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EXECUTIVE SUMMARY
State Farm asked O-STATE Advertising to develop a $40 million integrated marketing communications 
campaign to sell auto and renter’s insurance to 18-25-year-olds. In response, O-STATE created a 
campaign that updates State Farm’s “Like a Good Neighbor” identity to appeal to a younger market. Our 
slogan “You’ve got a friend in the insurance business” puts the State Farm brand into terms the younger 
market can relate to and gives them a reason to choose State Farm over other insurance companies. 

MARKETING OBJECTIVE: Add 1 million new 18-25-year-old policyholders by year end 2011.

COMMUNICATIONS OBJECTIVE: Increase State Farm’s brand visibility among 18-25-year-olds from 12.2 percent to  
40 percent.

PROBLEM: State Farm isn’t gaining young customers because 18-25-year-olds are drawn to less expensive, do-it-
yourself online insurance companies. The 18-25 market is tech-savvy and finds online insurance appealing. But they’re 
also skeptical of buying a complex and expensive service, such as insurance, without face-to-face interaction.

RESEARCH: O-STATE used secondary research from the U.S. Census Bureau and Iconoculture Inc., as well as focus 
groups and primary survey data, to gain an understanding of the target audience’s beliefs, values and habits regarding 
insurance and media use. Research showed the market segment with the most potential is men 22-25, who are 
financially independent (paying 50% or more of their living expenses). Thus, we chose this group as our primary 
target audience.

CREATIVE: O-STATE learned through research there is a positive key difference between State Farm and its 
competitors: The State Farm Agent.

O-STATE uses pop culture allusions to update the agents’ images. The campaign features a “bromance” between 
agent Matt and his client Mike. Humorous executions of their adventures together show our audience that their 
State Farm agent is a “friend in the insurance business” — a fun guy who’s got their backs in videogames and in their 
real lives, who’s just as concerned with getting them rental cars after an accident as he is with getting them the best 
carts at the local golf course. 

PROMOTIONS: O-STATE’s promotional strategy works in the top twelve 20-something cities to engage the target 
and reinforce the benefits of a relationship with State Farm. For less than $5 million, O-STATE’s promotions 
generate more than 36.8 MILLION IMPRESSIONS and expand the budget by more than $17.1 MILLION.

MEDIA: O-STATE combined traditional and nontraditional media, ensuring the message is visual and viral.  In addition 
to purchasing national media for our branding campaign, we bought regional media to support our promotional 
efforts. O-STATE’s media plan delivers more than 16.1 BILLION IMPRESSIONS with a reach of 90% and a frequency 
of 8x, all for less than $30 MILLION. 

RESULTS:  We used nontraditional media elements, 
promotions and public relations to expand the budget 
by 18 PERCENT and make more than 16.2 BILLION 
IMPRESSIONS.

O-STATE’s campaign guarantees increased visibility and 
growth in young adult policyholders.

O-STATE Advertising would like to thank State Farm 
for the opportunity to develop this campaign. We want 
to be State Farm’s “friend in the advertising business,” 
and we’re excited about moving forward in this 
relationship. 

Sincerely,

Wes Young

Account Executive, O-STATE Advertising

O-STATE ADVERTISING
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Hey guys, Matt here-
Your local State 
Farm agent. Most 
insurance can be a 
bit confusing. Good 
thing you chose State 
Farm! Agents like me 
make it simple. Take 
a look at what’s up 
with State Farm.

Drivers must be insured to drive legally in most states

Auto insurance covers damage to vehicles, property, drivers 
and passengers

State Farm offers auto insurance discounts for young drivers 
such as:

A landlord’s insurance policy only protects the building

Renter’s insurance covers everything in the renter’s house

State Farm renter’s insurance incentives for young adults 
include:

• Multiple line discounts for auto and renter’s insurance
• Home alert discounts for smoke detectors and burglar 

alarms

• Good driver
• Good student

• New vehicle safety
• Accident free

RENTER’S INSURANCE

AUTO INSURANCE

SITUATION ANALYSIS
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MEET THE COMPANY

State Farm has been providing customers  
affordable auto insurance since 1922 and 
currently holds the No. 1 spot in the industry 
in terms of customers. State Farm ranks 
31st on the Fortune 500 list of America’s top 
companies.1  The company offers a variety of 
services in addition to auto insurance, including 
renter’s, homeowner’s and life insurance.2
  

Since 1942, State Farm has been the leading 
auto insurer in the U.S. Recently, however, its 
market share has declined with the rise of 
direct insurers such as Geico and Progressive. 
These companies have aggressively targeted the 
young market.3

State Farm currently holds the top position 
in renter’s insurance as well, but the market 
is underpenetrated with approximately 57 
percent of renters having no coverage. 4

Auto and renter’s insurance are the areas with  
the most room for growth in the young adult 
market and thus are the focus of this campaign.
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STRENGTHS

WEAKNESSES

OPPORTUNITIES

THREATS

• AGENT BASED COMPANY
• HOLDS INDUSTRY TOP SPOT
• NUMEROUS DISCOUNTS
• VARIETY OF INSURANCE OPTIONS
• COMMUNITY BASED
• GOOD NEIGHBOR SLOGAN HAS BROAD 

AWARENESS

• LOW BRAND AWARENESS AMONG 
YOUNG PEOPLE

• SEEN AS “OLD PEOPLE’S INSURANCE”
• GOOD NEIGHBOR SLOGAN MIGHT BE 

OUTDATED

• AGENT/CLIENT RELATIONSHIP
• YOUNGER AUDIENCE APPEAL
• RENTER’S INSURANCE
• AUTO AND RENTER’S COMBO DEALS

• COMPETITION MORE VISIBLE
• YOUNGER “INTERNET GENERATION”
• LOWER RATES FROM OTHER COMPANIES

Known for its slogan, “Like a good neighbor, State Farm is there,” State 
Farm strives to establish a welcoming and supportive relationship 
with every customer. State Farm offers confidence and security 
through their policies and their agents. The personal connection with 
a State Farm agent is the cornerstone of State Farm’s Good Neighbor 
service.5

State Farm has more than 16,000 offices in which
17,000 agents conduct business and provide 

easy call, click, mail and walk-in access
to 81 million customers every day.

O-STATE ADVERTISING
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Allstate is the next company on the insurance ladder in terms of market share.  
It has an 11.3 percent share, and ranks 81st on the Fortune 500 list of America’s 
top companies and ranks second highest in advertising visibility according to 
O-STATE’s primary research. 6 Allstate is one of the few companies, other than 
State Farm, that also follows an agent-based business strategy and offers many 
of the same services as State Farm. 7

Geico is State Farm’s most visible competitor.  According to O-STATE’s survey 
results, it has the highest advertising visibility in the market, with more than 40 
percent of those surveyed ranking Geico ads as the most memorable. Geico 
follows the direct insurer model and is more accessible on the Internet than 
State Farm.8

Progressive is the third top competitor and is ranked No. 3 in visibility, 
according to O-STATE’s survey results. It also follows the direct insurer model 
of business, making them very accessible to the target age group. Not only 
Progressive, but also Allstate and Geico, have a prominent presence on social 
media sites such as Facebook and Twitter.9

COMPETITION

Bet you know my 
competition. Maybe 
you’ve seen them 
around? In case you 
need a refresher, let 
me fill you in.

