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Blue, Inc.  
Executive Summary
State Farm is the leading insurer of 

automobiles across the nation, but over 

the last few years competitors have been 

cutting into our market share—especially 

within the 18-25 year-old demographic. 

It is now essential to rebuild State Farm’s 

consumer base within this age group to 

ensure their continued success.

Our target includes 18-25 year-old 

financially independent young adults, 

current college students nearing 

graduation, and young professionals.  

We have also identified a subset 

within this market—State Farm legacy 

policyholders. These legacies consist  

of consumers within our target who  

are currently, or have been, covered  

by State Farm through their parents.

Primary research has supported  

targeting these consumers as one  

group, as their reactions to our pre-

tested campaign were nearly identical. 

The only differentiation will occur in our 

direct marketing campaign toward legacy 

policyholders. As a whole, our target  

is a relationship-based consumer who 

actively engages in all forms of media.

They are the infotainment generation—

well informed people who seek and  

thrive off entertainment based knowledge 

in an effort to connect and maintain 

their relationships. However, our target 

currently perceives State Farm as a  

dated brand—reliable but not relevant  

to their world.  

Our campaign objective is to change  

this outdated perception in our 

consumers’ minds over the next 12 

months. In order to achieve our objective 

we will  emphasize the relationship 

between State Farm agents and their 

inexperienced consumers. This relationship 

presents a unique opportunity for State 

Farm and is the focus of our campaign. 

The slogan “Let’s Get Personal” appeals 

to our relationship-driven target by 

highlighting State Farm’s direct insurer 

agent model. Our creative message is 

simple: State Farm will offer the absolute 

best and personalized service. 

By focusing on the relationship  

between the agent and the consumer,  

our campaign will appeal the desire  

for personal interaction. 

To accomplish this, we have selected 

media that appeals to our target on  

a personal level while maximizing our 

reach and frequency. We will utilize the 

broad-spectrum appeal of television,  

radio, magazines, and events/sponsorships 

to drive our consumers to our website 

and agent offices. Our final budget 

rings in at 40 million dollars. We have 

allocated 31 million dollars of our budget 

towards current campaign objectives. The 

additional 9 million dollars will be used to 

support campaign objectives that have 

proven successful at different benchmarks 

throughout the campaign.

We will emphasize the relationship  

State Farm agents share with their 

clients to drive consumers to the new 

State Farm website and agent offices. 

In keeping our campaign relevant to the 

infotainment generation, we will ensure 

a new generation of consumers will be 

drawn to the most personable and reliable 

insurance provider: State Farm.
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Secondary reSearch
•	One singular aspect that defined  

18-25 year-olds was the importance 
of relationships, specifically with their 
friends and parents.

•	“A Portrait of Generation Next –  
How Young People View Their Lives, 
Futures and Politics” (Pew Research)
•	View life as good (84%) 
•	Optimistic (74%)
•	Admire people they know (family, 

professors, mentor, boss)  
(14% more than ages 26 and older)

•	Goals: to become rich (81%)  
and famous (51%)

•	Closest family member  
is a parent (63%)

•	Stay in touch with their parent:  
in person (50% daily); on the  
phone (45% daily)

•	Seek financial help from  
parents (73%) 

Primary Survey reSearch
•	Sample included 310 people,  

95% ages 18-25
•	50% of those surveyed are financially 

independent (pay for at least 50% of 
living expenses)

•	Tested the degree of influence and 
relationship by comparing parent, 
friend, mentor, professor, other family 
member, Internet, media, politician, 
business leader, and celebrity. 

Survey inSightS
•	Parents and friends are extremely 

influential and important 
•	They talk often

•	Talk to their parents at least  
two times a week (71%)

•	Talk to their friends at least  
two times a week (94%)

•	They seek advice from  
them most often 

•	They seek insurance advice  
from them most often 

•	They admire them the most
•	They influence their behavior

•	Parent - quite often  
or always (85%)

•	Friend – quite often  
or always (61%)

tagline inSightS
•	What connection is the  

most personal?
•	Face to face conversation is quite 

often or always personal (92%) 
•	A phone call is the second  

most personal (57%)
•	Responses on tagline

•	Unique (38%)
•	Youthful (30%)
•	Fun (41%)
•	Catchy (41%)
•	Emphasizes the need for campaign 

imagery to support our copy
•	Appropriate for industry

•	Found the tagline to be more than 
appropriate for the industry (55%)

“underStanding 

gen y” 

reSearch rePort 

by Mark 

Maccrindle

•	Influencers: peers 

and role models

•	Values: relational 

connection—a 

community 

where they can 

be accepted, 

understood, 

respected, and 

included 

•	Seek trusted 

guidance

FocuS grouPS: We gained many 

valuable insights through our focus 

groups. Interestingly enough, everybody 

who reported having State Farm as their 

current insurer also had parents who  

were State Farm policyholders,  

underlining the importance of the legacy 

segment. These current policyholders 

also reported a favorable impression of 

the State Farm brand and the customer 

service they had received.

It goes without saying that young  

adults don’t always plan ahead. They  

tend to be spontaneous and impulsive,  

and our research found that those who 

hadn’t been forced to find their own  

policy had put little to no thought into a 

provider. As a product, insurance ranked  

as a low priority, indicating it was not a 

major concern among the target’s list of 

needs. It fell below both essential needs 

and even those that aren’t, such  

as entertainment purchases.

