there can be only one

CONVINCING OUR TARGET AUDIENCES OF THE HIGHLANDER'S UNIQUENESS.
CREATIVE STRATEGY AND CREATIVE PROPOSALS.
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INCREASE THE SALES

SHARPLY



the car & us




CROWDED SEGMENT  IRRELEVANT/ THE MAKINGS OF SUCCESS
UNAPPEALING
IN KUWAIT

NEED FOR
DIFFERENTIATION



WHO WILL USE IT? FAMILIES

EXPATS, POSSIBLY.



NEEDS.
PASSIONS. HOBBIES.

CARE



the

olosiacies



STEREOTYPES



#1 STEREOTYPE #2 STEREOTYPE

"Family cars have no character. they're all anonymous, middle of the road vehicles.” *

"Family cars are all about safety at the expense of excitement” *

BORING IMPERSONAL

#3 STEREOTYPE #4 STEREOTYPE

"Family cars will take you and your kids from A to B, safely. Just don't ask for more! * "You've seen one family car, you've seen them all” *

ALL THE SAME

DON'T SEEK DRIVING PLEASURE

*WT Intelligence, June 2020, Global automotive survey / psychographic evaluation of existing and potential targets



BREAKS OUT OF THE STEREOTYPES



DIFFERENT



HUMANIZING



ABUNDANT PROOF



the logic




ONE THING



YOU AND | WE COME FROM A FAMILY.



YOU AND | WE MAY EVEN HAVE ONE OF OUR OWN.



OBVIOUS TRUTH

YOU WOULD NEVER ALLOW ANYONE NEW
N YOUR FAMILY UNLESS YOU WERE SURE
HE WOULD FOR YOU AND YOUR

| OVED ONES.




OBVIOUS TRUTH

YOU WOULD NEVER ALLOW ANYONE NEW
IN YOUR FAMILY UNLESS YOU WERE SURE HE
WOULD EVERYONE YOU LOVE



OBVIOUS QUESTION

WHAT KIND OF CAR WOULD YOU BUY FOR
YOURSELF AND FOR YOUR LOVED ONES?



THE RIGHT CAR THERE IS ONE OBVIOUS CHOICE FOR YOU,
YOUR WIFE, YOUR KIDS



THE ONLY CAR A CAR THAT WILL JUST DRIVE YOU
FROM A TO B



YOUR CAR A CAR THAT WAS BUILT TO MAKE
EVERYONE IN THE FAMILY HAPPY



INDIVIDUALS.



AALIYAR'S CAR A CAR THAT IS BUILT ON HUMAN NEED.
NOTHING SUPERFLUOUS.

AN EXTENSION OF YOURSELF



THE CARFOR THE HARD ~ OTHER CARS WILL FOLLOW YOU

TO PLEASE WHEREVER YOU GO.
THE HIGHLANDER COME WITH YOU
SIDE-BY-SIDE.

IT WILL INSPIRE YOU TO EXPLORE NEW
PLACES.




YOUR PARTNER THE HIGHLANDER IS A CONSCIOUS,
LIVING, BREATHING COMPANION.
A FRIEND, A COMRADE, YOUR ALTER EGO.
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You care for your loved ones and for yourself. You do everything you can to
treat your loved ones right, to improve their day-to-day lives, to give them
everything under the sun and to fulfill their needs, their passions, their wishes.

You all deserve a car that is more than a piece of metal: a car that responds
to the needs of those diverse personalities in your family. A car that was built
as a malleable, adaptable human extension. A nanny for your kids, an
entertainment hub, an exploration partner, a thrill-booster for your outings, a
protector for everyone.

You all deserve a car that is there for you, no matter what your plans for the
day. No matter what your mood. You all deserve a car that gives you reasons
aplenty to get behind the wheel again. And again.

This is the Highlander. It is the family car redefined, revamped, overhauled. It
is the family car humanized. It is the only car that will care —in practice- for
you and your family almost as much as you care for each other.
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the end result that we want

BRAND EQUITY

MY CARING PARTNER, 24/1
BUILT ON HUMAN NEEDS, THIS IS A HUMAN CAR. IT
CARES FOR YOU, LIKE ANOTHER MEMBER OF YOUR
FAMILY. IT WILL BE YOUR PARTNER, FRIEND AND
TRUSTFUL ALLY IN EVERYTHING THAT YOU DO. IN
OUTINGS, TRIPS, JOYRIDES, SHOPPATHONS OR DAILY
CHORES, YOU WILL FIND IN THE HIGHLANDER A
COMPANION THAT MIRRORS YOU AND COMPLETES
You.




MY CARING PARTNER, 24/7
BUILT ON HUMAN NEEDS, THIS IS A HUMAN CAR. IT
CARES FOR YOU, LIKE ANOTHER MEMBER OF YOUR
FAMILY. IT WILL BE YOUR PARTNER, FRIEND AND
TRUSTFUL ALLY IN EVERYTHING THAT YOU DO. IN
OUTINGS, TRIPS, JOYRIDES, SHOPPATHONS OR DAILY
CHORES, YOU WILL FIND IN THE HIGHLANDER A
COMPANION THAT MIRRORS YOU AND COMPLETES
YOU.

