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REAKTHROUGH CREATIVE?

PRagencies are working hard to prove that strategic thinking can be creative, too. Sara Yin reports

Brief To introduce Microsoft Xbox 360 as
the culture-changing entertainment and
lifestyle icon of the next generation of
videngame consoles in Hong Bong,
singapore, Korea and Taman

Target audience Hardcore gamers
Agency Edalman

THE CHALLENGE

Following a successful US launch of the
Abox 360 in 2005, an Asian rollout the
lotlowing year faced a much tougher
markel siluation, councading with launches
of Sony's P53 and the Nintendo Wi,

THE CAMPAIGN

Meeding Lo put Microsoft at the forefront of
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a hotly-contested category, Edelman

needed to create groundswell for the
product months belore its regional launch.
With less than US51 million to work with,
Microsoft deployed its first regional viral
campaignwia bogs and word-of-mouth to
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Offline, Edelman also organised an
advocacy programme, tapping local

celebrities and personalities Lo act as
spokespeople for themed events and ads,

THE RESULTS
By June 2006, Xbex had sold a record five
million eanenles in the reoiar .'=_;""!"-'I ne o
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Edelman, the campaign tracked a total of
o 1 million Astan consumers and media
across the four Asia-Pacific markets. and
over 6,000 Xbox fans attended celebrity-
backed launch events.

Game makers such as Phantagram and
Interserv alzo signed new development

I wath Microsoft
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They should drive performance.
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THE VERDICT

P Veena Gidwani CEO,
Madison Public
Relations
Pre-launch media
expernence work-
shopsand advocate
Programmes were

- greatidea, aswas

the useofan integrated viral PR and
marketing programme using blogs
and word-ol-mouth. A cool approach
toracool product. Customising Asia-
specific kev messages and involving
local celebritics would definitely have
contributed to giving the inlernatio-
nal brand ‘made for me " appeal.

However.while the mediastrateay
was powerful, the target audicnee was
notclearly outlined and the case
study does not share the role of the
celebrities or involve any unigue,
creative PRadea.

In your business,
what's the value of value?

At Fleishman-Hillard, value isn't an abstract concept, it's 3
tangible result — the kind of result we deliver every day for the
world’s leading companies.

Because we believe your communications should do more than
just shape perception.

Whatever your needs, Fleishman-Hillard offers the capabilities,
the expertise, and the global reach to deliver real impact on your
critical audiences. And we deliver something else —

the unsurpassed quality and commitment to client service that
have been at the heart of our brand for more than six decades.

The Fleishman-Hillard Asia Pacific team,

What can we do for you at the Point of Impact?*
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