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BUSINESS CASE CATEGORY: Marketing, IT 

  

NAME OF THE BUSINESS CASE: PoKRENI promjenu, jer promjena kreće od tebe 

BUSINES CASE TOPIC DESCRIPTION: 

The theme of this business case is the design and creation of digital campaigns for a package of 

insurance products for young people, supporting digital activities and POS materials to attract 

potential customers of insurance- members of the younger population (18-25g.). The younger 

generation averse to insurance (except for travel and autoobveznog) because it believes that there is 

no need for the same, not be informed of the benefits of insurance, consider the insurance boring 

and for "older" and for the most part does not even thinking about insurance. The development of 

technology and the new generation require new, fresh and creative approaches and communication, 

which will provide potential users a unique experience, to educate them, interested in security and 

pushing the GRAWE position as the preferred choice of insurers. Younger generations are 

consuming a lot of digital content, if they are not interesting enough, do not retain their attention. 

The campaign targeted the younger generations must contain different activation that will last in 

time and long term represent a certain benefit for them  



  

 

  

  

Insurance products for teens do not differ from basic insurance products. The package would 

include property insurance, accident insurance, health insurance, travel insurance, life  

 

insurance (investment GRAWE INVEST4U) and mandatory car insurance for young 

people. Each product in the package can be arranged separately, if they are more arranged  

contracts there is a possibility for certain benefits (suggest which benefits). Each product 

can be "add" some specificity or convenience directed at young people. Insurance in 

developed countries represent the standard of care about the future and unpredictable 

situations, while in Croatia, much less represented per capita (excluding compulsory motor 

insurance).  The reasons are varied and numerous, and range from worse levels of financial 

literacy through to a lower standard of living. 

  

GRAWE encourages positive change in their lives, such as health, safety, planning future 

education because they directly affect the quality of life of both individuals and society as 

a whole. In this regard, work has been done under the umbrella name of a transition (eg. 

Activation Pink October and Movember lifting time, awareness of the importance of 

prevention, sponsorship project poker blog live better, corporate volunteering, supporting 

the World Week of money, etc.). The common objective of all activities is to strengthen the 

image of GRAWE's using fundamental corporate values and attributes, positioning 

GRAWE as the insurance company, a reliable partner you can rely on when needed 

(insurance on your part) but also getting closer to the younger population by presenting their 

brand as modern and friendly with a communication message: 

  



  

 

  

  

  

 

 

We encourage positive change throughout the year and raise awareness that the strength of 

the decisions lies in every individual. We are responsible for ourselves and when we make 

the first step, a sense of pride is priceless. 

 

The challenge of strategic communication is to achieve a fresh, creative and "out of the box" 

proposal campaign by retaining the initial idea PoKRENi of a transition and more direct, but it 

needs to be seamlessly connected to the initial idea PoKRENI. Also, it is important to include the 

already existing activities, but with a customized communication and time schedule (activities can 

be completely redefined). It is necessary to take into account the user experience and journey for 

each proposed activation campaigns. Show that you can initiate a change in the growing interest of 

young people for security and increasing the intention of buying them, and that they put Grawe first 

when making decisons. 

 

ADDITIONAL INFORMATION: www.grawe.hr (web page is currently in process of 

redesign) www.pokreni.hr, www.zivjeti-bolje.hr, youtube channel GRAWE Hrvatska, 

www.huo.hr  

  
SOLUTION FORMAT: Word, PPT, tables and charts in Excel, PDF, video OR 

COMBINATION of different formats.  
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MANDATORY ITEMS OF SOLUTION: 

 - market research (qualitative, quantitative, optional)  

- proposal for communication and creative concept for the campaign digital (web, social networks, 

mobile applications…- emphasis is on interactivity and engagement and value added) - proposed 

media plan campaign and activation 

 - set KPI (decide on the method of measurement) and time frames 

 - visual identity / design campaigns and accompanying materials (POS materials, promotional 

items, etc.)  

- the mechanism of realization of benefits and the proposed benefits for insurance packages  

- the financial structure / budget  

- integration PoKRENI 

 

In addition to each creative concept, it is necessary to submit the argumentation, explanation 

of the solution (what is achieved by the promotional activity). There should be minimum 

one and maximum three solutions.  

 

 

 

 

 

 

 

 

 



  

 

  

 

SCORING CRITERIA: 

  

Criterion  Ocjena  
Contribution 

to final grade 

Total  

Wholeness of the solution – 

contains all mandatory items of the 

solution 

0-5  10 %    

Creativity and innovativity of the 

solution 
0-5  30 %  

  

Planning and sustainability 0-5  20 %  
  

Feasibility of the solution 0-5  10 %  
  

Wholeness of the presentation 0-5  15 %  
  

Quality of the solution 0-5  15 %  
  

    
TOTAL: 

  

  

  

  

  

ADDITIONAL BENEFITS:  the possibility of a training, opportunity to present yourself to the employer 

  