GEICO

ALLSTATE

SITUATION ANALYSIS
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PROGRESSIVE
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ADVERTISING HISTORY
State Farm currently advertises in home and family magazines that target 
an older, more mature and financially stable audience.   State Farm launched 
one campaign, “Now What,” that was directly aimed at younger adults. “Now 
What” raised awareness about State Farm and increased policy numbers 
in auto and renter’s insurance among 18-25-year-olds.10 This campaign also 
began to change the “old people’s insurance” image of State Farm.

Although State Farm’s marketing techniques frequently attract new 
customers, they have failed to build a bridge between the iconic “Good 
Neighbor” policy and the growing market of young adults 18-25.  These 
individuals are just beginning an independent life and are State Farm’s key 
to growing their business. The young market enjoys humor and the newest 
trends. They want to be part of what’s cool and happening, but also want to 
know they have someone who cares about them in the chaotic impersonal 
communications that make up today’s business environment. 

State Farm has experienced difficulty conveying the serious message 
of insurance coverage to a young, carefree audience.  Young adults are 
important to State Farm because they will continue to rely on State Farm as 
they move through the different phases of their lives.   

O-STATE ADVERTISING

STATE FARM 5
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RESEARCH GOALS

RESEARCH

SECONDARY
Become familiar with the  
insurance industry

Take a closer look at the target 
audience

Provide a background for 
primary research

PRIMARY
Further segment the target 
audience

Determine the attitudes 
and behaviors of the target 
audience regarding 

•	 Car and renter’s insurance

•	 Advertising

•	 Media habits

FOCUS GROUPS
O-STATE conducted three focus groups, each 
lasting about an hour and having between 7 and 
12 participants age 18-25. The focus groups were 
videotaped to allow O-STATE to review the 
participants’ responses. Questions ranged from 
lifestyles and media usage to insurance knowledge 
and perceptions of State Farm, its competitors, and 
insurance advertisements. Each participant completed a 
demographic profile sheet. 

SURVEYS
O-STATE designed a survey from the information 
gathered from the focus groups. Questions were about 
demographics, media use, media trustworthiness, 
insurance knowledge, and specific insurance companies. 
More than 1,000 surveys were completed and analyzed.

AGENT INTERVIEWS
O-STATE met with two State Farm agents in Stillwater, 
Okla.  The team asked them questions about internal 
communications, current advertising and how they 
communicate with the 18-25 market.

STATISTICALLY SIGNIFICANT FINDINGS:
• Men pay an average of 50% of their living expenses, 

while women pay an average of 25% of their living 
expenses.

• Men are more comfortable than women when 
talking to an agent.

• Men are more knowledgeable than women about 
insurance.

• Men watch more TV than women.

• Men and women spend on average 2-3 hours per 
day online.

• People 23 and older are more likely to be 
independent.

• Regardless of age, gender and ethnicity, all 
respondents are apprehensive about buying 
insurance online.

• Young adults spend 2-3 hours per day online, 
regardless of ethnicity. 

• Hispanics are more likely than Caucasians to be 
financially independent.

• Hispanics parallel Caucasians in media habits.

• Every demographic segment ranked Facebook as 
their primary social media Web site.

O-STATE began our research by reviewing the case study, visiting State Farm’s Web site and those of its 
competitors’, reading customer reviews and articles, and looking over testimonials and blogs. O-State looked at the 
sites of the U.S. Census Bureau, Iconoculture and other syndicated research sources. From this research, we gained 
a better understanding of auto and renter’s insurance, State Farm and its competitors, and the target audience.  

O-STATE ADVERTISING

STATE FARM6
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FOCUS GROUP FINDINGS:
Skeptical of advertising

Take opinions of parents and friends into consideration 
when making purchases

Haven’t given much thought to auto insurance

Low awareness of renter’s insurance

Unsure of themselves when buying auto insurance

Prefer to buy from an agent rather than online

Price is a major factor when buying insurance

Watch TV in real time; but are moving more toward time-
shifted or online viewing

Use Web sites like Yahoo! and MSN for news

SURVEY FINDINGS:
43% independent (paying 50% or more of their living 
expenses)

16% don’t know their auto insurance provider

27% insured by State Farm

42% ranked Geico as No. 1 company, based on visibility    
of advertisements

12% ranked State Farm as No. 1 company, based on 
visibility of advertisements

KEY FINDINGS FROM AGENT INTERVIEWS:11

State Farm has a higher perceived value because of        
the agents

When people get married, the wife is more likely to move 
to her husband’s insurance company

State Farm agents go to great lengths for their clients 

Agents would like to be educated on how to best use 
social media to help them grow their business

Agents would like to receive advice and materials on how 
to communicate with 18-25-year-olds

O-STATE ADVERTISING
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SECONDARY TARGET
HISPANICS 18-25

PRIMARY TARGET
INDEPENDENT MEN 22-25

SECONDARY TARGET
WOMEN 18-25

SECONDARY TARGET
MEN 18-21

According to our primary research and 
supporting secondary research, men 
in this category have more money, are 
more knowledgeable about and are more 
comfortable with buying auto insurance 
than both women 18-25 and men 18-21.

Women in this age group are part of 
our secondary target as they tend to 
mimic mens’ buying habits, ask males for 
advice before purchasing insurance and 
are likely to switch to their husbands’ 
insurance upon marriage, according to 
our research.

Young men in this age group also fall 
into our secondary target because they 
are reached by our campaign at an 
early age increasing brand awareness.  

Fifty-two percent of Hispanics are 
financially	independent;	therefore,	they	
are an important demographic that is 
recognized in our campaign. Hispanics 
are currently 18 percent of the 
population and are expected to grow 
at a yearly rate of 0.4 percent. 14

O-STATE DEFINES THE TARGET 
AUDIENCE PRIMARILY BY GENDER, 
FOCUSING ON MEN AGES 22-
25, WHO ARE FINANCIALLY 
INDEPENDENT AND SHOPPING 
FOR INSURANCE.

O-STATE ADVERTISING

STATE FARM8

TARGET AUDIENCE RATIONALE
According to the U.S. Census Bureau’s 
Statistical Abstract 2010, there are 650,000 
more men than women ages 20-24 in the 
U.S. Forty-seven percent of women are 
employed, compared to 53 percent of men. 
The median yearly income for men 20-24 
is $33,000, versus a $20,000 median for 
women.12

Hispanic men 20-24 have a median income 
of $24,000. Hispanics are the fastest 
growing minority group. By targeting them 
now, State Farm begins a path to future 
profits and continued high market share 
by building a young customer base with a 
group known for brand loyalty.  Hispanics 
watch Spanish-language TV 58 percent 
of their TV viewing time and 50 percent 
of their magazine time is spent reading 
Spanish-language magazines.13

Our secondary targets, women and 
younger men, have similar media habits 
as our primary target, making it simple 
and cost efficient to reach them with this 
campaign.
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CAMPAIGN CONSIDERATIONS
Young men are most likely to be financially 
independent and shopping for insurance. 
However, buying insurance is a complex, 
intimidating, dull process, especially for 
inexperienced young individuals.

