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Woohoo, I've got short-term insurance! Said no-one. Ever.

Indeed, insurance is one of the great grudge purchases. But insurer King Price wants to
change that. Founded seven years ago on the belief that there must be a better way of
doing insurance, it’s been disrupting the market ever since.

To grow brand awareness and market share, we created a campaign to highlight the
notion that King Price cares deeply, and makes sense in a world where a lot of things
don’t. The media loved it. The market loved it more: the company grew 40% last year.
Makes sense to us.
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STATEMENT OF OPPORTUNITY

Our challenge was to position the company as a credible challenger disrupting a staid South African
insurance market. We aimed to highlight King Price’s customer-centric culture of innovation,
purpose, fun and fairness — while being regarded as a serious insurer that also makes sense to the
consumer.

The opportunity was significant:

9 To build an emotional connection with the brand by giving King Price an authentic, down-
to-earth persona that demonstrated its purpose, and awareness of the issues facing South
Africans.

9 To be the friend of the consumer in an industry that’s seen as unapproachable.

investor's notebook by Stephen Cranston
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Full page Financial Mail profile story on King Price
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RESEARCH

We started by asking some questions:
I How does the brand meet the expectations of its stakeholders?
9 Does the brand’s actions meet what the brand says about itself?
9 Isthe brand building strong relationships by forging emotional bonds?
9 Does the brand add value to society in the course of achieving its business objectives?

The core of our campaign was built on an in-depth understanding of King Price’s existing and
potential clients. We leaned heavily on the results of King Price’s focus groups and client feedback,
how South Africans view the company, and what they want to hear from their insurer. This in-
depth customer understanding helped us design an effective campaign that resulted in material
shifts in brand perception.

We backed this up with desktop research that:
T Reviewed the South African insurance industry to understand the sentiment and narrative
around short-term insurance.
 Reviewed social media conversations to get an idea of what consumers think of, and expect
from short-term insurance providers.

Key insights:

South African consumers are struggling in a tough economy.

Insurance remains a grudge purchase.

South Africa is a massively uninsured market.

The local insurance industry is seen as stuffy and boring.

All insurers compete on price with few differentiators.

South African consumers have a greater affinity and loyalty for companies that are seen to
care and make a difference.
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PLANNING THE CAMPAIGN

Coming out of our research, our strategy was to position King Price as a company that not only did
things differently to its competitors, but cared deeply about its people and its clients, and the
everyday issues that confront them. A company that had a purpose beyond profits.

Our tone would be often light-hearted, always down-to-earth. We would take positions on things
that mattered, and constantly question the status quo.

And so, our ‘big idea” was born: A campaign centered first on King Price’s character, values, and
legacy. A campaign in which experiences and education trump products.
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Key messages: m
1
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At King Price, our entire company is built around our purpose of making a

difference and changing people’s lives.

We’'re here to help. Why would you pay more every month to insure something that’s
worth less every month?

Innovation is at the core of what we do. We’re constantly trying to find ways of doing things
better and differently to provide our customers with the best experience possible.

Building on our insights, we had three main objectives:

l

Raise awareness of King Price with key audiences as a maverick: fun, courageous,
affordable, and with purpose through content that is educational and delivered in a fast
way, and that aligns to social media channels

Stand out in a cluttered market through widespread media coverage, delivered by various
spokespeople through content about educational insurance points, marketing, CSl and the
King Price business.

Create an emotional connection with media and consumers by being the go-to guys for
educational content around insurance and telling great stories about the business and its
people.

Target audiences:
Primary: Consumers and consumer media.
Secondary: Business and industry, regulators.

Media channels:

Earned: Editorial content and interviews pitched at print, online and broadcast outlets.

Owned: King Price’s LinkedIn, Facebook, Twitter and Instagram channels

Shared: Social media posts by Executives: chief executive Gideon Galloway, financial director
Rhett Finch, and marketing director Natalie Bisset.