SurveyS: Our survey was instrumental 

in gaining a broader perspective of  

how our target views insurance and 

specifically the State Farm brand. We 

found that our target cared most about 

cost, simple and hassle-free claims, and 

confidence in their coverage. 

Slogan and Brand image
•	While State Farm’s visual branding 

was the weakest of those surveyed, 

with only 20% able to identify a 

spokesperson, it also had the most 

recognized slogan at 92%.

•	77% of respondents could identify 

Progressive’s spokeswoman, but only 

52% recalled their slogan.

•	87% of respondents recognized the 

many visual elements of GEICO’s brand 

image, follow very closely by 79% 

recalling their slogan.

•	37% of our target would choose State 

Farm if they were purchasing today.

•	Of those who would choose State 

Farm as their provider, 40% reported 

they would stay with the brand simply 

because their parents are policyholders.

Trend: “We Care About Relationships”
Phase 2: reSearch oBjective: To confirm secondary research about the 
infotainment target market being relationship oriented and extremely social. To  
test the wording of the tagline, “Let’s Get Personal” and how it relates to the 
infotainment generation.

Research Plan
Blue, Inc. conducted primary research through surveys and focus groups.  

Secondary research was collected to gain insight about our target market  

and the insurance industry. 

We conducted two phases of research. In the first phase, we conducted focus groups 

with the cooperation of 27 participants and surveyed 225 people from four different 

colleges. In the second phase of the research, we surveyed 310 people, 95% of which 

were age 18-25 years of age.

Phase 1: oBjectiveS and methodS: In setting our research objectives, we focused 

on how our target thinks, feels, and acts as it relates to their motivation and buying 

behavior. Our goal in this research was to identify trends that could be used in our 

campaign and to find the most meaningful message to resonate with our target.

Our secondary research was collected using data from MRI, Pew Research, Nielsen and 

the census. Additionally, we kept a close eye on the target and industry through such 

publications as Iconoculture, Advertising Age, MediaPost, and Business Week.

Our target 
market would 

choose:

State Farm 36.9%

Progressive 13.1%

Nationwide 4.2

Geico 17.3%Ł

Farmers 4.2%

Allstate 24.3%
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Company Analysis
State Farm is the leading insurer of 

automobiles and homes in the United 

States, but has been losing ground with 

the 18-25 year-old demographic. While 

State Farm’s brand message emphasizes 

quality service, relationships, mutual trust, 

integrity, and financial strength, they 

haven’t focused on the particular needs 

of Generation Y. Their current marketing 

strategy has relied too much on brand 

equity with older generations and as  

a result has neglected the newest  

consumers in the insurance world. 

State Farm needs to be proactive  

in understanding the traits that define  

this diverse and connected demographic. 

They are tech savvy, family-centric, 

achievement-oriented, and team-focused 

young adults who crave entertainment, 

information, and above all else,  

meaningful relationships. 

State Farm’s philosophy of providing 

quality protection while being there “Like 

a good Neighbor” feeds into Generation 

Y’s core value of relationships. State Farm 

needs to take this a step further and focus 

on building personalized connections 

between their newest clients and their 

current agents. 

State Farm’s vision for the future is  

to attract the younger generation and  

be their first and best choice for auto  

and renters insurance. There has been 

an established level of quality since 1922, 

combining that with an emphasis on 

personalized agent support, the company 

can build meaningful relationships with  

the infotainment generation.  State Farm 

can redefine their brand message to 

become a company that our target can 

identify with and to create brand loyalty 

within our generation. 

 Situational Analysis — 7

Competition Analysis
allState: As the second leading 

auto insurer, Allstate has been pushing 

to gain market share in the young 

adult demographic. Using actor Dennis 

Haysbert as their spokesperson, Allstate 

has sought to make connections with a 

younger crowd while maintaining their 

image as “feel good” company. College 

students and recent graduates are a 

strong part of their advertising strategy, 

as evidenced by their sponsorship of the 

Bowl Championship Series (BCS), NCAA 

field goal net ads, and the “Ham and 

Bergwood” campaign, featuring a  

duo of comedic tailgaters. 

eSurance: While Esurance does 

not currently hold a large market  

share, their push for a younger market  

is obvious. Using futuristic cartoon 

graphics, and an appeal to the green 

movement their strategy appears  

to be aimed almost exclusively towards  

young adults: techies and activists.

FarmerS: With an agent structure, 

Farmers is the most similar to State  

Farm. Farmers has had the most 

success in California, where they 

are headquartered. To date, their ad 

campaigns have been focused on an  

older target market, emphasizing their  

80-plus years in the industry. 

geico: Simultaneously GEICO has 

employed numerous campaigns to reach 

young adults. From “Martin the Gecko” 

to a Mrs. Butterworth syrup bottle, 

GEICO has left no rock unturned in their 

use of star power, offbeat humor, and 

an emphasis on discounts. The GEICO 

cavemen became so popular that ABC 

launched a short-lived spinoff featuring 

the characters.

ProgreSSive: Like GEICO, 

Progressive’s spokeswoman, “Flo,” has 

enjoyed somewhat of a cult following.  

