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The Creative 

Given the success of the previous campaign, the creative was updated 
by same creative agency, DDB Toronto. It would continue with the 
use of sumos as they effectively reinforced the Japanese engineering. 
It was also important to show the car as research indicated that the 
visual demonstrated the car’s fluid, stylish lines. 

The Plan 

OMD handled the media buy. Based on the need to show the car, 
newspaper and TV became the key media for the re-launch. Also 
these media would be used to feature the attractive price point as well. 
Byamba, a 350-pound champion sumo wrestler would be featured in 
the newspaper. Byamba would also appear as the Sunshine boy and 
in online flash banners. Finally, Byamba was to attend Auto Shows 
across the country and this was highlighted in newspapers as well.

The Challenge 

The Subaru Forester was launched using visuals of sumo wrestlers in a water fight. While it delivered the message and market 
share rose from 4% to 11%, Subaru did some recent research which revealed a lot of people had not seen the campaign. This 
group held the misconception that Forester was an unusual boxy station wagon vehicle.

The Objective 

When non-believers were shown a picture of the current Forester with its styling, they were pleasantly surprised. The fact that it 
was Japanese-made gave them the impression of quality as well. The goal was to re-introduce Forester to those who did not know 
the brand while reinforcing the brand with those who already understood it.

Newspaper “Sunshine Boy”

Newspaper ad
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The Results 

Newspapers Canada engaged Totum research to track the impact of the newspaper buy. 

The newspaper ads focused on the fact the car was Japanese both through the use of the sumo visual and in the copy which 
highlighted “Japanese engineered”. Those that saw the ads clearly received this message. 

 
Believe Subaru Forester is Japanese engineered
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Index 

The newspapers were effective at changing people’s perceptions about the vehicle – converting from boxy to stylish.
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Believe Subaru Forester is stylish

Auto Show ad

Auto Show photo


