
|	  	  	  2015	  ARF	  David	  Ogilvy	  Awards	  1	  

	  
	  
 

 

Campaign Title: “AAA Stories” 
 
Brand: AAA 

 
Company(s) Involved: AAA – The Auto Club Group; The Richards Group, 
Over the Shoulder  

 
Category: Travel and Leisure 

 
 

Summary 
 

External uncertainties such as shifting consumer preferences driven by technology and 
increased competition were affecting the relevance, frequency of use, and perceived value 
of AAA’s products and services. The brand’s universal awareness and trust among 
consumers were limited to its legendary roadside assistance. AAA needed to connect and 
build awareness across all lines of business (travel, insurance, and automotive) to 
demonstrate the brand’s breadth and depth. To accomplish this, AAA and The Richards 
Group embarked on a best-in-class, four-month discovery to get smart around the brand. 
While multiple methodologies were used, the collective insights were presented as a 
compelling, integrated narrative that crystallized the brand and made the case for the 
brand to serve as the foundation to build business line awareness. These insights led to 
the development of a storytelling campaign that showed how AAA is there for people 
throughout their lives. The campaign resonated with the target audience, the media, and 
the larger AAA federation and saw year-over-year lifts in key tracking metrics. 
 

 
 

Marketing Challenge 
 

For over 100 years, AAA has been a beloved American brand and synonymous with the 
roadside assistance category. In fact, Landor Associates reports that AAA consistently 
outperforms 99% of all brands when it comes to trust and customer service. However, the 
aging member base of AAA, low awareness of other lines of business outside of roadside 
assistance (such as travel, insurance, and automotive), increased competition, and shifts in 
consumer preferences driven by technology contributed to consumer perceptions that AAA 
was a brand that was becoming harder to relate to and, in some cases, less valuable. AAA 
needed to connect and build awareness across all lines of business to demonstrate the 
brand’s breadth and depth to ultimately strengthen consumer relevance and perceived 
value. To respond to these marketing challenges, AAA partnered with The Richards Group 
and set out on a best-in-class, four-month discovery using multiple methodologies to gain a 
comprehensive internal and external understanding of the brand. 
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Methodology 
 

The Richards Group began the discovery process with a review of AAA’s existing research, 
historical communications, and the latest syndicated research on the category. In the next 
phase of discovery, we gathered internal perspectives on the brand. We conducted 90 
in-depth interviews with AAA senior leaders, employees, and partners. An internal survey 
fielded 2,316 employee responses. An internal portal that we created to educate 
employees on branding and build excitement around the coming brand work received 
6,750 unique visits (from an employee base of about 7,500). In the final phase of 
discovery, we gathered external perspectives on the brand. Ninety-three members and 
nonmembers of AAA participated in conflict focus groups, where they debated AAA’s 
importance over that of a rival competitor. The Richards Group concluded its consumer 
research by using a breakthrough digital ethnography mobile app that granted a real-time 
glimpse into the life of 120 total members and nonmembers for five days. When 
presenting discovery back to AAA, The Richards Group integrated the multiple 
methodologies, reports, and perspectives into one compelling and clear story. The research 
team and creative team worked together to create a custom-illustrated, three-projector 
presentation experience that weaved in quotes, videos, and insights seamlessly. The 
discovery presentation lasted an entire day and kept the senior leadership on the edge of 
their seats and generated rich discussion. The next day, we held a brand-positioning 
workshop fueled by the discovery narrative, quickly leading to an aligned understanding of 
the brand, consensus around critical communication objectives, and a sound foundation for 
future creative work. 

 
 

Creative Execution 
 

AAA and The Richards Group used the discovery narrative to inform the development of the 
AAA brand campaign. To capture the breadth and depth of the brand, The Richards Group 
paired AAA’s strong level of trust with its multiple lines of business to showcase how AAA is 
an ally for its members throughout many times in their lives. The campaign’s benchmark 
spot, “Emma,” recollected poignant moments in a father’s and daughter’s life. Through a 
series of frozen-in-time vignettes, the spot highlights how Dad was there for his little girl 
and how AAA, in turn, was always there for his family. It started with Emma’s destination 
wedding and worked its way backward to her semester in college studying abroad, then to 
the accidental fire she started with a burned batch of cookies to her experience as a AAA 
School Safety Patrol Monitor to a precocious little girl who flooded Dad’s car and to her 
dreams of becoming a ballerina. Fittingly, the journey ended at the very beginning, with Dad 
and newborn at the hospital – knowing that whatever happened on her journey ahead, he 
would be there for his daughter, just as AAA would be there every step of the way. 
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Business Impact 
 

The AAA brand campaign generated awareness by making two big debuts: in the Super 
Bowl and throughout the Winter Olympics. “Emma” received Adweek’s Ad of the Day 
award, along with other earned media mentions locally and nationally – all while being 
significantly outspent by most competitors across all of AAA’s business lines. It was further 
praised by the target market on social media and generated pride among AAA employees 
that continued to encourage buy-in on the brand. AAA saw year-over-year increases in key 
tracking metrics: 50% total advertising awareness (an all-time high) and significant 
growth in AAA’s relevance metric, “A brand for people like me” (47%, another all-time 
high), which was a core indicator of success covered in the marketing challenges. Though 
the campaign was predominantly awareness-driven, “Emma” was observed to raise the 
tide for digital and CRM acquisition in select markets. All in all, the discovery story led to a 
successful crystallization of the brand and a successful campaign that will set the stage for 
future success. 
 
 
 
	  

 