Her quirky mannerisms and uncon-

ventional sense of humor have helped 

her to stand out in the world of TV 

personalities. Progressive’s strategy  

is focused on driving traffic to their 

website, where they claim to offer 

competitor quotes. More recently, their 

ads have focused on the customization  

of policies based on how much a 

customer is willing to pay—appealing 

to a younger demographic both in the 

importance of an affordable price and 

insurance package personalization.

nationwide: With new campaign 

following the “World’s Greatest 

Spokesperson in the World,” Nationwide 

appears to be targeting a young adult 

market. In addition to sponsoring 

NASCAR, Nationwide has expanded 

into mobile media with a pair of iPhone 

apps. One app was called one of the top 

branded apps of 2009 by Advertising Age, 

while another is similar to State Farm’s 

claim app—providing guidance  

on everything from gas efficiency  

to safety ratings.

State Farm

Farmer’s

Geico

Allstate 

Nationwide 

Progressive

According to 

business magazine 

Fast Company, the 

State Farm jingle 

is ranked as one of 

the top ten “most 

addictive sounds in 

the world.”
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Target Market
inFotainment (18-25): Today, 

Generation Y makes up around 70 

million people in the United States. 

Our target represents a large portion 

of this cohort as they follow their Baby 

Boomer predecessors. Understanding the 

behaviors, lifestyle characteristics and all 

around uniqueness of our target market  

is vital to the success of our campaign. 

These media mavens are constantly 

bombarded with information through  

all forms of media.  This cohort actively 

seeks information but desires to be 

entertained while doing so. 

They are relationship driven, but often 

misunderstood. Technology has enabled 

instant and constant communication, 

which often leads to the description 

of Gen Y’s relationships as convenient 

and not meaningful. However, Gen Y 

values relationships and is continually 

building and maintaining them. Since 

communication is ongoing, they are never 

out of touch. Whether they are bonding 

with friends, family, or co-workers, 

relationships are an essential part of  

our target’s life.

They demand quality in every aspect of 

their lives.  From products and services 

to day-to-day experiences, this cohort 

searches for the type of quality that 

will make their lives easier, engaging 

and provide instant gratification. They 

crave personalization. This target desires 

products and services that are tailored 

specifically to their needs and wants.    

young adultS
•	Recent graduates & Young 

professionals 
•	Independents (non-college)

•	Risk taker 
•	Optimistic, feels invincible 
•	Feel independent but may not 

actually be independent 
•	Relationship oriented 
•	Lack financial knowledge 
•	In debt 

legacy Policy holderS
•	Subset of young adults

•	Use the same insurance  
provider as their parents 

•	Have a good relationship  
with their parents  

•	Seek guidance from parents  
when making insurance, financial  
and high involvement decisions

inFotainment

Pronunciation: 

|
'
info'tanm  nt| 

Function: noun 

etymology: information 

+ entertainment

:a category of 

people who are very 

knowledgeable but 

more entertainment 

driven.

StrengthS: 

•	As the leading auto and renters 

insurance provider, State Farm has 

built strong brand awareness and has 

a legacy of providing a quality product

•	The independent agent model 

promotes a more personal 

relationship—an important characteristic 

among our target demographic

•	High brand loyalty

•	Memorable tagline

•	Currently leading the auto insurance 

industry in the young adult target 

market

•	An unparalleled database for 

monitoring customer complaints and 

concerns

oPPortunitieS:

•	Target demographic is attracted 

to brands with a reputation for 

quality in an age when price is often 

negotiable

•	Our target thrives on personalization 

and self-expression

•	Social media provides a highly 

trafficked medium at little to no cost, 

when utilized correctly

•	57% of renters are uninsured and 

represent a potential growth 

market

threatS:

•	Current economic climate has 

exaggerated the importance of price

•	Target market is impulsive and is not 

prone to planning ahead, especially 

with insurance

•	Growing momentum within the 

green movement, coupled with 

rising oil prices has reduced both the 

number of drivers and the miles they 

drive-reducing, in their mind, the 

importance of comprehensive 

coverage

Internal Factors

weakneSSeS:         

•	Lower share of voice within media 

popular to a younger demographic

•	Lack of a spokesperson

•	Target perceives brand as dated and 

expensive, more suitable to their parents

•	Visual branding is weak compared to 

competitors, reducing top-of-mind 

awareness among the target group

•	Price is an important factor for our 

target and State Farm is currently 

placing less emphasis on discounts 

than their competitors, leading to 

a perception of higher cost

_ _ e

SWOT Analysis

External Factors
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Marketing Strategy
oBjective: Our primary objective is to reposition State Farm within the 18-25 year-old 

segment, shifting their focus from price to quality and making State Farm more relatable. 

Our secondary objective is to increase the number of State Farm policyholders within 

the estimated 33 million young adults, from the current 17.8% to 22%. The campaign will 

span 12 months and will be measured by an increase in policyholders as linked to our 

promotions, surveys, and focus groups that will be conducted at the end of the year to 

measure changed perceptions.  

Strategy: Our research indicated 

that differences in age and living status 

(independent vs. dependent) had little 

influence on insurance purchasing 

behavior. Therefore, our campaign will 

appeal to the 18-25 year-old target market 

as a whole. This allows us to create a 

cohesive campaign that encompasses our 

entire target with a consistent message.

