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o QUEBEC :
Aviva Background P

Aviva was looking for creative media ideas to promote and support its Aviva
Community Fund program and highlight the three different segments (project

submission, voting period, winners announcements) in order to maximize reach and
awareness.

Objectives:

* Build awareness and engagement — break through and impact
» Be compelling and relevant for the Quebec market

Target:

* Adults 25-54

» Active students and advocates of Free the Children / We Day
» Members of Charities / Non-for-Profits
» School Boards / Community Organizations

Period:
* September 19, 2010 to January 2011

Markets:
e Ontario, Quebec, Alberta, BC
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Aviva Business Case > i

The ldea:
« A Viral Campaign to promote the Aviva $1MM Community Fund

How it started:
* Media Suppliers were briefed individually by platform (online and broadcast)

How it unfolded:

 QMi went back to agency with total package and proposed the idea to VP Group
Account Director instead of feeding this back to individual platform buyer

The Approach:

» Leverage all platforms with a few key media suppliers to deliver the best possible
value and integration
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Aviva & QMi Sales: Partnership S

Two independent & compatible concepts were developed for French & English

* In Quebec we played to our strengths using Salut Bonjour & community/weather reporter
Anouk Meunier to fie the ACF to viewers and ‘community’ events

e Used concepts gathered from Aviva Community Fund website to develop idea of the
countdown clock which became the key element in the English component

« Countdown clock appeared on Canoe English & French websites as well as on the front cover
of QMi’s 24 hour publications across the country

« Ad campaign on-line and in select publications allowed for reach & frequency for the ACF
campaign

« Created marketing features to highlight past Aviva Community Fund winners to generate
excitement during the call to submission phase

» Highlighted 2010 fund winners through marketing features in select publications

« Provided Aviva with the best value for their marketing dollars while meeting program objectives
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QUEBEC

viva & QMi Sales: Partnership

Creative: Print & On-line Creative

Camp Triomphe
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We're donating $1,000,000. Will you donate an idea?

If you've got a great idea to create positive change but don’t know how to make it happen, the Aviva Community Fund
is here for you. We're offering $1,000,000 to help bring your most compelling ideas to life. To submit your idea and start
making a difference in your community, visit www.AvivaCommunityFund.org

) Aviva Community Fund
We are building insurance around you ‘Supporting what's important to you
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Media

Aviva & QMi Sales: Partnership

Creative: Marketing Feature Examples

MARKETING FEATURE

| MARKETING FEATURE

Aviva Community Fund
Supporting what's important to you

Joe made a difference and so can you!

Joe Dueck and AVIVA Community Fund lorem ipsum dolor sit amet, consectetur adipiscing elit viverra integra

AVIVA A
w A Million Reasons to Celebrate

Visit AvivaCommunityFund.org to learn about all 11 winning ideas!

AVIVA

Insurance
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Reveal a POSITIVE change for your community!

ositive change in your community.
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Aviva Community Fund
Supporting what's impartant to you

support what's important to you by helping you make

AVIVA

WHAT WOULD YOU DO FOR YOUR COMMUNITY?
Visit avivacommunityfund.org to learn how you can make a difference!

AVIVA

tive changes in their communities thanks to
insurance company Aviva Canada, and the
Aviva Community Fund.

One of the leading property and casualty
insurance groups in Canada since 1906, Aviva

provides home, automobile, recreational vehi-
cle, group and business insurance. it has more
han 1,700 independent broker partners across
the country.

G o ol o e )
Eed our commu-
nityis one more wayAvm and our network of
broker partners support what's important to you.”

Organizations were invited to submit origirial
and creative ideas that would have a positive
impact on their communities to the Aviva Commu-
nity Fund competition. I three rounds of voting,
Canagiians chose the 90 semi-finalists. The top 30

S pmpnsaldnesmgamer enough votes
ntinue leveraging its website
and netwcris o ollct davabors from support-
ers. Benevity Social Ventures, Inc. will generate:
charitable donation receipts and distribute funds
toyour chosen cause(s).
Tolearn more, vi
www. AvivaCommunityFund.org or
www.AvivaCanada.com.

pto 20 times aday 1o see how

had”says Veurt-
jes. Tt was great to see acom-
‘munity come together to de-
velop a strong voice and the
‘Dower tomalte things happen”
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Aviva Business Case S S e

The Results:
e In 2010, more than 2,200 ideas submitted an increase of 10% over the
previous year with more than 2 million votes

* Aviva community fund has helped raised over $1.5 million in donations
for the various charities.

A successful partnership with QMi Sales!
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