State Farm offers something for 18-25-year-
olds its strongest competitors do not: local 
agents who can provide a face-to-face 
relationship with young consumers and 
help them overcome the confusion and 
intimidation of buying insurance. State Farm 
“is there” in times of need.

O-STATE’s campaign shows the target 
audience what the relationship with State 
Farm looks like, and connects them with their 
local State Farm agents. 

SUGGESTED MEDIA:
• Social networking sites (Facebook, Twitter, 

LinkedIn)

• Digital/interactive media (including video games)

• Out-of-home (transit, billboards)

• Non-traditional and guerilla (sidewalk/street art, 
vending machine stickers, restroom walls, window 
clings, lunch trays – any surface where an ad can be 
placed)

• College newspapers

• Magazines (national, regional, Spanish-language)

• TV (cable, network, Spanish-language and online)

MEDIA CONSIDERATIONS
Media choices reflect the continued growth 
of the Internet and the use of social media. 
Research shows the Web is where young 
people spend much of their media time. 
Twenty-somethings make good use of 
technology and connectivity and expect 
marketers to do the same. The media choices 
should meet the target halfway with engaging 
interactive and social media. Nontraditional 
media is used to make the campaign viral 
and generate word-of-mouth advertising. 
However, young people haven’t stopped using 
traditional media, so it is also an important 
part of our plan. 

CREATIVE CONSIDERATIONS 
To speak to an audience skeptical of advertising, 
advertisements must have a humorous 
tone that captures the quality, reliability and 
accessibility of State Farm.  Ads featuring 
younger customers resonate better with the 
target audience.  Showing how your agent can 
be your friend appeals to a young generation. 
Advertisements grab and hold the audience’s 
attention but are still informational.  They direct 
the audience to the Web site or to a State Farm 
agency near them. 

Creative is developed to target specific 
ethnicities, genders and ages, (people featured in 
ads reflect the intended target) but the message 
content is consistent with the overall campaign 
theme. 

STRATEGIC RECOMMENDATIONS

O-STATE ADVERTISING

STATE FARM 9
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CREATIVE
Most insurance ads 
just talk about their 
low rates. O-STATE 
shows that State Farm 
is more focused on the 
relationship their agents, 
like me, have with our 
clients. My clients and I 
are close. You might even 
say we have a bromance, 
and O-STATE makes sure 
everyone knows about it.

OBJECTIVES

When making major insurance decisions, young 
people need someone they can trust and feel 
comfortable with to guide them through the 
insurance decision making process. O-STATE’s 
campaign illustrates how a State Farm agent 
is there for young clients, as a friend and 
neighbor, when they are buying and later, using 
insurance. By updating and featuring the State 
Farm agent character, O-STATE’s campaign 
will help increase the number of young adult 
policyholders. 

BIG IDEA

O-STATE’s campaign sells State Farm’s agent/
client relationship by using the humorous 
concept of a “Bromance.” According to a 
report by CNN.com, bromances are a current 
trend in popular culture, and are defined as a 
non-sexual relationship between two men who 
are close friends.

CONCEPT

O-STATE’s advertising campaign focuses on the 
close, brotherly bond that an agent and client 
can have through State Farm.

JUSTIFICATION 

Young men are most likely to buy insurance. 
The idea of having a bromance with an 
insurance agent appeals to their desire to have 
a friend in the insurance business that gives 
them the confidence to choose State Farm.  

PURPOSE 

The goal of the advertising is to exemplify the 
agent and client’s fun friendship and history 
together with State Farm through all of the 
things they do together and have been through 
together. 

When the target audience thinks about insurance, it evokes feelings of fear, uneasiness and confusion.  Although 
State Farm is the No. 1 insurance provider in the U.S., it’s losing the young adult market to lower-priced, Web-
based companies that have aggressive media marketing. State Farm’s brand image is focused on the idea of a “Good 
Neighbor.” However, according to O-STATE’s primary research, the target audience’s image of a “neighbor” doesn’t 
have the same wholesome, friendly connotation that it might have among an older audience. 

O-STATE ADVERTISING
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FRIENDSHIP BRACELETS
This ad showcases the two characters’ friendship 
exemplified through friendship bracelets. This ad alludes to 
several pop culture themes that will quickly remind the men 
in the target audience of the close “bro bond” they can 
have with their agent.

PHOTO STRIP
Our magazine ad catches the target’s attention 
with the bold headline and fun photo booth 
pictures. The body copy helps to inform how State 
Farm will be a friend and help out when needed.

PHOTO STRIP (HISPANIC)
Another magazine ad targets Hispanics, 
but still maintains the agent/client 
relationship focus of O-STATE’s campaign. 
A Hispanic character is used to help the 
Hispanic segment of the target audience 
better relate to the campaign. 

PRINT

BEST BROS...

FriendInTheBusiness.com

FriendInThe
Business.com

Thatʼs what can happen with any of our 17,000 State Farm 
agents.  If your car gets manhandled and left on its rims with the 
stereo missing, weʼll help you out.  Youʼve got a friend in the in

PICTURE 
THIS:

AN INSURANCE 
COMPANY THAT 
ACTUALLY WANTS 

TO GET TO 
KNOW YOU.

Capture the Friendship
at FriendInTheBusiness.com

FriendInThe
Business.com

stolen - weʼll be there.  
Youʼve got a friend in 

UNA COMPAÑÍA 
DE SEGUROS QUE 

EN REALIDAD 
QUIERE

CONOCERTE.

Captura la Amistad
en FriendInTheBusiness.com

IMAGINA:

O-STATE ADVERTISING
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“THIS TOTALLY 
REMINDS ME OF 
THE MOVIE ‘STEP 
BROTHERS.’ I LIKE IT.”

-NATHAN BAINE (CONCEPT TESTING)
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OUTDOOR

FriendInThe
Business.com

STATE FARM RENTERʼS INSURANCE

CHEAPER THAN
A GALLON OF GAS.

PROTECT YOUR STUFF AT                
FRIENDINTHEBUSINESS.COM

GAS PUMP
This ad informs drivers about renter’s 
insurance and how cheap it is, while also 
reminding them of the State Farm brand 
promise. The message directs viewers to 
the Web site to find out more and learn 
how to protect their stuff.

DIGITAL BILLBOARD
A digital video board serves as a virtual sticky 
note, presenting a different helpful tip each 
day. Some days the tip is light-hearted and 
fun, while other days it is more serious and 
insurance-related. The anticipation of the new 
message each day is a fun way for viewers to 
break up a monotonous daily commute.

