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CATEGORY B04. Content or Social-First Campaigns   

CATEGORY DESCRIPTION Campaigns that met the client challenge and had a demonstrable impact on business 
results through a compelling content-led solution. The judges are looking for content 
campaigns that took the big idea beyond advertising-led solutions and formats. 
Examples might include editorial-style content, branded entertainment, informational 
content that influenced brand and business results, or social-first campaigns that 
leveraged the distinct capabilities of social platforms to drive results. Entries should 
explain what insight led to content being the best solution to the client brief. You will need 
to demonstrate how the context or platform in which the content appeared enhanced the 
relevance and impact of the content. You will need to prove how this solution drove 
material and measurable results for the brand. 
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NZers are dangerously under-insured when it comes to life insurance. 

For comparison’s sake, only 29% of Kiwis have life insurance1 compared to 71% of Singaporeans2; 
 
And it’s worsened over time.  

In the past decade the proportion of the country under-insured has soared from 59% to 71%3.  
 
Why were so many NZers unprotected? 

Research told us: 

1. ‘Peace of mind’ advertising wasn’t motivating us to act. 
 
For years, life insurance companies have relied on traditional messaging that highlights the ‘peace of mind’ 
that comes with foresight. 
 
However, when looking at triggers that motivate people to take out life insurance, advertising ranks bottom 
of the list4. 
 
So, while big competitors were funnelling millions into traditional advertising that celebrated ‘peace of 
mind’ or the ‘joy’ or ‘confidence’ of being covered, it simply wasn’t propelling people to get insured. 
 
 

2.  Our ‘she’ll be right’ mindset has created a state of critical apathy. 
 
Research5 uncovered that Kiwis’ reluctance to engage with the category, was driven by our reluctance to 
engage with death itself.  This is undoubtedly influenced by a popular NZ idiom – ‘she’ll be right’, 
something that is uttered with regular frequency in everyday Kiwi life. 
 
It persuades NZers to deal with challenging issues by avoiding them6. 
 
And nothing is more confronting than death. 
 

The challenge that we needed to overcome in life insurance: 

Turn a nation apathetic to life insurance into one  
that is actively engaged with it through Partners Life. 

 
Therefore, objectives were defined as follows:  

 
1 Financial Services Council NZ,  Gambling on Life - The Problem of Underinsurance, 2020 
2 Life nsurance Association (L A) Singapore, 2022 
3 Financial Services Council NZ, Gambling on Life - The Problem of Underinsurance, 2020 
4 Financial Services Council, Apathy to Action  Understanding consumer barriers to life insurance 
5 Agency Qualitative Research 
6 New Zealand Retirement Commission, 2019, Kiwis’ ‘she’ll be right’ attitude to insurance could backfire 
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A life insurance campaign that masqueraded as a television series, where murdered characters 
wake from the dead to share their regrets about not getting life insurance. 

We partnered with NZ’s most popular murder mystery show – The Brokenwood Mysteries to demonstrate the 
risk associated with an unexpected death, by using the murdered characters as spokespeople. 

Six episodes meant six deaths, and six perfect candidates to share why they wish they had the hindsight to 
have life insurance.  
 
So, we united… 

a media partner,  
a television production company, 
talent, 
crew, 
and Partners Life  

…to tell the most compelling life insurance story NZ had ever seen. 

1. We hijacked a murder mystery to tell our story across an entire season.  
 
Knowing NZers weren’t responding to life insurance advertising, we didn’t just want to use the dead characters 
as spokespeople in a traditional campaign. We needed their message to feel as close to the real experience of 
‘hindsight’ as possible. 
 
In every episode, someone dies. 
 
So, at the end of every episode we brought these murdered characters back from the dead for one ‘last 
performance’, using the same actors, director, crew, and sets.  
 
Every episode acted as a provocative piece of content, offering unique hindsight into the consequences of 
unexpected death reflective of the characters’ lives. 
 
For example: 

In a 90-minute episode of The Brokenwood Mysteries, an escort’s body (Janis) is found in an Egyptian 
sarcophagus by her insurance-policy hungry sons. The morgue autopsy reveals her drink was spiked with 
ketamine, by her daughter-in-law.  
 
So, at the end of the episode, before the credits, we cut back to the morgue to hear Janis’ ‘last performance’. 
 
With a touch of dark humour, Janis candidly laments the unexpected twist her life has taken, expressing a 
bittersweet 'regret' over leaving her boys behind “…what are my boys going to do about their mummy now, 
sorry lads there’s no life insurance policy.” 
 
The Partners Life logo then appears, with a prompt to ‘Plan ahead to get life right’ and then the end credits roll. 
 
2. We extended the campaign’s impact through digital and on demand. 

While the integration into the television show was central to the idea, we further amplified the campaign with 
social and digital assets (as of course, many people are second screening and talking about the show in digital 
channels).  
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We overachieved on our target. More NZers now see the value in the ‘importance of having life 
insurance’15. 

 
 

 

 
Further to that, we have also achieved a +9% point uplift in NZers actively considering getting life 
insurance after seeing the ‘Last Performance’16. 

 
 

 
15 Kantar Brand Tracking, 2022 
16 Kantar Brand Tracking, 2022 
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Objective 3:  Did we increase consideration for Partners Life as a life insurance provider? 

Measured by: An increase in brand consideration of 5% points. 

 
Result: Yes, we did. 

More NZers were ready to consider Partners Life as a life insurance provider.  Consideration for Partners Life as an 
insurance provider increased to 26% - achieving our goal18.   

 
18 Kantar Brand Tracking, 2022 








