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Campaign Title: Random Acts of Service 

 
Brand: Johnson Insurance 

 
Company(s) Involved: Lowe Roche, Johnson Insurance, 

StarcomMediavest, TNS. 
 

Category: Financial Services 

 

 

 

Summary  
 

In 2013, Johnson Insurance, one of Canada’s leading providers of home and auto insurance 

challenged themselves to find ways to optimize their marketing spend. To bring a hometown feel to 

a brand that was headquartered thousands of miles away and also lacked a physical presence in the 

city of Barrie, Ontario (our test market), we created a one-of-a-kind campaign that provided the 

personalized guidance and support that are hallmarks of the Johnson brand. Through paid and 

unpaid media, we flooded the city with locally and contextually relevant advertising, taking 

“community spirit” to the next level all in an effort to aid word-of-mouth and brand awareness.  

 

Response to the campaign has greatly exceeded expectations. Johnson Insurance is already seeing a 

significant increase in policy signings and inquiries on the website vs. last year, directly attributed 

to the Barrie Event. Johnson’s website saw a staggering 164% increase in traffic from the Barrie 

area, as well as a 59% increase in time on-site. 
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Marketing Challenge 
 

 

In early 2013, Johnson Insurance was noticing fewer customers making use of their branches in 

many of the communities they serve coast-to-coast; with consumers opting instead to use electronic 

or other means of availing themselves of the insurers’ legendary customer service and claims 

representatives.  

 

For Johnson, however, branches were not solely customer service vehicles. As with many in the 

financial space, bricks and mortar played an important marketing role as well. For example, in a 

category where the behemoth, TD Insurance, was one of the largest players, very few could 

compete when it came to both brand awareness, and brand footprint. Johnson needed a competitive 

edge to truly compete against these large players. 

 

Maintaining a physical location in smaller cities, or anywhere at all, was an expensive proposition, 

and a cost that if reduced, could make Johnson more competitive. However, with such heavy use of 

branch locations by competitors, Johnson was unsure whether reducing or eliminating the branch 

concept was a wise choice. 

 

Johnson needed help in determining whether it was possible to increase brand awareness without 

establishing or maintaining a physical footprint.  
 

 
Methodology 
 

To understand this, our research team took an innovative three-phase approach, beginning with 

category trend analysis, then into a deeper project discovery phase including qualitative research 

and insights mining, capping off with the third phase of pre and post-testing of the awareness 

campaign.  

 

Our team uncovered a changing trend in branch usage – people were relying on bricks and mortar 

locations less and less.1 This indication sparked three main research questions that fuelled our 

discovery phase: First, what role do branches play in an increasingly technology dependent age? 

Second, are branches still wholly necessary – do consumers demand an in-person presence 

anymore? And if the answer to our second question was no, how could we simulate the marketing 

effects of having a branch  without actually having one?  

 

Our research team pored through the data, both within and outside of the financial services 

category, in an attempt to answer those three questions, and after weeks of discovery research, the 

team came to the answer – to simulate the effects of having a branch in the community, we would 

need to connect with consumers across every part of their day, both offline and online, and – 

crucially – encourage word-of-mouth within the limits of the community. 

 

Our research revealed an opportunity no competitor had heretofore realized. We could simulate the 

positive aspects of a branch, without the expensive overhead of actually maintaining one. 
 

 

                                                        
1 The Economist, “Branches: Withering Away”. May 2012. 
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Creative Execution 
 

 

We created the “Random Acts of Service” campaign that provided the personalized guidance and 

support that are hallmarks of the Johnson brand, while publicly taking “community spirit” to the 

next level to encourage word-of-mouth.  

 

A launch event at a major community festival brought real Johnson employees out into the 

community, focused on helping safeguard the citizens of Barrie. At a Canada Day festival, where 

the primary colour should have been red, Johnson representatives, covered in purple, dominated 

with helpful hands and friendly safety tips at every steps.  We even handed out large, floating 

purple balloons that said, “Don’t get lost in the crowd”. Anything to ensure the Johnson name stuck 

in citizens’ minds, and was associated positively with the festivities of the day. 

 

We also flooded the city with cross-platform locally and contextually relevant digital ads, 

billboards, transit shelter ads, bus signs and lawn placards with useful tips and information for 

protecting their homes, automobiles and families. We reminded them to bring an umbrella on a 

rainy day or to wear sunscreen on a sunny day, to watch out for potholes, or street name changes. 

We even asked them watch out for seagulls with good aim. Everywhere Barrieites were, Johnson 

was there with a wink and a nod and a helping hand. Over the course of the summer, Johnson 

representatives conducted ‘Random Acts of Service’ in the community. Helping community 

members cross streets, clean up messes, providing sunscreen, set up for community movie 

screenings and much, much more. 
 

 

 

 

 
 

Impact on Business 
 

 

In the end, the response from the Barrie community greatly exceeded expectations for Johnson:  

 

 In a year in which the overall Ontario region saw a 9% decrease in calls for quotes; Barrie 

bucked the trend and saw a 17% increase in calls for quotes vs. the previous year – where the 

only difference in marketing activity was the campaign, not the level of spend. 

 

 The website — where the Johnson brand lives for consumers, saw a staggering 164% 

increase in traffic from the Barrie area, as well as a 59% increase in time on-site. 

 

 Pre-tracking showed only 6% of Barrieites were originally open to switching insurers.2 Our 

campaign increased that consideration three-fold to a whopping 19%. 

 

 Aided awareness rose to 21% and Campaign recall rose to 20%. 

 

 When we asked if they agree that “Johnson cares about their community”, 39% of Barrie 

residents polled agreed.  

 

                                                        
2 Pre/Post Tracking completed by TNS 
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With no other Johnson promotional material, discounting, or loss of other major insurance 

competitors in the Barrie market during the campaign and testing period, these results can be 100% 

attributed to the campaign. 

 