O-STATE ADVERTISING

STATE FARM12
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TELEVISION

MONTAGE
Our :30 spot lets the target audience 
take a look at the fun and eccentric 
client/agent relationship in a day-to-
day environment.  This spot shows 
highlights from different adventures 
and illustrates how the agent can be 
best bros with his client.

STICKY NOTES
A :15 spot serves as an example 
of how the State Farm agent is 
there for the client throughout 
the day and how the agent wants 
to put a smile on his client’s face. 
This ad takes a more serious 
tone at the end, leaving the 
viewers aware of how State Farm 
will be there, helping even before 
the client asks.

O-STATE ADVERTISING

STATE FARM 13

VO: We take note of what’s 
important to you.

VO: To help you make it through 
the day.

VO: And protect your valuables, at 
home...

VO: Or on the road. VO: We’re there when you really 
need it, as your good neighbor 
and friend.  

VO: State Farm, you’ve got a friend 
in the insurance business. 

Ha
ve

a 
go

od
Da

y!
-M

at
t

=)

Remember
Pay Bill!

=)

Check
Your
Fly...

Visit FriendInTheBusiness.com 
or call 1-800-StateFarm 

to find your agent today.

Dont 
worry,
Im on 

it.

Remember
Pay Bill!

=)

SFX: Upbeat music, soft 
background noise.

SFX: Continuation of music, soft 
swing creaking.

SFX: Continuation of music 
underneath.

SFX: Mike “Ahhhh man...,” 
continuation of music

SFX: Continuation of music.  VO: State Farm is there, with you 
through it all, because you’ve got a 
friend in the insurance business. 

Visit FriendInTheBusiness.com 
or call 1-800-StateFarm 

to find your agent today.

“IT’S A FUNNY COMMERCIAL AND 
IT GETS THE POINT ACROSS THAT 
YOUR AGENT IS YOUR FRIEND.”
-TIM GATELY (CONCEPT TESTING)
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GUERRILLA

BENCH
A bench and a fiberglass cast 
of Matt, the agent, is installed in 
select metropolitan areas with 
high foot-traffic. It is built on a 
hydraulic lift system that causes 
the bench to lean toward Matt 
when anyone sits down. The 
point is to encourage young 
adults to “get closer” to their 
insurance agents.
BENCH COPY:
Let one of our State Farm agents 
get to know you better. Relax, 
you’ve got a friend in the insurance 
business. FriendInTheBusiness.com
Get close to your State Farm 
neighbor. Relax, you’ve got a 
friend in the insurance business. 
FriendInTheBusiness.com
One month of State Farm renter’s 
insurance. Cheaper than a box of 
chocolates.

PEEP HOLE
This guerrilla tactic is placed in 
front of an apartment door’s 
peephole. When the apartment 
renters look through their 
peephole, they see our State 
Farm characters as if they’re 
actually at the door. The ad’s 
copy is short and to the 
point. It raises the question of 
renter’s insurance, tells how 
cheap it is, and then directs the 
renter to find out more online.  

O-STATE ADVERTISING

STATE FARM14
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DIRECT MAIL AND RESTROOM

Hey bro,  Iʼve 

Youʼve got a friend 

I wanted to give you a token of our friendship 

flaunt it if you want. Just get a feel for it and the idea 
of us, then tell me what you think. 

drop by my office at 123 Main Street

Youʼve got
a friend in the 
insurance business

Michael Bizzle
1234 Candy Ln.

Stillwater, OK 74074

hey,
bro!

your friend,
MATT

DIRECT MAIL
This mail piece is designed to specifically target legacies– children 
of current State Farm customers. Plastic wrap surrounding the 
entire mailer encloses a State Farm “Good” bracelet for the 
legacies. This ad helps remind legacies of their good neighbor 
-State Farm- and also helps secure their devotion to State Farm 
insurance. The italicized address is the address of a local State 
Farm agent. 

RESTROOM
Static clings are placed in public men’s restrooms to look like real 
sticky notes and all have a short, funny note or an insurance-related 
note printed on them. These static cling ads are placed in various 
locations in men’s restrooms in subways and airports.
A static cling of the agent placed near the door explains who wrote all 
of the notes and why. It further directs young men to the Web site to 
learn more on how to protect their ride and their stuff—highlighting 
auto and renter’s insurance. 
STICKY NOTE PHRASES:
Be	a	good	neighbor--flush
Respect your neighbor’s buffer space 
Protect	your	stuff;	Protect	your	ride	
Germs...not neighborly 
For a good time, call 1-800-STATE-FARM

O-STATE ADVERTISING
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Search Site LOG IN:

AUTO RENTERS DISCOUNTS Find an Agent

YOU’VE 
GOT A FRIEND
IN THE
INSURANCE 
BUSINESS
At State Farm, you and your stuff 
matters to our agents. They’ve got 
your back in every situation. So go 
ahead. Find a bro. 

LATEST VIDS

UPLOAD A VIDEO &   
WIN A TRIP TO VEGAS

1 2 3

Upload a video of you and your bro’s bromantic 
relationship, and tell us why you think you two 
deserve to win an all-expenses paid four-day trip to 
Las Vegas.

STATE FARM

NEWS & EVENTS

CONTESTS

ADVICE

GAMES

http://www.friendinthebusiness.com
You’ve Got a Friend In the Insurance Business - State Farm

DIGITAL MEDIA

SWEET TUNES!

FriendInTheBusiness.com

STATE FARM HOOKED ME UP WITH
THE PERFECT CAR AND RENTERS INSURANCE

TO FIT MY NEEDS. 
IʼVE GOT A FRIEND IN THE INSURANCE BUSINESS.

PANDORA
This banner ad appears in the Pandora player interface while the user is listening 
to music. It is accompanied by the following audio snippet. 
VO: (Agent, Matt) “Hey man, nice tunes. We’d hate to barge into your Pandora time 
and catch you listening to the Spice Girls. That might get awkward… As your State Farm 
neighbor, I care about you and what goes on in your life. I’d like to get to know you and 
help you spice it up without you know who…
“Check me out online and see how I keep it spicy with my awesome insurance at 
FriendInTheBusiness.com. Can’t wait to hear from you!”

YAHOO
The client character gives 
a testimonial, telling how 
great his experience has 
been with State Farm. 

WEB SITE
FriendInTheBusiness.com is fun 
and simple. Visitors can find an 
agent, check out policies and link 
to the State Farm Web site to get 
more information. It’s also where 
they’ll upload and vote on contest 
videos, find out what’s going on 
during the campaign and share 
insurance and life advice with other 
guys through community blogs.

O-STATE ADVERTISING
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TRANSIT

AIRPORT
This backlit display appears in airport terminals and subways. 
The headline, “Picture This.” serves to encourage viewers 
to take a picture with Matt, the agent, giving them bunny 
ears. Pictures taken on a camera phone can immediately 
be uploaded to social networks and shared with a viewer’s 
friends, extending the reach of this execution.

