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Client: Hyundai 

 

ASSIGNMENT 

 Develop new print concepts for Hyundai to gain back consumer loyalty after a recent, 

ineffective TV advertisement for its ix35 crossover  

 

OBJECTIVES 

 Assist Hyundai with creating a new, effective advertising campaign by focusing on its 

strengths and core values 

 Communicate the message to viewers that driving a Hyundai vehicle will provide 

moments of exhilaration and stimulate one’s mind, not develop thoughts of committing 

suicide 

 Focus on what sets the ix35 apart from other SUVs 

 

TARGET AUDIENCE 

 Eco-conscious consumers seeking a high level of innovation, great value, and standard 

features at an affordable price point 

 Consumers seeking a versatile, off-road vehicle with spacious seating 

 

PRODUCT POSITIONING 

 Hyundai is a Korean automaker that built its reputation on low-price, high-value vehicles 

but is currently seeking to expand its target market to individuals seeking a luxury car 

 As the world’s fifth largest and Korea’s largest automaker, Hyundai offers a wide variety 

of vehicles to satisfy a large target audience—including sedans, SUVs, and trucks 

 With the recent introduction of a “new global policy aimed at localization”, Hyundai has 

sharpened its focus on providing options tailored towards local customers’ tastes  

(Hyundai Motor Co., 2014) 

 Hyundai currently has seven production plants worldwide, with its largest plant in the 

South Korean city of Ulsan 

 In its “Pipe Job” television ad for its ix35 model in European markets last year, Hyundai 

attempted to attract eco-friendly consumers by promoting the SUV’s 100% water 
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emissions; however, the ad was ultimately ineffective due to the depiction of a man 

attempting to commit suicide in the vehicle 

 Considering the ix35 is an SUV and targeted towards families, it should be advertised as 

a vehicle that is fun to drive or ride in 

 

CAMPAIGN THEME & EXECUTION TECHNIQUES 

 Demonstrate the uniqueness of the ix35 by highlighting its hydrogen fuel cell that 

converts hydrogen to electricity, which takes the place of gasoline 

 Communicate the exclusivity of the hydrogen-powered crossover, which is only available 

in European markets 

 Include a family of four in the vehicle in a bright and sunny place with happy expressions 

on their face 

 Establish a visual hierarchy in which the final sequence engages the viewer to focus on 

the primary reason for driving an ix35—reducing gas emissions 

 

SUPPORTING INFORMATION & REQUIREMENTS 

 Develop concepts within the recent ix35 campaign such as inspiration, enthusiasm, and 

adventure 

 Creative requirements: 

o Associate the ix35 with a high energy, clean environment  

o Include imagery that causes one to identify with creativity and inspiration 

o Use the Hyundai logo  

o Develop a tagline that highlights the 100% water emissions 

 Other considerations: 

o Concepts must be designed in Photoshop Elements 
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 Despite numerous apologies by Hyundai officials after a controversial TV ad released last 

year, some consumers still have a negative perception of the Korean automaker. Although the ad 

for its ix35 crossover was designed by an advertising agency, Hyundai was the one taking the 

heat on social media and other news outlets for depicting a man attempting suicide inside an ix35 

vehicle (Bunkley, 2013). Soon after the backlash, Hyundai removed the commercial from 

YouTube and explained that it would not be used in any future advertising campaigns. One 

freelance copywriter in London had a “severe emotional reaction to the commercial because her 

father had killed himself in a similar manner” and wrote a letter to Hyundai saying that her dad 

never drove a Hyundai and she never would either (Bunkley, 2013).  

Hyundai has since released another advertisement for its ix35 in European markets, and 

must focus on gaining back a positive perception among consumers and as well as winning back 

loyalty of existing customers. Hyundai continues to use Innocean, an advertising agency, to 

design its ads, but should perhaps consider other agencies in the future to obtain fresh ideas. In 

fact, “loyalty to a single agency is becoming less common as marketers seek new ways of 

connecting with consumers (Belch & Belch, 2012).” Sure, Hyundai had to approve of the TV ad 

depicting a suicide attempt, but it is likely that the communication between Innocean and 

Hyundai was lacking in terms of how appropriate the ad would be.  

 The goal of the new advertising campaign will be to focus on the feature that makes the 

ix35 stand out among crossovers—its hydrogen fuel cell which produces 100% water emissions. 

Feelings of inspiration, enthusiasm, and adventure should be integrated within the print concept 

to form a different perception from the one that radiated from its TV spot last year. The target 

audience for the ix35 primarily consists of eco-conscious individuals who are attracted to new 

innovations and prefer a comfortable and versatile ride (Howard, 2013). Additionally, those in 

the market for a Hyundai vehicle typically seek high value and standard features at an affordable 

price (Hyundai Motor Co., 2014). 

 The new ix35, based on the Tucson model in the U.S., is currently only available in 

European markets for lease with retail sales beginning in 2015 (Howard, 2013). Deployment of 

the ix35 into the U.S. market is expected to occur in the first quarter of 2014, but will only be 

available for lease in the southern California area (Crawford, 2013). According to Hyundai Vice 

Chairman Kim Eok Jo, “Hyundai is leading the way into zero-emissions future” and “the ix35 

Fuel Cell is the most eco-friendly vehicle in the auto industry and proves that hydrogen fuel-cell 
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technology in daily driving is no longer a dream (Courtenay, 2013).” Honda, one of Hyundai’s 

main competitors, introduced a similar vehicle in 2008 known as the FCX Clarity, a four-door 

sedan (Courtenay, 2013). The Nissan Leaf would be one of the other main competitors to the 

ix35, although the five-door hatchback runs on electric and not hydrogen. 

 As for the creative strategy, comparing the Hyundai ix35, Honda FCX Clarity, and 

Nissan Leaf with split-screen imagery could be the most effective—especially considering the 

FCX Clarity and Leaf seem to be the only real two competitors to the ix35 in European markets 

at this point. Split-screen imagery is useful for displaying several simultaneous images to 

compare two or more items and can be designed with contrasting visual effects (Felton, 2013). 

Hydrogen fuel-celled vehicles are widely considered to have the edge over electric cars, 

however, as they do not need to be charged every 100 miles and are much more reliable in cold 

weather. The FCX Clarity does run on hydrogen like the ix35 but is not available for sale on the 

mass market either. The ix35 is expected to available for purchase in California in 2016, and will 

thus be the first mass-produced, hydrogen-powered vehicle available in the U.S. (Crawford, 

2013).  
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APPENDIX A 

 

Design #1 

 
(Patrascu, 2009) 

 

Design #2 

 
(Kupp, 2012) 
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Design #3 

 
(Kupp, 2012) 

 

 

“Pipe Dream” TV ad:  

http://adage.com/article/news/hyundai-apologizes-u-k-ad-depicts-suicide-attempt/241119 
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