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campaign summary
Every year, the world descends on Austin.  And there’s nowhere else you’d rather be. 
Unless you’re an Austinite. 
 
That’s the simple truth we leveraged to win the hearts and minds of Austinites and propel 
Verizon forward in a market that hadn’t seen significant positive brand momentum in 
decades. 
!
You see, Austin – along with most of Central Texas – is AT&T country.  Verizon is dominated 
in media spend, local sponsorships and on-the-ground presence.  So, when we were asked 
to disrupt the market that prides itself on being left-of-center, we knew an ordinary 
approach wasn’t an option. 	

 	

We decided to go big.  We honed in on SXSW - the busiest time of year – and listened to 
what the locals were saying about their world-renowned festival.  That’s when we saw the 
opportunity to bring a hug to the gun fight.   
!
Instead of trying to outshine AT&T in their role of SXSW super-sponsor, Verizon would 
sponsor the people of Austin themselves.  We would take to social media to hear their 
troubles and provide some much-needed relief during their busiest  time of the year.



Verizon Wireless is the nation’s leading wireless provider.  But they’ve been a distant competitor in Austin for decades, because 
Central Texas belongs to AT&T.  In fact, Verizon is a distant third in this anomaly of a market.   
!
!
The challenge was simple to say, but seemingly impossible to do:  
Develop a disruptive campaign in Austin to drive consideration and brand love.   
In our toughest competitor’s backyard.  
During the busiest time of year.   
With little-to-no paid media budget.

The Business Challenge



You don’t have to look too far beyond their Naked Bike Race, BYOB mini-golf or 
Chicken Shit Bingo to know that Austinites are a bunch of wonderful weirdos.  They 
are a close-knit community chock full of traditions and pride.  And while they 
welcome outsiders, there is a strong cultural undercurrent of wanting to preserve 
the rare alchemy that makes their city so special. 
!
!
When it comes to Verizon, focus groups showed that there wasn’t a product or 
service gap.  Verizon simply was not in the consideration set.  AT&T is so ingrained 
in the daily lives of Texans that it leaves very little room for other competitors. And 
price-drops or promos can’t buy an Austinite’s soul.

The consumer



Austin is the home of SXSW, one of the world’s largest festivals for interactive, film and 
music.  For 10 days each year, the world descends on Austin, and everyone wants to be 
there.  Except Austinites.   
Because along with all the amazing creative firepower comes gridlock traffic, hoards of 
tourists and never-ending lines. 
!
!
This insight was hidden in the form of a local inside joke, but it was prevalent in social 
conversation of Austinites prepping for SXSW.  A cry for help that went unanswered, 
because people assumed there was nothing that could be done.  That’s when we realized 
our size could be a benefit.  What if Verizon stepped in to help the people of Austin when 
every other brand was helping the tourists that were invading their town?

The culturaL opportunity



We sided with the locals and brought some sanity to an insane time.   
We engaged local Verizon employees and sent a cross-functional team of well over a dozen 
agency folk to listen to local SXSW conversations and deliver real-time, real-world relief to 
Austinites in need. 
!
!
So, we created a campaign.  Gave it a hashtag.  
And set out to make SXSW about Austinites.

The creative solution



WE SEEDED THE CONVERSATION  
WITH LOCAL influencerS

We began by seeding the conversation.  We went well beyond Klout scores to identify a small list of content experts and 
influencers in the Austin market.   
!
We then sent each of them a personalized Yeti cooler filled with Verizon technology, like noise-cancelling headphones, that 
would help them survive the coming storm, a message relevant to their passions and some locally crafted beef jerky for good 
measure.  



We steered clear of traditional media to support our untraditional approach, and sought out 
local partners that could help remind consumers that Verizon is a part of their community. 
!
The list ranged from local favorites like Houndstooth Coffee to indoor skydiving legend 
iFLY to Franklin Barbecue – a joint so legendary there is a Twitter handle that monitors the 
famous 3-hour line you often see out front. 
!
No matter who the partner, the goal was the same:  Provide an unforgettable, amped-up 
experience that helps Austinites feel like their city is once again theirs.

WE CREATED ICONIC  
AUSTIN EXPERIENCES



This was the heart of the whole campaign, and what made it stand out from anything 
Austinites had ever seen before.  We followed a laundry list of existing hashtags like #ATX 
and #SXSW, and we created one of our own: #ATXunite. 
!
But we did a lot more than just listen.  We answered every valid complaint or cry for help 
we heard from Austinites.  In real time.  With real-world solutions. 
!
A social media command center and a fleet of branded SUVs and bikes fought through the 
crowds to bring locals the latest technology with personalized touches based on their 
individual situations. 
!
To further drive excitement and grow the movement, we recapped several days with 
promotional video tweets created from real footage from our efforts.  All created, 
approved and posted in less than 24 hours.

WE HAND-DELIVERED  
REAL-TIME RELIEF



the people of austin responded



Source: Crimson Hexagon 
Keywords: (Verizon, SXSW, ATXunite) VS. (ATT&T, ATT, SXSW)
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AND SO DID THE MEDIA

(Omitted for Chiat entry)



VOLUME 

over 96 million 
potential Impressions

Our goal for the campaign was to exceed 22 million impressions – the 
expected reach for a traditional media campaign at the same spend level. 
!
By focusing on the people, rather than the event itself, we became the 
most relevant sponsor of the real Austin. 
!
Thanks to the reaction from the people of Austin, we not only exceeded our 
campaign goals, but also dominated the event’s official “super-sponsor.”

WE STOLE AN UNFAIR SHARE  
OF THE CONVERSATION

#ATXUnite drove 4X the conversation of competitors combined



26% 74%

Austin SOV: Pre-Program Austin SOV: During Program

03.08.2014 - 03.09.2015 03.10.2015 - 03.25.2015

WE BECAME THE MOST TALKED  
ABOUT CARRIER IN AUSTIN

67% 33%



WE CHANGED PERCEPTIONS FOR  
THE FIRST TIME IN TWO DECADES

I love this brand

This brand is making a positive  
difference in Austin, TX

This brand understands the people  
of Austin, TX

There seems to be new and exciting things  
happening for this brand

This brand cares about its customers
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Likelihood of choosing Verizon vs other carriers
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We made SOME PEOPLE RECONSIDER  
THEIR CARRIER OF CHOICE



THANK YOU, AUSTIN

At the end of the campaign, we saw an enormous lift across every brand and business metric 
we measured.   
!
But the most exciting result was that Austinites did more than accept Verizon as a part of 
their community.  They adopted the hashtag, took our mission as their own and grew it into 
something we could never have done on our own. 
!
17% of the total conversation on our hashtag was from local businesses who joined in to help 
spread the word and deliver some relief of their own.  And as the buzz grew, the community 
grew – replying to each others’ tweets and gathering at our daily events. Twitter handles 
became familiar faces, tweets became handshakes and Verizon became an undeniable 
presence in Austin. 