TAXI
A taxi top advertisement depicts the agent and client standing up through the 
sunroof. This execution serves as a mobile reminder of the fun agent/client 
relationship and encourage top-of-mind awareness of the State Farm brand.

LOOSEN UP!
YOUʼVE GOT A FRIEND

IN THE INSURANCE BUSINESS

PICTURE THIS.

CAPTURE THE
MOMENT AND

YOUR STATE FARM
FRIENDSHIP AT

FRIENDINTHEBUSINESS.COM
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PROMOTIONS
I Wasn’t sure how 
to connect with my 
younger clients. So, 
I asked O-STATE 
for help. Not only did 
O-State teach me some 
things about the target, 
they taught the target 
some things about me 
and the benefits of 
having insurance with 
State Farm.

GOAL
Persuade men 22-25 a relationship with State 
Farm is the best choice when purchasing auto 
and renter’s insurance.

O-STATE focuses promotional activities in 
the top twelve 20-something cities, chosen by 
geographic location, top metro ranking, and 
population of 20-year-olds.15(1)(2) Zoning in 
on these cities reaches a large percentage of 
our target market. We also focus on internal 
communications, updating State Farm’s agents 
on what is relevant to our target audience.

OBJECTIVES
• Use promotional events and contests to 

engage the target audience
• Reinforce the “bromance” concept through 

promotional events and programs
• Involve and engage young adults 18-25 with 

the State Farm brand
• Increase interaction between young adults 

and State Farm agents
• Educate State Farm agents on social 

media so they are better equipped to 
communicate with younger customers

!"!#$%&'"()"*)+,-."/0&1'(2.

Austin, Texas

Charlotte, North Carolina

San Francisco, California

Raleigh/Durham, North Carolina

New York City, New York

Los Angeles, California

196,999

Denver, Colorado

Dallas, Texas

Chicago, Illinois

Washington, D.C.

Seattle, Washington

Houston, Texas

125,694

158,559

135,484

2,718,205

1,119,526

493,282

131,716

294,397

861,640

144,366

118,367
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BE THEIR AGENT, BE THEIR FRIEND
Be Their Agent, Be Their Friend is a workshop 
for agents strategically designed to bridge the 
gap between the agent and 22-25-year-olds by 
educating agents on how to be “a friend in the 
insurance business.”  

Understanding social media tools is 
imperative for the agents to better connect 
with the 18-25-year-old market.  Agents 
need to have an online presence. They also 
need to be comfortable and efficient in 
communicating with young adults. Research 
shows young adults are online and using social 
media actively, so State Farm agents need to 
use this trend. Social media connects people 
and creates dialog, which can be strategically 
leveraged by State Farm. 

O-STATE Advertising is attending the State 
Farm Insurance Annual National Convention 
in Las Vegas and presenting a seminar on 
social media and other online tactics.

The spokespeople for Be Their Agent, Be Their 
Friend are professors Bobbi Kay Lewis and Bill 
Handy, who are both experts in social media 
and interact with young people on a daily 
basis.

The State Farm national convention has 
three sessions: Sept. 25, Sept. 28 and Oct. 
2, 2010. Every agent in the United States is 
required to attend this convention. They will 
leave the State Farm national convention 
with an information packet, including fliers 
on nontraditional tactics for reaching the 
target, tips for using social media sites, and 
promotional materials to be distributed in 
their community.

The seminar consists of a three-hour 
workshop	hitting	on	the	benefits,	
opportunities and strategies available to 
State Farm agents through social media. 

BROAD TOPICS INCLUDE:

• Integration of social media into existing 
marketing strategies

• Capitalizing on the uses of blogging, micro-
blogging, Live Streaming, Flickr,  YouTube, 
Twitter and Facebook 

• Monitoring of social media to see what is 
being said about State Farm and the agents 

• Learning how to join the social media 
conversation with your customers and 
prospects

• Using analytics to see who is linking to the 
company Web site or promotional site

• Learning about the collaborative efforts, 
expense reductions, and client and customer 
contact and engagements, and the benefits of 
social media

INTERNAL COMMUNICATIONS

COST: $333,230
REACH:  All 17,000+ agents
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ROLLING DISASTER
Renter’s insurance offers great 
potential growth for State Farm. 
Everyone is required to have auto 
insurance; however, renter’s insurance 
is often overlooked, no matter how 
necessary it may be to renters. The 
average person has over $20,000 
worth of belongings that are probably 
not covered by a landlord’s policy.16 

To increase renter’s policies, 
O-STATE developed the Rolling 
Disaster Tour where Mobile 
Showcase vehicles travel around 
the U.S. and interactively show 
people the effects of a potential 
disaster. By concentrating on the top 
20-something metro areas, the Rolling 
Disaster Tour reaches young renters.

A Mobile Showcase is a glass 
enclosed, reinforced 20-foot box 
truck with a backlit/angled ad 
display rooftop and side panels. 
O-STATE customized the interior 
to portray the three most common 
disasters that are covered by renter’s 
insurance: burglary, fire and flood.

EXTERNAL COMMUNICATIONS

O-STATE ADVERTISING
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The Rolling Disaster trucks are 
stationed at major sporting 
events and concerts in our twelve 
20-something cities.  The Rolling 
Disaster vehicles are parked outside 
of soccer games in order to better 
reach the Hispanic audience. This 
promotion also generates publicity 
and is an opportunity to hand out 
items with State Farm logos.

Each Rolling Disaster vehicle is a 
walk-through “scene” that gives 
the audience a real sense of what 
happens when disaster strikes. 
Included in each truck are step-by-
step instructions on using renter’s 
insurance and statistics for that 
particular scenario in that area. 

Street teams accompany the 
Rolling Disaster Tour, handing out 
promotional items at each major 
stop. These include golf balls, key 
chains, koozies and frisbees. Street 
teams will also be responsible for 
tagging cars with “I hooked up with 
State Farm” magnets, and applying 
peep hole ads throughout the 
general area. 

O-STATE will use opinion leaders in social 
media to ensure not only that the word 
gets out about Rolling Disaster, but also to 
increase the chances of pictures, tweets, 
blogs, etc. about the truck tour are posted 
and followed. 

The furniture used in the Rolling Disaster 
vehicles will be donated to families 
in need at the end of the campaign 
generating publicity for the tour.
COST: $525,000
IMPRESSIONS: 6,480,000

The above image is an example of a mobile showcase vehicle in transit.

The image below shows the two rooms of the fire disaster truck.  The first room shows the destruction a fire can 
cause. Then participants are led into a restored room where renter’s insurance has replaced the damaged items.
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DESIGNATED NEIGHBOR
O-STATE developed a plan to keep drivers safe, 
called Designated Neighbor. O-STATE placed 36 
cars “wrapped” with State Farm’s logo in the 
top twelve 20-something cities. The Designated 
Neighbor “safe ride” cars will be available on 
weekends for young adults to enjoy a night 
out on the town without being tempted to 
drink and drive and without the cost of a taxi. 
Research shows that young people between 
the ages of 18 to 24 are more likely to be 
involved in an alcohol related crash than any 
other age group. Providing hired drivers, a fun 
and entertaining atmosphere and a FREE safe 
ride, young people experience firsthand that 
State Farm is their friend. Information about 
Designated Neighbor will be leaked to local 
opinion leaders in each city via social media 
spreading the word quickly that State Farm is 
providing a FREE and safe alternative to driving 
while drinking.  Young adults can arrange for a 
safe ride by visiting FriendintheBusiness.com or 
by calling 1-800-2BESAFE.