We will also capitalize on the pre-existing 

relationship between the legacy buyer  

and their policy-holding parents. This  

will reinforce their positive perceptions  

of the State Farm brand and translate  

these perceptions into new policies.

In order to successfully communicate with 

our young target, our campaign will focus 

on relationships, quality, and personalized 

attention. By addressing these desires of 

our target we will ensure State Farm will 

be viewed as a relevant and reliable brand. 

Our campaign would not be complete 

without addressing the rapid growth  

of the Hispanic population in the United 

States. According to census.gov, this 

demographic represents the largest 

minority group in the United States. With 

5 million Hispanics falling within our target, 

we will provide a platform for them to 

connect with the State Farm brand.

Already cost-

conscious consumers, 

our campaign will 

work to emphasize 

the importance 

of quality to our 

selected young  

adult market.

Creative Strategy
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Direct Mail
Two direct mail solutions are available to 

appeal to both legacy and non-legacy 

target markets. To distinguish itself from 

other pieces of mail, the piece will be 

small in size to attract attention, and hand 

addressed to deter immediate disposal. 

Our target still enjoys receiving snail mail 

and the message on each fold motivates 

the reader to pursue the information 

within. The inside copy convinces our 

market to consider State Farm because 

the company understands their current 

situation and is the most experienced, 

which makes them the best at handling 

our target’s needs. 

Radio
The advertisement demands attention right away with a loud bold opening. The agent 

is framed as a person that is able to be trusted in unexpected situations through the 

customer’s willingness to confide in them the details of the incident. The experience of  

a failed relationship is a scenario many of our target members can identify with at this 

age. The entertainment factor is in the craziness of the girlfriend’s overreaction to the 

breakup. The information element is the agent’s solution to the client’s dilemma which 

shares the benefits of renters insurance.

Creative Work

CRAzY Ex-GIRlFRIENd :60 RAdIo

Product State Farm renters insurance

Client State Farm

Title Crazy Ex-girlfriend

Writer Blue, Inc.

length 60 seconds

SFX: PHONE RINGS

MIRANDA: Hello, this is Miranda, your State Farm agent speaking, how may I 

help you?

STEVEN: (OVERWHELMED STRESSED) Miranda, she’s gone crazy, like 

completely insane. I don’t know what to do!

MIRANDA: Okay, just take a breath and then tell me exactly what’s going on so 

I can help.

STEVEN: (UPSET) All my stuff, it’s ruined! Tracey broke into my apartment 

and tried to burn it down! (FAST STRING OF COMMENTS) I 

dumped her because it was just getting to be too much, like her 

hair was all over my stuff, and she named my car Keke, and the 

country music, and the love fern and (SIGH, DESPERATE) What am 

I gonna do about my stuff?!

MIRANDA: (COMFORTING) Don’t worry Steven. You have State Farm’s renters 

insurance which provides protection for your personal property. 

And as for Tracey, you might want to consider a restraining order.

ANNCR: Have some unstable relationships in your life? Find a stable one 

with State Farm. Let’s Get Personal. Visit our website State Farm 

dash Let’s Get Personal dot com.
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maSh: The game MASH is a childhood 

game our target audience has played 

or at least recognizes. The hand drawn 

look not only gives it a realistic feel, but 

also exemplifies the personal feel in our 

campaign. The advertisement is effective 

in demanding attention because the 

hard to resist scratch-off feature sparks 

curiosity. The interactive format of the 

ads will entertain our market while the 

copy emphasizes how the MASH results 

are different for each person, just like 

State Farm’s clients have unique needs. 

The unpredictability of MASH mirrors the 

unexpectedness of an auto accident or a 

renter’s crisis.

meet aleX: This ad stands out not 

only because it physically folds out, but 

because the image is humorous. The 

reader is curious to discover why there 

is an awkward spread of an attractive 

man in a suit, specifically an attractive 

insurance agent. This mock replication 

of a typical spread is eye-catching and 

with the addition of our tagline, “Let’s 

Get Personal,” there are many possible 

interpretations. This ultimately sparks 

curiosity to seek out more information. 

The ad is entertaining and satirical while 

also relaying our message through the 

agent informational cameo. The copy 

about him is personal, ties in State Farm, 

and charms the reader. 

Magazines
gaming: This ad depicts the relation-

ship between a client and State Farm 

agent as a desirable friendship. It 

convinces our male target market 

that they don’t have to be stressed or 

intimidated by the insurance process, 

because State Farm uses an agent  

model that provides a friendly face  

to help handle insurance issues.

Furniture: This ad uses simple imagery 

to represent what State Farm covers 

when a person has renters insurance. In 

appealing to the target with infotainment, 

we use a literal interpretation of renters 

insurance— personal protection—

displaying the agents as furniture and 

objects that have personal value. The copy 

complements the photo, which states that 

agents personally have a hand in insuring 

the renter’s personal belongings.
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TV Spot: “Favorites” TV Spot: “Therapist”

Close up on a young girl’s face as she is leaning 
back in a chair. She’s been crying, mascara 
streaks down her face. Overall, quite disheveled.

Tony is walking toward his State Farm Insurance 
agent’s office, holding pictures of his brand 
new car.

GIRl: It was those kids throwing snowballs at 
my car and all I could think about was how Matt 
doesn’t want kids! And we should be married 
by now!

