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Campaign Title:
MICHELIN: Mission to Macau — g

Agency:
TBWA\ TEQUILA Malaysia

Client:
MICHELIN Malaysia

The Campaign

Action, suspense and a thrilling conclusion were all part of Michelin: Mission to Macau, the 2008
Michelin Dealers’ Convention. For three days, Michelin dealers from Malaysia assumed the role of
a world renowned super spy tasked with rescuing a beautiful undercover agent held hostage by a
sinister rival.

In just three days, Michelin managed to inspire its dealers to maintain the standards required for
ambassadors of a premium brand. The brand also saw a huge increase in sales as it doubled its
monthly average sales.

Campaign Background and Marketing Objectives

In 2007, premium tyre brand Michelin organised its first Dealers’ Convention for its Malaysian
dealers. By featuring a unique yet relevant theme that delivered information of real value, the
convention was a smashing success with dealers providing positive feedback and placing large
orders for Michelin products.

Relationships between the brand and the dealers were at an all time high and sales were
improving.

For 2008, Michelin Malaysia had three objectives for its Dealers’ Convention.
. It had to deliver an experience to top that of the previous year. As the leader in the
performance tyre category, Michelin had to demonstrate its prowess of innovation. The brand

could not afford to ease off and rest on its laurels.

. It had to continue inspiring its dealers to maintain the brand’s premium image on pricing,
branding (proper attire) and customer service.

. Lastly, it needed to once again use the opportunity to push sales of its products.
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Campaign Strategy

The target audience were Michelin dealers operating in Malaysia. Majority are Chinese males in
their late thirties/early forties. As they are small business owners, they are known to be business-
minded and place great importance in obtaining money.

Most dealers would stock competing tyre brands and hence would also be invited by them to
attend other conventions/incentive trips. The conventional agenda for these trips would be ‘wine,
women and song’ with little effort being made to create a meaningful platform to really engage with
dealers.

Michelin was of a different opinion and decided to challenge this. Feedback from the previous
years’ Dealers’ Convention showed that dealers were in fact appreciative of Michelin’s efforts to
inject a real brand experience into the convention. It helped facilitate between understanding of the
brand and created a bond of mutual respect.

Armed with this knowledge, Michelin knew that it was on the right path forged ahead to create
more meaningful brand experiences for its dealers.

8r IVIITGIICLIIN:
MISSION MACAU

The brand vision for Michelin is to be more than just tyres. As such, Michelin wanted its dealers to
be more than just tyre sellers. It wanted its dealers to be ambassadors for the brand and through
them, provide compelling reasons to choose a more expensive tyre.

This is especially crucial in a category where most consumers have little or no knowledge about
the products and rely heavily on dealer recommendations during purchase moments.

The key message that Michelin needed to drive home to its dealers was the value of innovation
and need to remain premium.

Only by staying true to both principles could Michelin maintain its leadership in the performance
tyre category.

Michelin determined that the best way to inspire the dealers to this would be to have them LIVE IT.
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Campaign Concept

MICHELIN: Mission to Macau was conceptualised to give dealers a chance to literally step into a
different world, one filled with excitement and suspense made famous by a series of hit movies!

For three days and two nights, dealers would assume the role of a world renowned secret agent to
face off against an evil villain, learn skills to overcome challenges and in the end, save a damsel in
distress!

Dealers became agents.

The agenda became the plot.

The venue became the set.

And Michelin became more than just a manufacturer of tyres.

In line with the concept, every single piece of communication material from invites to décor items
carried a consistence look that helped create a world of excitement and intrigue.

The challenges themselves were carefully designed plot devices that not only reinforced Michelin’s
key messages but also help drive the story further.

By creating such a unique brand story Michelin was able to retain interest throughout the
convention and provide a unique experience for the dealers.

Campaign Execution
As in any good spy movie, the story started with dealers receiving a ‘Top Secret’ envelope. The
envelope contained a CD featuring a briefing from ‘M’ aka Michelin, travel documents and other

useful items.

The briefing from M outlined the ‘plot’ of the dealers’ convention: The sinister Dr No No had
kidnapped the lovely Miss Money Money and was holding her hostage in Macau.

Dealers were asked to fly to Macau, the Monte Carlo of the east to take part in the Michelin
Dealers’ Convention and learn the skills required to save her.

This cunningly crafted plot was of course a metaphor for a simple message: Work with Michelin to
maintain quality and make lots of money!

Arriving in their hotel in Macau, the dealers were greeted by the Michelin brand team all dressed
as secret agents. The brand team then unveiled the dastardly device holding Miss Money Money
captive...a giant roulette wheel!

Over the next three days. The dealers would have to unlock the roulette wheel by taking part in
three challenges. Each challenge solved would unlock a third of the roulette wheel.

These challenges were designed to bring out the key messages that Michelin Malaysia wanted to
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communicate. The clues to solving the challenges would come from the various presentations
delivered by the Michelin Brand Team during the convention.

The challenges were:

The Right Michelin Man — Dealers had to unscramble a picture of the Michelin Man into its correct
layout. This challenge was used to reinforce the need for a consistent brand look and feel when in
for dealer attire and other brand material.