In addition to the 36 wrapped cars, Designated 
Neighbor is partnered with 1-800-Taxi year 
round, which provides a discount to State Farm 
clients with proof of insurance. Designated 
Neighbor launches on May 1, 2010 and will run 
on weekends, until May 31. On National Good 
Neighbor Day, September 26, 2010, twenty-four 
cars will be donated to families in need.  The 
remaining nine cars return to follow the Rolling 
Disaster Tour on weekends and will also be 
donated at the end of the campaign.

COST: $857,676
IMPRESSIONS: 972,000
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“HEY NEIGHBOR, HEY FRIEND” 
State Farm is giving away vacation packages for 
the most interesting “best buddies” video. 18-25 
year olds are encouraged to upload a video about 
their friendship with a pal to the State Farm 
Web site. Through social media the participants 
encourage their friends to visit the site and vote 
for their video. State Farm agents use social 
media, as learned at the Be Their Agent, Be Their 
Friend seminar, to encourage their clients to 
upload video entries to the campaign Web site. 

Hey Neighbor, Hey Friend video contest offers 
insight into the target’s lifestyle, increases their 
active attention to the Web site, and improves 
interaction with their State Farm agent.

The contest kicks off March 10, 2011 and the 
winner is picked May 10.  We expect 500,000 
impressions with news releases alone.

Social media analytics are used to determine 
opinion leaders in each top city.  Those young 
adults in our target audience with an established 
following on their blogs and social networking 
sites, who lead the social media conversation 
in their respective cities setting trends and 
establishing the local hot spots, will be leaked 
information about State Farm’s promotions and 
opportunities.  As an incentive to help spread the 
word, the opinion leaders in each city will receive 
two pairs of tickets for two sporting events in 
their areas, as well as a State Farm logoed Flip 
Cam. Their active voices and large following 
generate added publicity and inspire other young 
adults to enter the “best buddies” video contest, 
take a Designated Neighbor safe ride and visit the 
Rolling Disaster.

• Duration should be no longer than 2 minutes
• Must portray what is unique about your friendship
• Must include the phrase “Hey Neighbor”
• Videos appropriately including the State Farm brand 

receive featured placement on the Web site

GRAND PRIZE WINNER
• Four night stay at Caesar’s Palace
• Four day Cadillac Escalade limousine access
• Tickets to Cirque du Soleil
• Two twilight golf rounds at PGA Chase golf course
• $5,000 gambling money

TOP 5 RUNNER-UP PRIZE WINNERS
• Four night stay Caesar’s  Palace
• $1000 gambling money

VIDEO REQUIREMENTS

PRIZE PACKAGES

COST: $18,288
IMPRESSIONS: 500,000
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PROMOTIONAL ITEMS PUBLICITY TACTICS
Promotional items are handed 
out at truck events, in Designated 
Neighbor vehicles and other State 
Farm sponsored events.  The chosen 
items are seasonal and distributed 
accordingly.
These items include:
• Golf Balls
• Frisbees
• Koozies
• Key Chains
• Reusable Bags
• Pens
• Sticky Notes
• Mini Ice Scrapers
• Magnets
• Wrist Bands
• T-shirts

COST: $2,740,000

PROMOTIONS TOTAL: $4,474,194
ADVERTISING EQUIVALENCY: $7,144,561

TOTAL IMPRESSIONS: 36,835,386

Using Facebook fan pages and tweets on Twitter, the 
target can be up-to-date on the Rolling Disaster Tour, 
Designated Neighbor, Hey Neighbor, Hey Friend contest 
information, etc. Opinion leaders are contacted in 
20-something cities to leak information about upcoming 
promotions.

Seven releases are sent to four newspapers in each of the 
twelve 20-something cities. Reporters are pitched story 
ideas via Twitter and given a link to an online social media 
release.

IMPRESSIONS:10, 684,174

ADVERTISING EQUIVALENCY: $1,384, 561

Eight releases are provided to network affiliates in each of 
the twelve 20-something cities plus national networks.

IMPRESSIONS: 18,199,212

ADVERTISING EQUIVALENCY: $5,760, 000

VIDEO NEWS RELEASES

MEDIA RELEASES

FACEBOOK AND TWITTER

O-STATE ADVERTISING
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PROMOTIONAL FLOWCHART DATES PROMOTIONAL EVENTS COINCIDE WITH SPORTING EVENTS IN THE 20-SOMETHING CITIES

May June July Aug. Sept. Oct. Nov. Dec. Jan. Feb. March April
San Francisco

Denver

Seattle

Los Angeles

Chicago

Dallas

Houston

Austin

Washington, D.C.

New York City

Charlotte

Raleigh-Durham

Major League 
Soccer

National Football 
League

National Basketball 
Association

Major League 
Baseball

National Hockey 
League

Designated 
Neighbors Rolling Disaster

Total Cost: $4,474,194
Total Impressions: 36,835,386

flowchart copy(3).indd   1 3/26/10   9:36 AM
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MEDIA

My friends at O-STATE 
use national media 
along with a variety 
of regional media to 
increase State Farm’s 
visibility in the target 
market and get the word 
out about agents like 
myself. 

GOAL
Expose men 22-25 to the message that State 
Farm is a “friend in the insurance business.”

O-STATE bought national media to raise 
general awareness about State Farm. We 
also bought regional media to support our 
promotional events in the twelve 20-something 
cities. Traditional media gives us a high reach, 
while nontraditional media generate word-of-
mouth and give added value to the media plan.

Advertisements are directed to the primary 
target audience — men 22-25. National media 
run year-round in a flighting pattern. Regional 
media are used to support promotional events 
in twelve 20-something cities. This reaches 90% 
of the target audience with the frequency of 8x. 

• Television- Network, cable
• Print- ESPN, Maxim, Men’s Health
• Digital- Pandora, ESPN.com, yahoo.com, mapquest.com, 

weather.com
• Out-of-home- Traditional billboards, ecoposters, 

bench advertising, bus advertising, taxi tops, subway 
domination, gas pump advertising, airport

• Non-traditional- public restrooms, screenvision, 
peephole advertising, direct mail

• $40 million budget
• Men 22-25
• National media year-round in a flighting pattern
• Regional media supporting promotional events in the 

twelve 20-something cities
• Reach 90% with a frequency of 8x

STRATEGIES

OBJECTIVES

O-STATE ADVERTISING
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PRINT
ESPN Magazine
Twenty-nine percent of total readers of 
ESPN Magazine are in our target audience.18 
O-STATE bought full page, four-color ads 
in ESPN Magazine. Advertisements are in 
six of the issues available from May 2010 to 
May 2011. These issues contain material that 
previews big sporting events throughout the 
year. 