ToNY: Don’t pretend like everything’s okay! I 
thought I was your favorite, but now I see this….
and… I’m shocked. SHOCKED! How could you 
do this to me?
BRYAN: Tony come on. All my clients are my 
favorite clients. Andy here just bought a new 
car too. We were just going over his coverage.

GIRl: ....I’m beautiful right? Don’t answer that. 
What am I going to do with my car. That dent is 
just so ugly….I BROKE A NAIL!

Tony notices pictures of a car similar to his in 
Andy’s hand.
ToNY: Is that your car? The one with the v6? 
It’s sweet.

AGENT: Don’t worry. I’m sure Matt loves you. 
He’s probably just nervous about having kids. 
You should talk with him. Now, about this dent, I 
can take care of that with your State Farm Auto 
Insurance policy.

GIRl: I just don’t know what to do. No one told 
me it was going to be this hard. It just…

Tony sees his agent talking to another 
customer and is shocked.

GIRl: Those kids, they were just so…so mean. 
My kids won’t be like that. 

ToNY: I can’t believe this! You said I was your 
favorite...I shared my sandwich with you, man!

Girl begins to sob uncontrollably. The camera 
zooms out to show a male agent across the 
office desk handing her a tissue.

ANdY: Yeah that’s her. Well thanks for hooking 
me up with that discount. (Attempts to give 
Bryan a hug. Tony stops them.)
ToNY: Too soon, man. Too soon. 

Girl brightens up and smiles. She wipes her 
nose on the agent’s shoulder, in a gross but 
unintentional way.

GIRl:…I just…ToNY:  Bryan!? What is this! What are you 
doing with…him. (Drops pictures)
BRYAN: Tony, hey. What’s up? How’s that new 
car of yours?

GIRl: That is if I ever have kids! What if Matt 
doesn’t love me? 

BRYAN: It was a delicious sandwich, but Andy 
deserves the best coverage just like you and 
your car. Why don’t you come on in and have 
a seat.

Agent tries to sneakily turn down the picture 
frame on his desk of his two kids.

Andy waves goodbye, making the “call me” 
gesture as he leaves.

Vo: “Feel comfortable with your agent. Being 
there means we’re listening. State Farm. Let’s 
get personal. Learn more at State Farm dash 
Let’s Get Personal dot com.”

BRYAN: Anyway, okay Tony, let’s talk about 
your new car. 

Cut outside of the office. A woman is walking 
by the office with pictures. She sees Bryan  
and Tony laughing, looking at pictures. She 
looks devastated and angry. She stomps 
toward the exit.

Vo: “State Farm. Let’s get personal. Learn more 
at State Farm dash Let’s Get Personal dot com.”

The commercial plays into the personal connection with a State Farm agent through a humorous situation in 

which a client feels “cheated” on. The customer enjoys and values their relationship with the agent so much 

that they are traumatized to discover this experience is not unique to them. The ad shows the dependable and 

knowledgeable service that can be expected from State Farm by demonstrating how involved the agent is in 

each of his or her client’s lives.

Our therapist ad appeals to our target market’s sense of humor by presenting an awkward scenario. The 

commercial spoofs a therapist session relaying how comfortable State Farm’s clients are interacting with their 

agents. The exaggeration of a client sharing the inner most personal details of their life is entertaining and 

conveys the relationship the State Farm insurance agent experience will provide.
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Website
The focus of the website is to emphasize 

the slogan. We designed an interactive 

site not only to inform the consumer 

of available services but also to create 

a unique personal experience for each 

visitor. This encompasses infotainment, 

the comprehensive term for characterizing 

for our target audience, derived from 

our market research. Our website will be 

offered in English and Spanish, catering  

to the diversity of our target.

Visitors will be prompted to enter their 

name before clicking on a door. After 

selecting a door, a State Farm agent will 

personally greet the user, asking them 

about their day and how they can help.

An “insurance info” button will link to 

State Farm’s product descriptions and 

an explanation of insurance policies, 

discounts, and options. 

An “Agentbook” feature will mirror the 

concept of the popular social media 

networking site, Facebook. “Agentbook” 

will display profiles of agents near the 

user, offering personal information for 

visitors to browse. This encourages  

visitors to “get personal” with their  

local agent, laying the groundwork  

for a lasting relationship.

To bring variety to the 

user’s experience, the 

website has an intro 

video allowing the 

visitor to interact with 

a range of agents each 

time they arrive at the 

site.

Web Ads
tv droP Banner: We will utilize two 

separate banners placed on the same 

webpage that interact simultaneously.  

The top banner will showcase a guy 

walking with his TV and dropping it into 

the side panel where a State Farm Agent 

will catch it. The humor and interaction 

between these web components will 

attract our audience. The spots are an 

emphasis on how an agent is always 

there for your personal care. The ad is 

witty because it is a literal demonstration 

of how State Farm’s  renters insurance 

protects their household belongings. 

meet aleX: The web ad reinforces 

the relationship that State Farm offers 

their consumers through an interactive 

format. When clicked, Agent Alex shares 

comments about himself and addresses 

the website visitor directly grabbing 

attention. It encourages the target to  

learn personal info about about a specific 

State Farm agent. It furthermore drives 

them to seek out information on the 

website.

agent PlayliSt: Pandora is largely 

popular with our target market. The site 

itself is a personal experience, but we 

are taking it to the next level by directing 

them to different agents’ Pandora 

playlists. This will emphasize the “Lets Get 

Personal” approach to our campaign by 

allowing the user to relate to each agent’s 

music preferences. There will be many 

agents to cover the different music genres  

within our target market’s preferences. 



