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Urban and regional public transport in Flanders
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Strong brand | respect - love

i d

Google
&

11 12 13 4

1 6 vl o
Mere s Fere Cisco

| ove

Public transport companies - Strong brands

-
J

I (inted

« 00N
AT M

15 H 1)

I3 ‘4

LN V

Rgspgct

10
»

covota

i8

ORACLE



LN

Strong brand | respect
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Strong brand | love
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Campaign 2008 - 2011 Traveling in group has its advantages
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\ Full experiences
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Brand pyramid | Full experiences

Emotional brand promise: + With De Lijn | enjoy plenty of things
to see and do (in town/at events)

* With De Lijn | travel fluently and without stress

Rational brand promise: o
to all my activities

—

* | travel to where | want, even in the heart of the city

* | am driven and therefore | can do my thing during the
journey and | have literally ‘a large window on the
outside world

* | travel between / with others

« Complementarity with other means of transport (car,
bicycle, train, ...)
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Campaign 2013

1. Primary goal:
Bringing PT top of mind
— Reinforce positive feeling "stress-free city
experience" (no traffic jams, no parking)

— Spotlighting public transport as an alternative to
travel to the city

2.  Secondary goal:
Increasing use and frequency of low users

Key targetgroup 25-44y ?%g ﬁ
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Campaign 2013

Timeline
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TV
Digital
Facebook

Youtube
Radio

Magazines
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Campaign 2013

TV spot

Stress-doll

Key message:
Car stress is ruining your
experience of your movement

City = Context
(urban traffic, urban environment)

Baseline:
Experiencing the city. Much nicer
with bus and tram.
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Campaign 2013 | Stress-doll — TV spot
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Campaign 2013 | Stress-doll — TV spot

Evaluation

N= 463 users De Lijn & 402 non users De Lijn

« Correct attribution: 83 %
* Message recall “no stress with De Lijn": 56 %
« Clear message: 82 %

 (Call to action: 29 %
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Campaign 2013 | Stress-doll — GPS voice

25 000 trial tickets in one week

Activation campaign 1
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Campaign 2013 | Stress-doll — swear jar

Activation campaign 2

QIR s tebat aernTage.

Public transport companies - Strong brands

http://swearjar.be

Heb Ji) een Potver-pot nodig?
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Campaign 2013 | Stress-doll

Free publicity Newspapers

Biggest popular newspaper Biggest quality newspaper
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Campaign 2013 | Stress-doll

Free publicity Television
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Campaign 2013 | Stress-doll

Free publicity Internet
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Campaign 2013 | Stress-doll
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8 oktober 2013

Festival of creativity in
commercial communication

Best Belgian commercial 2013
‘Stress Doll’

De Lijn
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Strong brand | respect - love
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