Maxim
Twenty-five percent of Maxim’s readers are in 
our target audience and it is one of the top 
magazines read by our audience.19  We bought 
full page, four-color ads in six monthly issues 
of Maxim. These advertisements will run in 
every other monthly issue throughout the 
year. 

Men’s Health
Men’s Health has an audience of almost 12 
million readers and 82 percent are men. 
Thirty-nine percent of the readers are age 
18-34 and 27 percent have considerable 
interest in advertising.20 We bought six full-
page, four-color ads in Men’s Health magazine. 
Advertisements will run every other month.

DIGITAL
Pandora
Pandora is the “future of radio in a connected 
world.” It is an online radio Web site that 
delivers personalized radio anytime, anywhere. 
It is one of the most innovative music services 
and reaches over 43 million registered users.21 
Our target audience makes up more than half 
of the user population. Advertisements on 
Pandora are a combination of audio/companion 
display ads, banner display ads and mobile ads.

Espn.com
ESPN’s target audience is parallel to the 
audience State Farm is targeting.22We are using 
banner ads on ESPN.com to reach them. 

Yahoo.com
According to MRI+, Yahoo.com is the second 
most visited site on the Internet. Males 18-24 
make up the majority of the population of the 
visitors to this site. Banner ads are used to 
appeal to the target.

MapQuest.com
MapQuest.com is one of the most visited Web 
sites by both men and women. We bought 
regional media banner advertisements in six of 
the twelve cities that we are targeting.

Weather.com
Advertising on Weather.com is regional and 
banner advertisements will run for a total of 
six months, advertising every other month.

TELEVISION
Network
We bought spots during Prime Time and 
Late Fringe television on ABC, NBC, and 
FOX to efficiently reach our target audience. 
Advertising during these time slots is 
necessary to reach the target audience 
during the most watched shows on network 
television. Ads consist of 30-second spots and 
run in an every-other-month flighting pattern 
throughout the year. 

Cable
O-STATE placed spots on cable television 
as well. This includes USA, TBS and ESPN 
because they show some of the programs 
most watched by our target market. To target 
our Hispanic audience, we are also advertising 
on Univision. The advertisements consist of 
30-second spots and run in the months not 
selected for network television. Therefore 
State Farm has a presence on television 
throughout the entire year. 

O-STATE ADVERTISING
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O-STATE bought a variety of out-of-home and nontraditional media in the top twelve 20-something 
cities, increasing State Farm’s advertising visibility in the target market.  Advertisements run at the 
same time and in the same cities as promotional events.

MEDIA CONTINUED
OUT OF HOME
Billboard
O-STATE purchased space on traditional 
billboards on the busiest highways within the 
top twelve 20-something cities. Each city has a 
billboard promoting our campaign’s promotional 
events. These billboards run for a month during 
the sponsored events.

Eco-posters will run in nine of the 12 cities to 
help raise awareness. In each city we bought a 
50 showing and they are placed on the busiest 
highways in these top metro areas.

Bench
Bench advertising is placed in the downtown 
areas of the 20-something cities for a month 
to support the Rolling Disaster Tour. There are 
15 benches with State Farm advertisements 
throughout each city.

Transportation
In each city, there are 50 buses that display king 
size advertisements on their sides and 75 taxis 
with advertisements displayed on the top. These 
begin to run during the first month of the 
promotional events in each city.

Airport
Clear Channel airport advertising is used in 
the most heavily visited airports and delivers 
over one billion targeted advertising exposures 
annually. We advertise during peak travel times 
in the top 12 metro airports.

Gas Pump
Gas pump advertising is another out-of-home 
option that reaches the target audience. During 
one month, there are 50 advertisements on the 
tops of gas pumps in nine out of the 12 cities. 
NYC, Chicago and D.C. are excluded from this 
medium because of the large population of 
people in those cities that don’t own cars.

Subway
In New York City, Chicago and Washington D.C. 
O-STATE bought space in the subway stations 
for a four-week period. This includes a variety of 
advertisements that give State Farm a presence 
among the young audience, who frequently 
travel on the subway.  With Station Domination, 
O-STATE gets creative freedom to advertise on 
any object in the station.
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NON-TRADITIONAL
NONTRADITIONAL
Restroom
We use creative urinal advertising to 
promote State Farm within the top sports 
arenas in the U.S. during the times of the 
largest sporting events held at these venues.

Screenvision
Consumers give Screenvision’s Digital 
Preshow high marks, achieving 94% 
receptivity levels, with even higher praise 
from young adults. We are advertising 
nationally on Screenvision’s Digital Preshow, 
sponsoring show segments, music and trivia, 
from May to July 2010, during the busiest 
movie times of the year.

Peephole
To generate word-of-mouth, we are using 
the nontraditional tactic of peephole 
advertisements. These unique ads are placed 
in the largest, most populated apartment 
complexes in the twelve 20-something cities 
at the same time our promotional events 
are taking place. These ads generate a large 
amount of free publicity because of their 
uniqueness.

Direct Mail
1.2 million direct mail pieces are sent to the 
legacy customers in May at the launch of the 
campaign.
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MEDIA BUDGET BREAKDOWN

Television

Digital

Regional

Magazine

Non-traditional

Total

49.7%

15.6%

10.3%

11.8%

12.6%

100%

$14,902,880

$4,650,600

$3,098,058

$3,552,589

$3,793,950

$29,998,077
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May June July Aug. Sept. Oct. Nov. Dec. Jan. Feb. March April Cost
San Francisco

Seattle

Los Angeles

Denver

Austin

Houston

Dallas

Chicago

New York City

Washington, D.C.

Raleigh-Durham

Charlotte

Eco-PostersOutdoor Boards Transit Restrooms Bench Gas Pump

$117,000
$53,484
$12,800
$16,200
$7,500

$117,000
$53,484
$12,800
$16,200
$7,500

$61,425

$117,000
$53,484
$12,800
$16,200
$7,500

$117,000
$53,484
$12,800
$16,200
$7,500

$61,425

$117,000
$53,484
$12,800
$16,200
$7,500

$61,425

$117,00
$53,484
$12,800
$16,200
$7,500

$61,425

$117,000
$53,484
$12,800
$16,200
$7,500

$61,425

$117,000
$53,484
$12,800
$16,200
$7,500

$61,425

$117,000
$53,484
$12,800
$16,200
$7,500

$61,425

$117,000
$53,484
$12,800
$16,200
$7,500

$61,425

$117,000
$53,484
$12,800
$16,200
$7,500

$61,425

$117,000
$53,484
$12,800
$16,200
$7,500

$61,425

Regional 
Media Total $3,098,058

Total 
Impressions 1,805,898,256

REGIONAL MEDIA

REGIONAL MEDIA FLOWCHART
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NATIONAL MEDIA FLOWCHART
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NATIONAL MEDIA May-10 Jun-10 Jul-10 Aug-10 Sep-10 Oct-10 Nov-10 Dec-10 Jan-11 Feb-11 Mar-11 Apr-11
2 9 16 23 30 6 13 20 27 4 11 18 25 1 8 15 22 29 5 12 19 26 3 10 17 24 31 7 14 21 28 5 12 19 26 2 9 16 23 30 6 13 20 27 6 13 20 27 3 10 17 24 COST