Bathroom
This medium incorporates a  

humorous twist that grabs the  

attention of our target audience.  

The bright red on the outside of  

the stall catches our consumer’s  

eye. Then the interior graphic on  

the back of the door becomes the  

focus to our captive audience.  

Bus
This out of home ad is a unique way to 

keep State Farm in the forefront of our 

target’s minds. We are placing our 2-D 

agent decal on buses and bus benches to 

reach our target market in an innovative  

way. It will communicate our message  

of a personalized insurance experience  

by literally allowing our target to sit  

next to an agent. The setup encourages 

people to interact with our advertise-

ment by creating an entertaining photo 

op. These pictures will produce additional 

publicity when people post them on 

websites like Facebook and Flickr.
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SmartPhone aPPlication:  
The application is a game 

where the user drives a car 

through narrow streets with 

the objective of avoiding accidents. Its 

main goal is to attract users through 

entertainment. State Farm currently 

provides an information-rich insurance 

iPhone app. Our goal is to supplement 

these efforts with a fun interactive game 

that engages our target; a market that 

frequently pursues gaming. Users’ scores 

for the application can be submitted 

from their phones so that individuals can 

check their ranking in comparison to other 

players on the website. This provides a 

means to direct the user back to the site. 

The application will be inclusive to all 

phone providers with download options 

for a wide assortment of phone models 

such as the iPhone and the Android.

car wraPS: The State Farm car 

wraps will increase brand visibility  

and exposure to our young demo- 

graphic as well as providing a mobile  

base for State Farm events. According  

to Carwraps.net, a wrapped car can 

generate around 8.3 million views  

per year in a city with a population  

of 50,000. Compared to other mediums,  

a wrapped car’s CPM ranks low with  

a mere $0.48. An installed GPS system 

tracks the vehicle’s overall effectiveness.

HomEComING GAmE RouTES

Event Plan
tailgating: State Farm already targets 18-25 year-olds with their sponsorship of events 

like the Missouri Valley Conference and college game days as well as sponsoring several 

other major college networks. Our campaign will expand their message by adding more 

events, which will not only appeal to our target market, but also coordinate with guerilla 

marketing elements. By sponsoring tailgating events at select Midwest colleges, the 

brand message will reach college students in our market. 

For each of the 10 preselected colleges, the campaign will send State Farm agents in a 

branded Dodge Nitro to homecoming games in order to engage the college crowd. State 

Farm will be integrated into pregame activities with a number of branded materials and 

games: a bean bag toss, relay race, food give-a-ways, football tire-toss and the Damage 

Control competition with a large prize.

Dodge	Nitro	A

1 Kansas (Sept. 10)

2 Purdue (Sept. 16)

3 Missouri (Sept. 24)

4 Illinois (Oct. 23)

5 Ohio State (Oct. 24)

Dodge	Nitro	B

1 Michigan (Sept. 26)

2 Iowa (Sept. 11)

3 Minnesota (Oct. 2)

4 Wisconsin (Oct. 9)

5 Michigan State (Oct. 16)
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Media Plan
Our media plan will efficiently and effectively reach our target over the course of a 

12-month campaign, beginning in May. The elements of our media mix work together  

to promote a new image of State Farm that resonates with our target while driving 

them to seek more information.

Our media strategy will be executed on three different regional and national levels.  

The first level will aim for college students in the Midwest—a region in which State Farm 

has historically been very strong. A guerilla campaign, promotional events, and direct  

mail pieces will work together to rebrand State Farm within our target and encourage 

further action.

A second regional initiative will encompass a broader number of the 18-25 year old 

target in 11 major metropolitan areas. A mix of media vehicles will raise awareness  

and improve perceptions of State Farm. A guerrilla campaign will reach our target in  

a fresh, non-traditional way, while highly targeted TV and radio spots will engage them 

on a more familiar level. These TV and radio spots will drive our target to our online 

initiatives, tying into our national strategy.

On a national level, magazine ads will improve State Farm’s visual branding, provide 

more meaningful information, and continue driving traffic to the website. A second 

direct mail piece will specifically target State Farm legacies. These pieces will allow  

us to convey information in a more personal way, further strengthening the connection 

these young adults will already have with State Farm.

Finally, an extensive web campaign is designed to leave the strongest and most lasting 

impression on our target. All other ads and promotional activities will drive consumers 

to our website which will act as a portal to promotions, entertaining online applications, 

social media placements, and most importantly—to a State Farm agent near them.

SPot market 

areaS

New York, NY 

Los Angeles, CA 

Chicago, IL 

Dallas, TX 

Philadelphia, PA 

Washington DC 

Miami, FL 

Boston, MA 

San Francisco, CA 

Detroit, MI 

Seattle, WA

Singing the Jingle
State Farm will sponsor an 

American Idol type contest for 18-

25 year-old adults to sing their own 

version of the State Farm jingle. 