Car Insurance Day: It's never too late to celebrate

oe:

Gideon Galloway posted this

3 challenges facing the industry =
(and 3 Hhat arent) 2

3 challenges facing the industry — and 3 that aren’t

oev

BYDESIGN COMMUNICATIONS — KING PRICE — WHEN OTHERS DON’T MAKE SENSE, WE DO
CATEGOR¥ CORPORATE COMMUNICATIONS



EXECUTION

1. Communicating at the brand’s core — Build King Price’s profile with consumers:
I Wecreated and implemented a powerful content calendar to position King Price as a friend
of the consumer.
 Welanded a regular cadence of educational articles and broadcast interviews in a range of
media, covering topics like:
0 Six ways to save money on car insurance
0 How to protect your business against cyber-attacks
0 The difference between building and contents insurance, and why it matters
9 We grabbed every opportunity to insert King Price into conversations around issues of the
day, demonstrating that the company was prepared to take positions that sided with the
consumer i.e. load shedding and insurance.
9 We researched industry awards and surveys where King Price could participate and
showcase its work.
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Highlights of the broad educational consumer media content in 2019
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2. Demonstrating leadership: Raise the profile of Gideon Galloway as a visionary, maverick
business leader:

T We raised Gideon’s profile with a carefully-planned series of feature articles and interviews
that shared his values, approach, and highlighted his commitment to doing things
differently. This included several radio and TV interviews, speaking opportunities and
award entries.

I We drove a strong mini-campaign around King Price’s bid to buy Alexander Forbes’ short-
term book. Although the bid was unsuccessful, our campaign caught the attention of major
media and industry folk, and positioned the company as a serious player in the market.
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3. Finding purpose: Make the emotional connection
T We landed a series of stories around King Price’s people-centric culture and its
commitment to making a difference in people’s lives, including:
0 Ensuring disadvantaged children have stationery
0 Giving 500 Western Cape learners school shoes
0 Raising awareness around the need for access to sanitary products for South
African girls and women through the ‘On My Cycle’ campaign
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King Price's new ad aims to deliver the laughs — and the
messages

King Price’'s new ad, titled On My Cycle, is the fourth in the insurer’s ‘when others don’t
make sense, we do’' series, which aims to point out that a lot of things just don't make
sense — like paying the same every month to insure a car that's worth less every month.

King Price’s partner for marketing, Natalie Bisset, says that

viral success of their Do Something Sexy to a Tractor, Kettle
L 1 and #BRAAAAAI ads placed their creative team under
a lot of pressure to come up with the same thumb-stopping,

thigh-slapping goods

The latest ad sees a man attempting to romance a woman and

heina rehiiffed with the line 'I'm on mv cvele' The camera then nans ot tn show her sittina on an
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By King Price

King Price enables clients to boost # MakingADifference

donations

MoneyMarketing Insurance, News, Short-term Insurance

#MakingADifference is core to the King Price culture
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EVALUATION / MEASUREMENT

OAt just seven years young, we made a-

audacious offer for the Alexander Forbes sha King Price wins at The Star Readers' Choice Awards 2019
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exposure that ByDESIQ n created pOSitioned US | Insurer King Price has been named Best Car Insurance Company in The Star Readers'
Choice Awards 2019. The insurer also won the runner-up award for the same category in

a serious player an@ave our bigger, MOI@ | the Best of Pretoria Readers' Choice Awards.
established competitors a bit of a frighideon

“The company entered the highly-competitive South African
insurance market in June 2012 with a market-first client-centric

Ga”oway' founder a nd CEO’ Ki ng Price A . insurance model that sees compleneislve car premiums
/‘lce automatically decrease every month — in line with cars'
Insu rance INSURANCE depreciating values,” says Wynand Van Vuuren from King

Price. "But what clinched this award was the company's
obsession with delivering the best possible client experience.”

w»

Raise awareness of King Price with key audiences
in 2019:
1 273 pieces of coverage across print,
broadcast and online channels.
I This included 6 mainstream TV interviews