TV

Network:

Primetime $6,234,900

Late Fringe $3,764,280

Cable:

USA $1,094,000

TBS $1,333,260

Univision $1,071,900

ESPN $1,404,540

TOTAL: $14,902,880

Magazines

Maxim $1,431,690

ESPN $1,233,024

Men’s Health $887,875

TOTAL: $3,552,589

Nontraditional

Screenvision $1,800,000

Peephole $662,400

Direct Mail $1,331,550

TOTAL: $3,793,950

Digital:

MapQuest.com $617,400

Weather.com $705,600

ESPN.com $984,000

Pandora.com $1,344,000

Yahoo.com $999,600

TOTAL: $4,650,600

NATIONAL MEDIA TOTAL: $26,900,019
REGIONAL MEDIA TOTAL: $3,098,058
COMBINED MEDIA TOTAL: $29,998,077

TOTAL  NATIONAL IMPRESSIONS: 14,364,366,942
TOTAL MEDIA IMPRESSIONS: 16,170,265,198
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RESULTS
RESULTS
In the first year, O-STATE’s campaign increases 
State Farm’s brand visibility within the target 
market from 12.2 percent to 40 percent. It also 
adds 1 million new policyholders ages 18-25. 

Beyond the first year, our campaign offers 
opportunity for future growth by giving agents 
the tools necessary to maintain relationships 
and attract new, young clients.  The campaign 
message reinforces State Farm’s brand promise 
to “be there,” guaranteeing that as young 
policyholders mature, they’ll remain loyal to 
State Farm.

O-STATE ADVERTISING

STATE FARM32

CREATIVE
O-STATE’s slogan “you’ve got a friend in the 
insurance business” updates State Farm’s “like 
a good neighbor” promise and delivers it to 
a younger market.  The memorable creative 
executions reference pop culture and use 
“bromance” to highlight State Farm’s greatest 
benefit – the local State Farm agent. 

PROMOTIONS
O-STATE’s promotional efforts engage 
consumers in the top twelve 20-something 
cities, connecting those 20somethings with the 
State Farm brand. We also train agents in social 
media and give them the tools they need to 
have great insurance relationships with new 
20something clients. O-STATE’s promotions 
deliver more than 36 million impressions and 
give the campaign more than $17 million in 
added value. 

MEDIA
O-STATE took a $40 million budget and 
bought traditional and nontraditional media, 
both nationally and regionally. Our media plan 
reaches 90% of 22-25-year-old males with a 
frequency of 8x. The total impressions are 
more than 16.2 billion.

Hey O-STATE! Thanks 
for all your help! It’s 
great to know State Farm 
and I have “a friend in the 
advertising business!”

BUDGET
Promotions:   $4,474,194
Media:    $29,998,077
Production/Contingency:         $4,500,000
Total:      $38,972,271

IMPRESSIONS
Promotions/PR:                           36,835,386
Regional Media:                1,805,898,256
National Media:               14,364,366,942

Total:         16,207,100,584
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1. CNN’S FORTUNE 500 LIST OF AMERICA’S TOP COMPANIES

2. NSAC STATE FARM CASE STUDY

3. NSAC STATE FARM CASE STUDY

4. NSAC STATE FARM CASE STUDY

5. NSAC STATE FARM CASE STUDY

6. O-STATE SURVEY RESULTS

7. ALLSTATE.COM

8. GEICO.COM

9. PROGRESSIVE.COM

10. NSAC STATE FARM CASE STUDY

11. STATE FARM AGENTS - SCOTT LEMING & LARRY GOSNEY

12. U.S. CENSUS BUREAU’S STATISTICAL ABSTRACT 2010

13. ASSOCIATION OF HISPANIC ADVERTISERS

14. NEWS.DISCOVERY.COM

15(1). FORBES “TOP CITIES FOR 20-SOMETHINGS” 

15(2). CENSUS BUREAU “METROPOLITIAN RANKED BY  
POPULATION”

16. STATE FARM WEB SITE

17. DUIPICTURES.COM

18. ESPN MEDIA KIT

19. MAXIM MEDIA KIT

20. MEN’S HEALTH MEDIA KIT

21. PANDORA.COM

22. ESPN.COM

PICTURES P1-P4: ISTOCK.COM IMAGES

ATTRIBUTIONS
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O-STATE 2010 AAF NSAC TEAM
ACCOUNT EXECUTIVE
Wes Young

MEDIA TEAM
Nicole Blankenship & Erin Dow

PROMOTIONS TEAM
Ally Vitali, Manager
Anna Smith
Kylie Ethridge
Libby Schwartz
Lisa Watkins

CREATIVE TEAM
Ruth Collert, Manager
Craig Gaglio
Dennis Rudasill
JaNiece Milburn
Paige See

PRODUCTION
Joanna Evans, Manager
Jessica Howe
Rachel Herzig 

EDITOR
Joanna Evans

ADVISORS
Dr. Bobbi Kay Lewis
Dr. Jami Fullerton

Professor Roy Kelsey 

SPONSORS
Allied Solutions

American Residential Group

Brothers & Co. 

Clearwater Enterprises- OSU

Competitive Solutions, Inc.

Department of Campus Life

The Dixie Dog

Farmer’s Insurance

FDDI, Inc.

GLB Enterprises

Glenn Appraisal Services

The Gooden Group, Inc.

Hornbeek, Vitali & Braun

IBM Corporation

Irelish.org

Mason & Moon Advertising

Monkey Business

N.S.G. Production Co.

OneOK-Oklahoma Natural Gas

Pete Dailey & Associates

Rib Crib, Inc.

Sid John Associates

Smokin’ Joe’s BBQ

Staplegun Advertising

Steve Miller Photography

Trochta’s Flowers, Inc.

White Peacock Productions

Williams Consulting

CONTRIBUTORS
Bill Effron

Bill Handy

Brian Lackman

BlueStem Intergrated (Blake Hendrickson)

Cameron Ludewig

Chris Mathis

Daniel Resendez

Gamma Phi Beta-Beta Psi Chapter

Genesee Photo Systems (George & Marianne Bulard)

Hetty Fore

Iconoculture, Inc.

JaNell Milburn

Ken Graham

Larry Gosney

Matt Morgan

Matthew Thompson

Mike Bizzle

Nathan Baine

Norm Grey

OKC Advertising Club

OSU Advertising Club

OSU School of Journalism & Broadcasting

Scott Leming

Traveling Ropes

William Watkins

APPRECIATION 
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