Contestants will sing or remake the 

jingle and submit it online. Winners 

will be selected from every State 

Farm region. This viral campaign 

will be incorporated in future State 

Farm commercials, highlighting 

the winners of each region. Users 

will be linked to YouTube through 

statefarm-letsgetpersonal.com along 

with State Farm agents and social 

media sites like Twitter and Facebook. 

Online video uploads are a very cost 

effective method to engage with 

our audience and provide a 

mutual platform to connect. 

When combined with social 

media appeals, it furthers 

the relationship between 

consumers and agent and  

also prevents the contest  

from becoming too cheesy  

or “unreal” to our target. 
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Television 
tacticS: Television spots will air at 

three phases throughout our campaign: 

May through July, October through 

December, and March through April.  

The channels used for placement will 

include MTV, Comedy Central and FX. 

Separate ads will target men and women, 

so placement will be coordinated with the 

appropriate vehicles on these channels.

rationale: A pulsing schedule will 

allow us the most efficient use of our 

budget, generating a high frequency 

without burning viewers out. The chosen 

media vehicles will allow us to maximize 

our effectiveness with gender-specific  

ads. The first and final placement phases 

will work in conjunction with the magazine 

placements to ensure a strong push at 

the beginning and end of our campaign. 

The middle phase will serve to drive traffic 

to our web initiatives, such as the jingle 

contest. This will allow us to reach a large 

portion of the infotainment generation and 

shape their perceptions of State Farm with 

entertaining, memorable ads.

metricS: Television ads will change 

brand perception of State Farm by 10% 

by the end of the 12-month campaign as 

measured by post-campaign surveys.

Magazine  
tacticS: Our campaign will launch 

with ads in four different magazines  

during the months of May, June, July 

and August. We will run the ads again 

towards the end of the campaign, 

during the months of March, and April. 

These magazines will include People, 

Cosmopolitan, Sports Illustrated and 

Rolling Stone.

rationale: We selected the four 

publications based on their strong 

readership by our target. The variety in 

the four publications ensures we will be 

successful in reaching our diverse target. 

The use of the print medium allows us  

the opportunity to use bold imagery while 

furthering our message with strong copy 

and a direct drive to our web initiatives. 

Additionally, it allows us to reach our 

audience on a national level. Focusing our 

ad placements at the beginning and end 

of our campaign will ensure our campaign 

starts and ends strong.

metricS: Due to the size of the 

magazine audience targeted, awareness 

of the State Farm brand will increase by 

15% as measured by increased visits to 

the website, phone inquiries, and post-

campaign surveys.

Radio  
tacticS: Our radio ad, in conjunction with the TV spots, will 

reach a broad segment of our target in 10 markets. The ad will 

be placed during weekday drive time, weekend late night and 

during Sunday afternoons.

rationale: Our target listens to the radio during specific times 

of day, so radio can still be beneficial to our campaign. Like the 

TV spots, the radio ads will air at three phases throughout our 

campaign and are designed in such a way to meaningfully connect with our target to 

influence their opinions about State Farm. 

metricS: Measured by surveys, our radio ads will change brand perception of 

State Farm by seven percent over the 12-month campaign.

magazine  

vehicleS

People 

Cosmopolitan 

Sports Illustrated 

Rolling Stone

magazine  

Schedule

May - August 

March - April 

tv networkS

MTV, FX, 

Comedy Central

tv Schedule

May - July 

October - December 

March - April

Direct Mail  
tacticS: A direct 

mail piece will be 

sent to soon-to-be 

graduates at ten 

colleges around the 

Midwest. Pieces will 

be sent in October 

and November and then again in March  

and April. The piece will be personalized, 

unique and informative. A second direct 

mail piece will be sent to legacies, 

customized for this specific target.

rationale: Sending a personalized 

mail piece to members of our target  

is the best way to convey detailed 

information about State Farm.  

Graduates preparing to enter the “real 

world” will be making big decisions— 

such as choosing their first insurance 

provider. Legacies will learn how they  

can customize a State Farm plan to  

meet their unique needs.  

metricS: Direct mail over the 12-month 

campaign will increase the number of 

policyholders within our target market  

by 10% measured by new policies filed  

and the responses specific to the detail  

of the direct mail piece. 

Web 
tacticS: A wide 

array of Internet 

activities will 

capture our target. 

Interactive, eye-

catching banner 

ads will lead our 

audience to our feature-rich website. 

These ads will be placed on sites popular 

with our target, including Pandora and 

MTV. Social media initiatives will reach  

our target on a more familiar and personal 

level. A mobile media game will allow our 

target to interact with the brand in a fun 

and entertaining way.

rationale: All elements of our web 

campaign are interactive with the brand, 

which is key to successfully influencing  

our audience. 

metricS: Advertising on the web will 

increase the number of policyholders  

by 10% over the 12-month campaign.  

This will be measured by click-through 

rates and the number of new policyholders 

specific to the clicks from the web ads. 
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 Colleges
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 Ads

 Website 

 Social Media

Media Schedule
Our media mix uses a combination 

of continuous and pulsing schedules 

to maximize our effective reach and 

frequency while minimizing the impact  

on our budget. The use of broadcast 

media alongside less traditional formats 

Media Schedule
allows us to effectively communicate  

our message without becoming just 

another soundbyte. Our media choices  

are designed to interact with our target  

on their territory, opening their eyes to  

the big picture.

