INTERNATIONAL TRUCK
BRAND CAMPAIGN

What if we reminded customers that the truck we're selling was actually their idea in

the first place?

In the old-school trucking industry, marketing has been dominated for years by parity

messaging and traditional shots of chrome and steel.

To differentiate International Trucks from its competitors, Fathom relied on a research-
endorsed insight that the close connection International has to its customers is critical in

helping to optimize a customer’s business.

Andso we introduced asimple yet powerful conceptto describe the commitment International
has to its customers —a concept called “The Power of ONE.” It means working together with
customers, dealers, suppliers and stakeholders, taking their feedback and turning itinto a

marketplace advantage through products, services and solutions.

The campaign delivers a new level of sophistication on the cost of entry in this category -
showcasing the chrome —while also elevating the message beyond the typicaltruck features

and benefits to demonstrate how International drives their customer’s businesses forward.

The campaign was activated through customer, dealerand employee channels and included:
traditional print and online advertising, website, dealer kits, retail signage, direct mail and

emailtemplates, brand video, a Forbes magazine cover wrap and trade show installations.






