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O2 JOGGLER CASE STUDY 

Introduction 
For the first time, O2 were looking for an innovative way to communicate their new “Joggler” product to families. The Joggler enables families to schedule their diaries and let family members know what they are up to.

Objectives
· Raise awareness of the O2 Joggler
· Communicate O2 as a brand for families
· Communicate the O2 Joggler as way of keeping families connected

Strategy
To develop an innovative campaign that encourages families to work together. The cinema was highlighted as one of the few media environments where families are likely to be actively viewing together.

Implementation
With our technology partners, Tangibal Media, we developed the world’s first audience interactive on-screen game in 3D. The game was called Asteroid storm and required families to steer a space ship through an Asteroid field by waving their arms. The game ran for 4 minutes just prior to the trailer reel in 20 key cinemas across the country, and was supported by other interactive games in foyer, as well as more traditional marketing channels.
Over the campaign period 850,000 played Asteroid Storm in the auditorium and over 7m people played with the games in foyer. 

Results
After the campaign people’s perception of O2 being a brand for families rose from 45% to 65%.
The amount of people feeling that O2 was a brand that helped families stay connected practically doubled from 42% to 80%.
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