THE PROOF IS IN THE PUDDING

OUR COMMUNICATION AIMS AT BRINGING THE
HIGHLANDER CLOSE TO OUR TARGET AUDIENCES.
THROUGH AN ARRAY OF ONLINE/OFFLINE
ACTIVATIONS, WE WANT TO MAKE EVERYONE
AWARE OF WHY THE HIGHLANDER IS EXCEPTIONAL.
AND WE WANT TO GET PEOPLE TO TEST DRIVE THE
CAR: BECAUSE SOMETHING THAT GOOD NEEDS TO
BE TRIED TO BE BELIEVED.




the end result that we want

BRAND EQUITY

COMMUNICATION

TOUCHPOINTS & GHANNELS

MY CARING PARTNER, 24/1
BUILT ON HUMAN NEEDS, THIS IS A HUMAN CAR. IT
CARES FOR YOU, LIKE ANOTHER MEMBER OF YOUR
FAMILY. IT WILL BE YOUR PARTNER, FRIEND AND
TRUSTFUL ALLY IN EVERYTHING THAT YOU DO. IN
OUTINGS, TRIPS, JOYRIDES, SHOPPATHONS OR DAILY
CHORES, YOU WILL FIND IN THE HIGHLANDER A
COMPANION THAT MIRRORS YOU AND COMPLETES
YOU.

THE PROOF IS IN THE PUDDING
OUR COMMUNICATION AIMS AT BRINGING THE
HIGHLANDER CLOSE TO OUR TARGET AUDIENCES.
THROUGH AN ARRAY OF ONLINE/OFFLINE
ACTIVATIONS, WE WANT TO MAKE EVERYONE
AWARE OF WHY WE THE HIGHLANDER IS
EXCEPTIONAL. AND WE WANT TO GET PEOPLE TO
TEST DRIVE THE CAR: BECAUSE SOMETHING THAT
GOOD NEEDS TO BE TRIED TO BE BELIEVED.

360 WITH A FOCUS
THROUGH A AUDIENCE-BASED SELECTION OF
TOUCHPOINTS, WE BRING OUR MESSAGING WHERE
OUR TARGET AUDIENCES ARE MOST OPEN TO
LISTEN. THROUGH INSPIRING COMMUNICATION,
WE TAP INTO OUR TARGETS' EMOTIONAL AND
PRACTICAL NEEDS TO BRING THE HIGHLANDER AT
THE FOREFRONT OF OUR TARGETS" CHOICES.
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THE CAR THAT CARES

HOW OUR PLATFORM SUCCEEDS IN MOBILIZING OUR AUDIENCES

EXPAT FAMILIES
PRIMARY AUDIENCE/CONQUER

SURPRISED/INTERESTED/ATTRACTED DURING THE CAMPAIGN

POSITIVE TURN IN THEIR INTEREST IN THE
HIGHLANDER

THEY RESPOND TO OUR HEAD-TURNERS BY
SHOWING INTEREST TO THE CAR, THEY VISIT THE
SITE, THEY DOWNLOAD THE BROCHURE
POSITIVELY SURPRISED & ATTRACTED BY A CAR
THEY DID NOT PREVIOUSLY CONSIDER

ACTIVELY CONSIDER SCHEDULING A TEST DRIVE
ACTIVELY PARTICIPATE IN OFFLINE/ONLINE
CONVERSATIONS ABOUT THE HIGHLANDER

FASCINATED/HOOKED AFTER THE CAMPAIGN

THEY BUY THE CAR.
POSITIVE WOM
POSITIVE ONLINE BUZZ

KUWAITI FAMILIES
SECONDARY AUDIENCE/CONQUER

INFORMED/INVOLVED

INCREASE IN THEIR INTEREST IN THE HIGHLANDER -
IT DOES NOT LOOK LIKE A FARFETCHED CHOICE
ANYMORE.

THEY VISIT THE SITE. THEY RESEARCH THE CAR.
OFFLINE WOM: THEY ENGAGE IN CONVERSATIONS
ABOUT THE HIGHLANDER IN THE SHOWROOM OR IN
OUR ACTIVATIONS.

ONLINE MESSAGES: THEY ARE TARGETED BY OUR
SoM CAMPAIGNS

POSITIVE INTENT

THEY WANT TO KNOW MORE ABOUT THE CAR
THEY SCHEDULE A TEST DRIVE



Ane. e®
~ consumer journey




Billboards / OOHQ

? Online ads
Print ads ?

‘ Webfilms / testimonials

Film

CONSIDERATION

‘

AWAHE“ESS POSM /Showroom

—

@ SM Carousels (Instagram)

360° microsite @
@ TikTok challenge

Family Series @

Family test drive

Mall activation :Talking car”

POV radio spots

CUSTOMER JOURNEY

(1st CREATIVE ROUTE)



Billboards / OOH @

+ Online ads

Print ads ?

Film

CONSIDERATION

‘

AWABE"ESS Split Showroom

—

. Different Worlds billboard

Lenticular in-mall billboard @

@ TikTok personas challenge

CUSTOMER JOURNEY

(2nd CREATIVE ROUTE)



