

A stylish four-ad campaign was created to cover the top categories Viethamese
dream of. Aspirational, young and modern style of production brought out the
central creative idea. The campaign’s high production quality also helped
internationalize the communication and helped it stand out relative to the local
players. There was a sense of immediacy built in that resonated well in the local
market.

The creative idea was based on a fundamental human truth that when you want
something so bad it keeps playing on your mind, as if it's stuck in your mind at all
times.

By end of Dec 2008 HSBC had already achieved a card base of customers in
excess of their target. Thanks to the good fit between creative and targeted
media, the campaign also succeeded in attracting the ‘right’ type of customers.
Monthly cardholder spends were higher than planned.

But even more importantly the Campaign helped in a sharp increase in HSBC's
unaided brand awareness, making it the leading foreign bank in the country,
twice the size of the next foreign bank. Thus achieving the objectives it had set out
to achieve and paved the way for future product launches from HSBC.

The Vietham campaign was also recently recognized as the Marketing Campaign
of the Year Award at HSBC's global FAME Awards (Foremost Advertising Marketing
Excellence).
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Bronze
Campaign: Kotex Be Comfy, Be You
Agency: Bates 141 Manila, Philippines
Client: Kimberly-Clark, Philippines

In the Philippines, Kotex was a
far 39 in the sanitary napkin
category. Its brand image was
ambiguous and virtually
unknown to its consumers. The
Agency was tasked to develop
a school penetration program,
which offered young female
students, the opportunity for
sampling Kotex. And to
generate a high-level of brand
awareness and immediate trial
for the Kotex brand.

Research revealed that female
students spend approximately
80% of their time sitting down.
So the best way to get the
brand deeply enfrenched in the
minds of young women, was to
be present in what they did 80%
of the fime.

The Agency decided to pad
their campus seats with seat
pads which would make girls
more comfortable at school, just
as Kotex pads make them more
comfortable during their period.
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And so Kotex "“BE COMFY BE YOU”
Campaign was born, a university- wide
seat padding activity in which usual
hangouts and common areas of college
females were “padded” for ultro-
comfort, allowing girls to be themselves
and have a good fime. A roving
campus tour and regular sampling
activities were staged to reinforce the
campaign’s  “Be You” theme, on-
ground.

To extend the campaign message off
campus, OOH and on-air materials were also developed. Other activities included:

. Designated hangout areas were transformed into Kotex Zones, which
. served as proverbial hubs of comfort and fun.

. Kotex sponsored public tfransport vehicles offering girls free shuttle rides to and
from school every day.

. celebrity hosts hung out with the girls and engaged them in quirky
educational workshops that demonstrated the value of expressing one’s self
and being YOU, amplified on MTV and partner radio stations.

. A cool and campy “Be You” jingle served as an anthem for young girls,
encouraging them to be comfortable with being themselves.

The Promotion was run in 63 schools
and involved over 500,000 female
students. Spontaneous Brand
Awareness and an Increase in Trial rose
to record levels.