King Price delivers SA’s best customer experience, says new award
30 Apnil 2019
f |w]in|=|

nsurer King Price has been named the brand that dellvers the best
ustomer experience in South Alfrica, thanks 1o its innovative use of

1 1 1 pchng 0 ensure a smoother claims process for loyal clients. 7 . -
and 19 radio interviews. ot o T e e Wﬁm

INSURANCE

1'[ 2 1 m ed |a p rofl | | n g 0 p po rt un |t|es fo r C EO King Price was the big winner at Corinium's inaugural Customer 360

Africa 2019 Awards In Sandton last week, beating some of the country’s

G | d eo n G a I |OWay nest-known consumer brands 1o scoop the Best Customer Experience

Award by an Organisation or Team in recognition of its ongoing

ﬂ R13 354 314 In earned med|a, total reach nnovations around enhancing the client journey.

Of 64 OOO 63 8 m | | | |O n. rhe company entered the highly-competitive SA insurance market in June
2012 with a world-first customer-centric insurance model to automatically
1'[ | m p ortant | y’ KI n g P rice as a b usiness, g rew fecrease comprehensive car premiums monthly in line with the cars
depreciating values. But what clinched the award was the company's use
40% | n 20 19 of technology to Improve the customer experience, sald King Price’s Dr KNG PHice Gaia MINyUCE A

Create an emotional connection with media, influencers and consumers
In 2019, King Price won various awards acknowledging its success:
1 The Star Readers’ Choice Award - King Price

King Price named SA’s most voted as the Best Car Insurance company by The
innovative insurer Star’s readers.
D S Mt - o 14 708 - 9 King Price named as ‘South Africa’s most
s innovation insurer’ by Global Brand Magazine.
E’ 9 King Price named as the insurer that delivers
Priée',;is_king » the ‘best customer experience’ in SA.
Insurance that : 1 King Price announced as the ‘most trusted
oo S mp’w insurer in South Africa’ by the HelloPeter Trust
Index.

 CEO Gideon Galloway was a finalist in the

2019 EY Entrepreneur of the Year Award.
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King Price comes out top on
Hellopeter Trustindex

By RISKAFRICA Magazine - February @® 1601 -0

King Price has been voted one of the most trusted insurance brands in South Africa, according to
the Hellopeter Trustindex, whereby customers show which companies they believe are most

credible and offer the best possible service

King Price was immensely proud of the various consumer led awards it won in 2019.

King Price has won the hearts and minds of South Africans and also their short-term insurance
policies! Through its educational content which is fun, and with a little madness thrown in, King
Price has revolutionised insurance. In the words of the King, when others don’t make sense, King
Price does.

BYDESIGN COMMUNICATIONS — KING PRICE — WHEN OTHERS DON’T MAKE SENSE, WE DO
CATEGOR¥ CORPORATE COMMUNICATIONS



CLIENT ENDORSEMENT LETTER

Meontyn Corporate Park, Block A King Price Insurance Company Lid FSP no 43802
Crv Garsforton Road & Corobay Avenue Reg no 20000012406/06 VAT no 4710 250 724
Waterdoo! Glen X 11, Pretora, 0181 Execulive Directors: G Galloway, RJP Finch, RF Malungs
PO Box 284, Meniyn, 0083 Non-Executive Direclors: G Radiey, LJ van der Nest, PH Fawe, CL Smith
T 27 12 001 0800
Hing Pri
Twce
INSURANCE
7 February 2020

Hello to you, Prism people
The king of insurance is entering the Prism Awards

Although we’re very un-corporate, we're very flattered that ByDesign wants to enter the work
they’ve done for us into the Corporate category in the Prism Awards for 2020 - and | guess this is us

officially giving our permission.

Questions? Please feel free to call me: 083 723 9633.
Royal regards,

}P g .’_\\\J \

Cathy Nolan
Head of comms
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