Promotions  
tacticS: State Farm will sponsor a game day at ten different Midwest colleges over 

the course of the college football season. A branded automobile will travel to each 

campus where agents will host activities and branded giveaways. These game days  

will be coordinated and run in conjunction with our guerilla campaign. A singing 

competition will be hosted on our website, allowing contestants to perform the  

State Farm jingle for a shot at a $25,000 prize.

rationale: Our presence at these games will allow State Farm to interact with 

our target on their territory. The schools chosen for sponsorship will allow us to reach 

the largest number of students where State Farm’s presence is the strongest. Activities 

and giveaways during the event encourage interaction with the brand, molding and 

reforming brand perception. The jingle competition will entertain while providing an 

endless playlist of mini-endorsements from our target, furthering State Farm’s focus  

on relationships. The mix of brand interaction, online integration, and competition all 

appeal to our target’s desire for connection and relationship. The presence of State  

Farm at these venues will result in huge reach and an increase in awareness.  

metricS: State Farm will change brand perception and increase brand awareness 

of the target by 5% during the 2010 NCAA football season. This will be measured by 

post-season surveys of consumers in the viewing areas. Similar post-campaign surveys 

will be conducted to measure the increase in awareness of the target market about  

our jingle competition.

Guerilla  
tacticS: A variety of non-traditional ad placements will allow us to connect with our 

target in a way that is unique from any other aspect of our campaign. Agent cutouts 

placed in commuter buses will encourage commuters to sit down and get personal with 

an agent. On college campuses, ads placed on the inside of bathroom stalls will surprise 

and inform our target of State Farm’s college sponsorships.

rationale: Our guerilla campaign will emphasize State Farm’s focus on relationships 

in a way traditional advertising cannot. These guerilla tactics, along with our college 

sponsorships, will specifically target the college segment of out target, while the 

commuter ads will reach our non-college target. A guerrilla campaign will result  

in young adults wanting to know more about what they are seeing around them,  

in turn driving them to our website.   

metricS: Guerilla marketing will change State Farm’s brand perception by 10%  

throughout the campaign and will be measured by post-campaign surveys and 

monitoring website traffic.
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Production

Television

Magazine

Radio

Web

Direct Mail (mailing costs included)

Promotions (Game Day, Cars, Jingle)

Additional Production Estimates 

Total

media Placement

Magazine 

Television

Radio

Outdoor (Guerilla costs included)

Internet

Total

camPaign total

$500,000.00

$20,000.00

$2,500.00

$10,000.00

$103,500.00

$232,785.74

$6,865.00

$875,650.74

$11,914,000.00

$5,712,100.00

$790,300.00

$10,481,600.00

$1,050,000.00

$29,948,000.00

$30,823,650.74

SPot marketS 

city

New York, No. New Jersey, Long Island 

Los Angeles, Long Beach, Santa Ana 

Chicago, Naperville, Joliet  

Dallas, Fort Worth, Arlington   

Philadelphia, Camden, Wilmington  

Washington, Arlington, Alexandria 

Miami, Ft. Lauderdale, Pompano Beach 

Boston, Cambridge, Quincy 

San Francisco, Oakland, Fremont 

Detroit, Warren, Livonia 

Seattle, Tacoma, Bellevue

midweSt collegeS

School        enrollment                 

Ohio State University, Columbus, Ohio   

University of Minnesota, Mpls & St. Paul, Minn.    

Michigan State University, Lansing, Mich.   

University of Illinois, Urbana & Champaign, Ill.   

University of Wisconsin, Madison, Wisc.  

Purdue University, Indianapolis, Ind.   

University of Michigan, Ann Arbor, Mich. 

University of Missouri, Columbia, Mo. 

University of Kansas, Lawrence, Kan. 

University of Iowa, Iowa City, Iowa

53,715

51,140

46,510

43,246

41,620

41,433

41,028

30,130 

29,365

29,152  

State

NY, NJ, PA

CA

IL, IN, WI

TX

PA, NJ, DE, MD

DC, VA, MD, WV

FL

MA, NH

CA

MI

WA

regional: By the end of our 

12-month campaign, our ten 

Midwest markets will see an 

increase in State Farm brand 

preference by 17% in the legacy 

segment and 10% overall versus 

current preferences. Our new 

slogan and campaign message  

will have recall rates of 45% after 

six months and 70% by the end  

of our campaign.

national: On a national level, 

our campaign slogan will see  

recall rates of 30% at three  

months, 45% at six months,  

and 60% at twelve months.

methodS: For both regional and 

national metrics, we will perform 

pre-post testing through the use of 

surveys as well as focus groups to 

gauge changes in brand perception 

among the target group.

Concluding Statement
In creating relevance with our target, we have built a campaign focused 

around their drive for meaningful relationships. State Farm agents will 

become the bridge between the infotainment generation and insurance. 

Our campaign will fulfill their need for connection by engaging our target 

through relatable media and guerilla marketing. Once the connection is 

made, our message “Let’s Get Personal” gives our market the platform 

to interact with State Farm on an individual level. This personal link puts 

State Farm in position to build life-long relationships with the newest 

generation of consumers.

Campaign Metrics
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