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EXECUTIVE SUMMARY

Business Results Period (Consecutive Months):  September 2008 B December 2008.
Start of Advertising/Communication Effort: September 8, 2008.
Base Period for Comparison: September - December 2006, 2007.

a) Synopsis of the Case

Thelatter part of 2008 was one of the mogt dismd times for the Canadian economy in nearly
a century. For the Canadian automotive industry, the business section of every newspaper read
like an obituary. Stunning dropsin consumer confidence, the stock market, and actual GDP,
plusarisein unemployment and high fud prices dl conspired to drivethefina nal inthe
industry coffin aswe knew it.

The Big ThreeGedged toward bankruptcy and every manufacturer was affected by the US
credit crisis. In this environment, our challenge wasto jolt alittle-known automotive brand
onto the congderation list, driving people down the purchase funnel and into a Suzuki.

b) Summary of Business Results

TheWhaever it Takes campagn drove Suzuki to be oneof themos successful car
brandsin 2008,earning it 22% growth for Sept - Dec in an indugry declining by 7%.

SITUATION ANALYSIS

a) Overall Assessment

Suzuki investslittle in consumer research, so we had little hard data to guideus

We did know that Suzuki trailed in al thekey drivers of sales growth as late Q3/Q4
approached. No new-produd news. Crossover Note 6. No new technology or
environmental claims (electric, hybrid or diesel). A mere 93 dedlers across the county, a
fraction compared to the competition (and no new dedler openingsduring thebusness
period). And promotion and finanang optionsno better (and often less lucrative) than the
competition.

Essentially Suzuki had nothing to market except its comparable, well-appointed compact
car/SUV product, focused mainly onthree vehicles (the compact SX4 Sedan &
Hatchback and Grand Vitara mid-sized SUV) Bnone of which were new in 2008.Plus,
standing by their corporate philosophyof never buying market share, no additiond
purchase incentives (compared to previousmonths) were added, and with arelatively
small media investment, Suzuki was decidedly outmarketed by the competition.

b) Resulting Business Objectives

Theonly metric theclient would accept was unit sales, at aminimum greater than 2007,
There were no gods for brand perception, awareness or share. However, net sales were
tracked daily. Every Tuesday we would review theweekend®@results to establish a case
to stay the course during this unprecedented, volatile period.



¢) Budget Range/Share of Voice

Suzuki does not purchase competitive media spend information. However, based on an
annud AC Nielsen summary report (20072008 sourced by Suzuki® media AOR, we
estimate Suzuki® 2008$25MM annud measured media investment to be no more than a
3.2% SOV. By comparison, behemothslike Toyota, Honda Kia and Hyunda spend up to
3 times this amountannudly in measured media. These automakers also invest heavily in
digital mediain which Suzuki is absent (beyond a corporate site).

STRATEGY & INSIGHT

a) Analysis and Insight

Thiscaseisnot abou aszzling human indght roated in emotion or psychdogy. Often
themod powerful solutionsare the simplest and most obvious Crossover Note 18. Thecar
buye tha Suzuki targets isthe same consumer tha other Asian import brands(such as
Toyota, Honda, Kiaand Hyundai) attempt to woo. Andit(3 the same consumer that would
consde asmaler modd of the Big Three North American automakers. And merely being a
Japanese manufacturer (usudly an advantagein times of economic restraint and high fud
prices) did not seem to trandate into salesfor Suzuki.

Nope there were norich indghts we could find aboutthis consumer tha could be tapped
to make Suzuki bdoved. Except onesurprising observation: a high percentage of those
who did notindude Suzuki on ther initial congderationlist, but had eventudly taken
oneonatest drive, ultimately purchased one Andthiswas at a dispropottionde rate to
the compdition. Which meant if we could get a progpect into a Suzuki, we could sell a
Suzuki. Crossover Note 2.

Mog car companies were singing thevirtues of thebrand@ essence, driving experience,
uniquefeatures or exciting (hest-time-ever-to-buyOretail purchase incentive promotion.
Since Suzuki couldn®win on any of these fronts, we woud focuson the bold and
confident atitudeof thecompany; that we would do whaever it takesto ge a proective
buye to test drive a Suzuki. Crossover Note 10.

