
  
CASE STUDY 

 
Local 416 Presented by the Volvo C30 

 
The Challenge  
Volvo, maker of trusty, safe and dependable cars wanted to think outside the box.  Literally.  
While the automaker has a loyal following for its iconic, boxy vehicles, it was time to draw a 
younger, hipper more urban crowd into its fold.  Problem was, Volvo had no penetration in 
that coveted demographic.  With its first compact and sportiest carðthe C30ðset to be 
launched in Canada, Volvo needed help to raise the C30ôs profile, build buzz and make 
inroads in the 25-30 age group. Enter MAVERICK. 
 
We launched ñLocal 416,ò a month-long exhibit featuring local artists, fashion designers and 
DJs inspired by Volvoôs new C30.  Local 416 was billed as an ñinnovative space of free willò 
at a Toronto art gallery to help Volvo reach its desired younger, urban demographic.  After 
executing a hip, energetic launch party attended by more than 300 of the cityôs coolest 
people, MAVERICK sustained media interest and generated traffic to Local 416 throughout 
the 4-week campaign.  We built credibility and established Volvoôs sincerity in supporting 
local artists by outreaching to independent media and influencers within Torontoôs arts 
community.  MAVERICK worked with multiple partners and coordinated artists to achieve the 
campaignôs ñspace of free willò tone and fulfilled Volvoôs request that media coverage focus 
on the artists involved rather than the car. 
 
 

The MAVERICK Difference 
 Orchestrated and managed the Local 416 launch party, attracting 300+ influencers and 

media. 

 Crafted compelling pitches tailored to each weekôs exhibit, using artistsô work as the 
hook to entice media to visit Local 416 and cover the exhibit; 

 Started ñconversationsò  on influential blogs to establish Local 416 as a credible ñspace 
of free willò that supported local artists, drove traffic and established Volvoôs genuine 
designer to learn ñwhat you think.ò 

 Pitched broader story of the rise of experiential and pop-up marketing to business 
media, using Volvoôs evolving brand and changing target demographic as a strong 
hook, that also offered Volvo opportunities to promote its brand and vehicles apart from 
Local 416 

 Generated traffic to Local 416 by securing weekly listings in Toronto Star, thestar.com, 
toronto.com, canada.com, eyeweekly.com, nowtoronto.com, slateartguide.com, 
torontoartsonline.org, livewithculture.ca, Bravo.ca and citytv.comôs Toronto guides 
 

The Results 
1. 300+ attendance at Local 416 launch party, mainly comprised of in-target market 

guests; 
2. Secured interviews for Volvo executives in top-tier publications such as Globe & Mail 

and National Post and coverage in Toronto Star and Torontoôs most-read commuter 
paper, 24 Hours; 

3. Generated buzz and established credibility through outreach to influential blogs such as 
Fashion Television, Fashion Incubator, Toronto Street Fashion and BlogT.O.; 

4. 14,251,983 impressions in earned media (excluding sites that posted the press 
release);  

5. 12,214,464 impressions in event listings; 
6. 26,466,447 in total impressions 

  
 
 
 
 
   

 

 

 

  

 


