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GLOBE  
Campaign: adiZero Gram Challenge 
Agency: iris Singapore 
Client: adidas  
 
 
 
 
 
 
The challenge was to find a 
new way to generate footfall 
and drive sales in a market 
where the latest pair of running 
shoes are too common. 
 
adiZeroª Gram Challenge 
was an innovative way to 
showcase adidasÕ latest 
lightweight running shoes - the 
adiZeroª Aegis.   
 
Consumers were invited to 
weigh their running shoes 
against the adiZeroª Aegis.  If 
their shoes were heavier than 
265g, they can enjoy up to 
20% off their purchase of the 
adiZeroª Aegis.   
 
adidas achieved double the 
target sales of 1,000 pairs - 
2,233 pairs were sold, 
equivalent to 100% shoe 
sales. 
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Silver 
Campaign: Movimento dos Sem Namorados 
Agency: Biruta M’dias Mirabolantes, Brazil 
Client: Par Perfeito 
 
 

 

 
The Challenge: 

 
The ÒSingle AnymoreÓ March run on ValentineÕs Day in Brazil, was one of the largest low-cost 
Promotions run in Latin America in recent years for the social relationship website client Par 
Perfeito to draw attention to the 53 million bachelors over 18 yeas of age. (PAR PERFEITO means 
SOUL MATE in English).  
 
PAR PERFEITO is the largest relationship website in Brazil and the objective of the Promotion was 
to increase traffic to the PAR PERFEITO website. 
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Agency Response: 

 
In Brazil, ValentineÕs Day is celebrated on February 13th on ÒSt AntonioÕs DayÓ, the Brazilian ÔSaint 
of marriageÕ.  
 
Rio de Janeiro and Sao Paulo were chosen for the March, because of the high concentration of 
singles and promoted strongly in online & offline media.  Apart from the fun of looking for likely 
partners, the March was also an opportunity to discuss relationships. 
 
Singles males and females took to the streets as only the Brazilians would do so, with noise, 
banners and colour. 

 
 
Uniformed staff with video cameras taped marchers who "Give their best line !".  Visitors to the 
website lodged their own entries.  Prizes were awarded. 
 
The Results:  
 
The Single Anymore March became one of the largest low-cost events in Latin America. Apart 
from the March, traffic to the PAR PERFEITO increased by 40%. 25,000 onsite transactions were 
executed over 10 days.  100,000 searched the site on Google and Brazilian media covered the 
Event extensively. 



 
 

Best Small Budget Campaign 
 
 2010 
 

Bronze 
Campaign: Anti H1N1 
Agency: JWT Vietnam 
Client: Lifebuoy 
 
 

 
 

The Challenge: 

 
In April 2009, international news reported an outbreak of a new virus, called Swine Flu virus or 
H1N1, that had claimed lives in Mexico and that this virus could spread and become a global 
pandemic.  
 
As H1N1 started to spread towards Asia, the Lifebuoy Vietnam geared up for action to meet the 
following objectives: 
 
¥ To educate Vietnamese consumers to wash their hands with soap to prevent the spread of 

H1N1. 
 
¥ To provide support to the Ministry of Health to help prevent the spread of H1N1.  
 
¥ To build credibility and authority for the Lifebuoy brand via close working relationship with 

government, hospitals and schools.  
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Agency Response: 

 
Meetings were planned with the Ministry of Health to agree support by the Lifebuoy brand to 
minimize the spread of H1N1 in Vietnam. 
 
Lifebuoy Handwash was used at airports and entry ports around Vietnam. In return, the Ministry of 
Health officially endorsed Lifebuoy to help prevent the spread of H1N1.  
 
Bottles of Lifebuoy Hand Wash were also provided to Schools, Hospitals and to Rural areas, all 
with strong educational messages. 
 
The brand swiftly gained trust with Mothers and their children. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The Results: 
 
The Lifebuoy brand was seen as a champion in Ôcleaning hands to save livesÓ. 
 
Lifebuoy Vietnam, was seen to be the fastest, most responsive and most successful team in the 
world to fight the H1N1 threat. 
 
Sales of Lifebuoy rose markedly in volume, market share and brand awareness, for a very small 
financial outlay.  
 


