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 In 1984, Mike Lazaridis and Douglas Fregin 
founded an electronics and computer science 
consulting company called Research In Motion, 
or RIM. RIM later became BlackBerry. This 
innovative comapny focused on secure and easy 
to use mobile technology that allowed profes-
sionals to send and recieve e-mails while away from the workplace. In the 90s 
and early 2000s, BlackBerry phones were the most desirable and attractive 
devices on the market. In 2009, however, with the rise of Appleand Android 
technology, BlackBerry took a turn for the worse. Shares were just above $6-
the lowest it had been since the company first began. By 2013 BlackBerry was 
considered a ‘walking dead cell phone company.’ 

Why Are We Advertising?
While the company has certainly made a significant comeback since 2013, 
it still has much work to do. We are advertising to rebrand BlackBerry and 
remind consumers of its incredibly innovative devices-particularily the new 
BlackBerry Passport. Essentially, we will bring Blackberry “back from the 
dead.” The brand will come to represent the best of cutting edge technology 
in the twenty-first century once again.  Through creative and smart advertis-
ments we will make the BlackBerry logo just as popular as the Apple logo. 

About BlackBerry:

The theme of our advertising campaign for Spring 2016 is ‘Have It 
All.’ This is aimed at working mothers age 27-40 who feel like they 
have to either sacrifice their family in order to have a sucessful ca-
reer. This campaign communicates that by using BlackBerry technol-
ogy, women can be wonderful mothers as well as a powerhouses in 
the workplace. The tone of this campaign is empowering, elevating, 
and inspiring. This advertising will drive home the innovative fea-
tures of the new Blackberry Passport 
and highlight the incredible productivity 
that it allows for consumers. 

What Should The Advertising Say?
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Target Market 
Out of 80 million global consumers, 56% of customers are women. Because of 
this fact, we are specificlaly targeting working mothers ages 27-40. We believe 
this specific market will be highly sucessful and will help pave the way for other 
target markets in the future. In 2013, BlackBerry created a campain target at 
women called the ‘Keep Moving Forward.’ Becuase it was not specific about the 
phone’s features and did not directly relate it to the target market, it was not 
sucessful. The ‘Have It All’ campaign will change this. 

Who Are We Talking To?
Living in the suburbs of Richmond, VA, Addie is 
a 28-year-old mother of two. She and her hus-
band Sean together live very comfortably making 
$250,000 per year. With Sean gone every week-
day, however, Addie is left to not only manage her 
children’s school schedules but her own busy one 
as well. Addie is a realtor for the Richmond Real 
Estate Company and sometimes balancing work 
and family can be a real challenge. While she loves 
meeting clients, showing houses, and making com-
mission, she is often overwhemed and stressed by 
her many responsibilities as a mother, homemaker 
and realtor. But Addie is an innovator who is deter-
mined to succeed in her professional and personal 
life. She strives for productivity and over the years 
has perfected the skill of multitasking. While it can 
be diffcult, her job is a part of her identity. She   
refuses to give it up. When she is not selling hous-
es or making family dinners, Addie trains for half 
marathons and spends time with her girlfriends 
downtown. Addie shops at Banana Republic, the 
Gap, and Anne Taylor. She is influenced by the 
media and has a built in desire to produce a fash-
ionable image for herself.
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Print Media 
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Radio
20 Seconds:
Sounds: Keyboard typing, phones ringing, offce sounds, heeled        
shoes walking across tile.
Narrator: You are a powerhouse in the workplace. With over 3,000 
employees underneath you, you have to be organized and be on top of 
every project, every message, and every meeting. 
Sounds: Whistle blowing, parents cheering and clapping
Narrator: You are also a mom. And even though you love your work, 
your most important job is to be there for your kids.
Sounds: More Cheering. Woman saying “you did so good, honey”
Narrator: Introducing the all-new BlackBerry Passport. With organi-
zation and productivity features like BlackBerry Hub, Assistant, and 
Blend you don’t have to choose between being a good mom and a good 
boss. You can have it all. And that’s something to brag about. 

10 Seconds:
Narrator: You are a force to be reckoned with. As a business owner, 
friend, wife and mother of 4, people are amazed at your balancing act 
and wonder how you do it.
Sound: Cue Demi Lovato’s song ‘Confident.’
Narrator: Introducing the all-new BlackBerry Passport. With organi-
zation and productivity features like BlackBerry Hub, Assistant, and 
Blend you don’t have to choose one identity over the other. You can 
have it all. 



Television

This is Valerie. She is an innovator.
 A Creator. A scientific artist. 

She is the mastermind behind finding the 
cure for breast cancer for St. Jude’s hospital. 
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She goes to every soccer game She never misses a piano recital 

With the all new BlackBerry Pass-
port, she’s basically supermom.

With innovative fea-
tures like BlackBerry 
Balance, Hub, and 
Assistant you can 
be a powerhouse in 
the workplace and be 
a great mother. Go 
ahead, have it all. 
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Interactive
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Social Media
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Guerilla & Nontraditional
BlackBerry will team up with Harris Teeter and 
give free samples of blackberries to customers. 
After eating the fruit, these customers will hear 
about the productivity features of the BlackBer-
ry Passport which allow for customers to have it 
all. Our hope is that there will be many working 
mothers grocery shopping and we will be specif-
ically able to target them through this nontradi-
tional advertising method.  

BlackBerry will take over many esca-
lators of popular malls and will plaster 
nouns that describe our target market. 
Amoungst other things, our primary audi-
ence is a mother, a professional, a mentor, 
a friend, a wife, an innovator, a creator, 
an encourager, a provider, a cheerleader, 
and a hero. We felt like these words were 
uplighting and empowering. Once the 
consumer reaches the top of the escalator 
they read the theme for this campaign: 
you can have it all. It is simple and yet so 
powerful. 

Blackberry will choose several 
popular building in highly popu-
lated cities and will project their 
logo. By doing this, people are 
made more aware of the innovative 
technology that allows consumers 
to have it all. 
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Outdoor



Multicultural

12This multicultural advertisement will be targeted at 
korean working mothers. 



13This multicultural advertisement will be targeted at 
Chinese working mothers.



Giveaway
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 Direct Mail Sticker
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This interactive sticker will be directly mailed to people within 
our target market. Our hope is that the children of these working 

mothers will like to wear this sticker and it  will serve as a re-
minder to our target audience about BlackBerry technology.



Teaming Up

BlackBerry will spoonsor the Advertising Wom-
en of New York (AWNY)’s  Advertising Work-
ing Mothers of the Year event. The keynote 
speaker will be from BlackBerry. While her 
speech will be mainly about empowering women 
in the workplace, she will also inform the au-
dience why BlackBerry is the only real choice 
for working mothers. There will be banners and 
giveaways that advertise for BlackBerry

BlackBerry and AWNY
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BlackBerry and Carnival

In each Carnival Crusie Line  registration packet, there will be sunglasses from 
BlackBerry. There will also be a little blurb about how customers can not only 

have the family vacation but also be a powerhouse in the industry with the Black-
Berry Passport. 
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