From Dealers to Leaders — Dealers were challenged to transform a set of giant scrabble tiles
spelling DEALERS into a secret password ie LEADERS. The intention of this challenge was to
inspire them to become true professionals with the skills and knowledge to help consumers.

R.E.S.P.E.C.T — Dealers had to correctly identified key words starting withR-E-S-P-E-C -
T. Each letter related to one of seven components is service quality checklist that dealers had to
maintain in order to demonstrate to consumers the value of paying

more for a Michelin tyre.

When the final challenge was solved during the convention’s gala dinner, the roulette wheel was
unlocked and Miss Money Money, (who was in fact a famous local singer) was released. She then
proceeded to show her gratitude by entertaining the dealers with a series of hit songs.

Award certificates were then presented to the dealers acknowledging their participation in the
convention.

With their mission complete, the dealers returned to Malaysia taking with them newfound skills and
learnings. The following day, they found a specially designed Michelin briefcase waiting for them at
their outlets. Containing a framed photo of the dealer taken at the convention, it also carried a
thank you note from Michelin Malaysia congratulating them on a job well done and reminding them
that although the Mission to Macau was over, their role as Michelin ambassadors should continue.
Campaign results and measurement

The convention was a huge success and the results from Michelin Malaysia’s post event survey
showed it:

. 98% of dealers ‘Agreed & Strongly Agreed’ that the conference was well presented and
useful

. 96% of dealers ‘Agreed & Strongly Agreed’ that the overall convention experience was very
enjoyable and memorable

. 96% of dealers ‘Agreed & Strongly Agreed’ that they are looking forward to the next
MICHELIN Dealers Convention

The convention also helped Michelin double its monthly sales in just three days.

Results from Michelin Dealers Convention 2008 Post Event Survey
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In addition, results from a year end mystery shopper programme clearly showed that the vast
majority of Michelin dealers acted on key messages delivered during the convention and
maintained stable, consistent pricing. Branding objectives were also achieved with 94% of dealers
wearing proper Michelin attire. Lastly by instilling a customer first mentality, dealers received a
boost to their revenue when 98% of customers also purchased additional services such as wheel
alignment and balancing from them.

Results from Michelin Mystery Shopper Programme Dec 2008

This campaign fuelled another successful year for Michelin Malaysia in 2008 with a very significant
increase in sales that amounted to double that of 2007!

Results from Michelin End Year Report 2008
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Campaign Title:
Lan low Budget

Agency:

Wunderman Cato Johnson

Argentina

Client: We spent everything on the prizes, &
o ge so we have nothing left for the advertisin

an Alrllnes ANAlg‘RALIANVLOWBUDGE'II'C§MPAIGN V I I g

LAN.com, the website of the : Jﬂfﬁfﬁi o

biggest aviation company in
Latin America, trusted us with a
great impact and low budget
campaign to update and .. j—
increase their database by = B i W AZ
25%. The incentive: free tickets ' \ ' N
to Australia (for Argentineans Ty
these tickets are  very =@ N gk LAN X
expensive and almost > L lennn e
impossible to afford.)

Solution The high cost of tickets and the "low budget" in investment shot our insight: "We invested
everything on prizes; we can only afford this advertisement". We've hired a "low budget" native
Australian and turned him into an expert in tourism matters. We've created a 12 viral video
campaign, with low budget production, effects and direction.

Everything translated from English to Spanish was made funny, changing the sense of the texts,
with a strong Argentine slang (The translator was also low budget) A low budget site was created,
so that people would send their contact details and engage, watch videos and recommend them to
friends.

The campaign was also present on YOUTUBE and FACEBOOK. Results. The campaign was a
total success since all forecasts were exceeded. The figures speak by themselves since it is a low
budget campaign. Registered user database in the minisite increased by 83% (103,165 users).
The sanctity of recommendations made by these users was a record for LAN.com: 1,121,338
users.
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Bronze

Campaign Title:
Aviva Dollar Dreams

Agency:
Solutions | Digitas e . T
India St jourdreamt | B9

Client: i S|

Aviva Life Insurance

Aviva faced a problem with various product groups within the company running their own rewards
programs. Agents experienced high dissatisfaction due to duplication of gifts, lack of transparency
and delays in rewards' redemption. Most middle-class Indians aspire for a western lifestyle, and
dollar earnings.

This insight led to a comprehensive, long-term rewards program — ‘Dollar Dreams’ allowing agents
to earn 'dollars' and redeem them for exciting rewards (dreams). For the first time in the Indian
insurance sector, here was a single, comprehensive program that measured, tracked and
redeemed achievements on all Aviva products simultaneously. 'Dollar Dreams' has built strong
relationships between Aviva and its agents with:

. Accumulation of reward points for big gifts, from a variety of choices.
. Information about present status of redeemable gifts

. Timely qift delivery (3 weeks instead of 3 months!) Constant support via mobile text
messages, in-branch collaterals and contests led to enthusiastic participation.

Consequently, 6000+ agents enrolled as compared to 1000 in the previous year (500% increase).
24% increase in the contributing workforce with 5000 extra agents giving at least one & a half
sales. The total sales went up by approx Rs. 400 million.



