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It takes courage to change. Especially in an industry where predictability
is king. So how should Maersk, one of the world's largest logistics
companies, introduce a new way of doing business?

IDEA

We led their costumers deep inside their own brain, revealing the
psychological defence mechanism we all have towards change and
persanifying the opponent to new ideas - our reptilian brain.

260 DIFFERENT BANNERS
IN 12 LANGUAGES

RESULTS

Tapping into the universal insight about change made the campaign
very succesful within the C-suite target group, and became the

best performing campaign on Linked In - ever.

“The results are hy far
92 MIO VIEWS the best we've seen to date”

BANNERS Lorraine Mannion - Account Director

13% CLICK RATE Linked i THEWALL STREETJOURNAL~ @he New Mork@imes  FINANCIAL TIMES




PRINT / ADVERTISING

PRINT ADS IN NEW YORK TIMES, FINANCIAL TIMES
AND THE WALL STREET JOURNAL
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DIGITAL CAMPAIGNS

260 DIFFERENT BANNERS IN 12 LANGUAGES Your reptiian brain a0
is fighting change

ALL THE WAY

ALL THE WAY
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300 X 250 PX

300 X 600 PX

Change is painful
Let’'s change T % MAERSK

Your reptilian brain

is fighting change { MAERSK Change is hard

ALL THE WAY

728 X 90 PX ALL THE WAY

. MAERSK T



FILM

3 MIN TV COMMERCIAL

£ MAERSK



