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NEW GEN AWARDS, BEST ONLINE COMPETITION

THE BRIEF

To sell predecessor stock before
the mid-year model upgrades
arrive. We created a competition
where we'd send 10 customers
on a 12-day tour of Iceland.
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02 THE AUDIENCE

The GS is BMW Motorrad's top selling bike and
the GS customer is the brand's largest customer
segment.

This customer is a mature, 45+, white executive
who owns multiple bikes and is married with
children. The customer is brand loyal and while
they tend not to ride as often as they'd like to,
and will mostly only ride on the weekends, they
do want to ride more often.

We targeted prospects who may be considering
purchasing a new bike, incentivizing them with a
competition where they would stop procrastinating
and buy a GS now.
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03

THE STRATEGY

We encouraged prospects to buy a BMW
Motorrad GS model, using a competition
as a way to incentivize them to buy their
dream bike.

The bike is a luxury and not a necessity,

and so this competition appealed to the
customer's sense of adventure. The messaging
communicated how a new GS bike could take
the customer wherever they want to go, as well
as win them a tour to Iceland for the adventure
of a lifetime.

We considered how anti-tourism has turned the
tide against over tourism and encouraged

our audience to avoid the obvious, beat
the crowds and go everywhere.

We then factored in how after two years
of lockdown and with the lifting of travel
restrictions, people were ready to explore
the world again.

Lastly we created a sense of urgency
encouraging customers to make the purchase
now in order to avoid the pain of missing out.
This short-term offer created excitement and
interest around the bikes and encouraged
customers to snap up the offer while they
could still qualify for the competition.
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03 THESTRATEGY

Our creative
followed

a three-step
approach:
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AWARENESS

Assets featured obscure facts in an Icelandic-styled
font and overlaid on top of Icelandic landscapes to I =I= E D T H E
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create interest. The caption hinted at the destination
but did not give it away, while still communicating
the competition mechanic and prize.
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bmwmottorradsa

12-DAY

CONSIDERATION

We wanted to encourage prospects to buy a BMW
Motorrad GS model, using the competition as a way
to incentive them to buy their dream bike.
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CONVERSION

Assets featured lifestyle image with people placed
in the landscapes to help the customer to image
themselves there. The design elements were again
used to push the travel aspect while the captions
drove urgency and pushed a fear of missing out.

@ bmwmottorradsa
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04 RESULTS




NEW GEN AWARDS, BEST ONLINE COMPETITION

05 TESTIMONIAL

"We believe that we've built

a strong and understanding
relationship in a very short

space of time. Not only delivering
content that is taking the brand

to new levels online but content
that talks to the business objectives
of the brand.”

- BMW Motorrad SA Team, Penny Sterley,
BMW Motorrad General Manager
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AND

11.07.2022







