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DDB Best Case Studies

Your Vacation Starts at 9:30 AM!

DDB has launched its new positioning globally in 2010.
What we produce today has to be inherently social.
Content must beg a reaction and have a clear social
interface. It should connect people with people as well
as people with brands and encourage playing, partici-
pating and passing on. Content should build brand
communities. Additionally, we believe that people are
the most important media and therefore we believe in
the power of Six Degrees — that everybody is con-
nected and that every network has its hubs and con-
nectors.

After the launch, DDB’s creative teams were asked to
find a creative, fun and emotionally engaging idea to
promote our new positioning internally, using its new
values.

The winning team came up with the “Time Bank” cam-
paign. The idea was to reward people for coming in on
time to the office. We wanted to encourage a change of
behavior in a socially creative way that would be talked,
buzzed, and tweeted about from employee to em-
ployee and even to their networks outside the office.

Who says you can’t have a work-life balance
in advertising?

Our Time Bank campaign was launched on April 1 to

May 31 for a two month trial period. The idea was that
for every day employees swiped their card into the
office before 9:30 a.m., they would earn an extra hour in
their personal “time bank.” Earning eight hours (arriving
early for eight days) would earn an employee an entire
vacation day that they could use on top of their annual
leave. In addition, DDBers who arrived early for more
than 10 days in a row would also be rewarded with a
public transportation card worth RMB 100.

More vacation time for everyone

News of the Time Bank campaign spread outside of the
office and generated massive buzz.

On Chinese Twitter site Weibo, the campaign received
an overwhelming number of positive responses. There
were over 700 tweets and retweets about the campaign
during the two weeks after its launch, and DDB’s Weibo
followers increased to over 400. Netizens (even those
from competitor agencies) applauded the campaign for
being “pioneering”, “inspiring”, and a reflection of the
“right way a creative agency should manage their crea-
tive staff.”

Approximately three-quarters of the office (142 staff)
participated in the campaign, and more than one-third
(71) of staff members earned extra vacation days.
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