This messageralied sales gaff, and many rose to the chdlengeby picking up progects at
thar places of employment or resdencesfor atest drive; scheduling appantments outside
dealer haurs, or staginglocal test drive eventsin high vishility locations such as shopping
centresor at community events. Crossover Note 32.

b) Communication Strategy

Automotive marketers have longbdieved in the Qourchase funne.Olt presumes that car
buyes start fromabasic level of brand awareness, moveto intrigueand investigation of
variousmakes and modds; winnowdown to afew choices, and ultimately goto price
comparison, test drive and purchase.



Managing this funné requires extensve finandal investment and the power of atighty
integrated, multi-media campagn. Generaly, broader media are used for thetop of the
funnd (general awareness) with digital, PR and other more information-based sources for
themiddle of the buying process. Closng the sale was up to retail print and showroom

Suzuki@® mandae, because of limited dollars and virtualy no awareness, was to rely
predominantly ontelevisionto drive top line awareness and to a lesser degree retall
newspaper, radio and several FSIsto advertise finanang optionsat theend of the

funnd. To give the campagn a sense of bigness and scope the agency producd three
spotsin the Whatever it Takes campagn to highlight theindividud modds and convey
Suzuki@® attitudina postioning. Print templates were redesigned to creste a greater sense
of professiondism and order in a heavily cluttered, often tacky world of automotive
promotional newspaper ads. Through connection planning, the agency developed anumber of
additiond tactics for dedlers to hdp them demondrate ther do-whaever-it-takes attitude
as described in the prior section.

CREATIVE EXECUTION

Together with supporting radio and print (such asa Nationa FS| and dealer newspaper
advertising), we produced 3 TV executions based on the lengths a salesperson would go to
get aprospect to test drive a Suzuki. Each spot conveyed with tongue-in-cheek and physical
humour that even while acustomer might not be thinking Guzuki® Suzuki would do
whatever it takesto get atest drive. This managed to entertain and get a high degree of
vighility for the vehiclesand thar features.

Further, dedlers were encouraged to adopta do-whatever-it-takes philosophy. Activities
like mall displays, rideand drives, pick-up and drop-off and comparative test drives were
encouraged and implemented by a nunber of progressive dealers.
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TV
Skunk/Grand Vitara

As he packs his vehicle, ourtarget findsa skunk! Our salesperson has a solution Bhis
buddyhas a skunk farm Bonly a short drive away in a new Suzuki Grand Vitara.

Pinned/SX4 Sedan

e D

Thetarget@ car is trapped by 2 Suzuki@®. Our salesperson offers sympathy and a handy
solution: atest drivein a Suzuki SX4 sedan while hewaits for the perperators to return.

Tornado/SX4 Hatch

On a perfect summer day, ourtest drive target leaves his hous, only to find his vehicle
inexplicably flipped upsde down. Our salesperson offers aplaugble, if impossible reason
(atornado) Band suggests that they seek shdter insideanew SX4 Hatchback.



MEDIA EXECUTION

TheTelevision and radio campagn launched week of September 6, and ran throughmid-
November. TheFSl droppel to housholdsw/o September 13. Dealer newspape was
present through September to the end of November.

BUSINESS RESULTS

Theresults from the campagn were immediate (and arguably could berespongble for
sugdained postive sales pace over the next several monthsafter Dec. 08)

Sales during the same periodin 2007totaled 3,476 But sales for the same periodin 2008
behind the Whatever It Takes campagn drove salesto 4258units, a22.5% increase. This
is an outstanding result, consderingthe6,8% declinein indugry saes.

CAUSE & EFFECT BETWEEN ADVERTISING AND RESULTS
Proving the cause and effect of advertising in this case is straightforward.

Theresults have correlated directly with thetiming of advertising activity, and without
resorting to Big 3Oincentive levels, or changingincentive levels. There were no
additiond dedlerships no magjor changesin advertising spend levels, and no new produd
introdudions In short, theonly changewas theintrodudion of Whatever It Takes.



