Toshiba

The semiconductor global chip
market is $247B. And it’s one
big dormitory for engineers.
Toshiba’s promotional initiatives
spawned an online IQ Test to
challenge the intellect of semi-
conductor design engineers—
and help deliver the brand
promise. This was a viral
campaign to engage prospects
and thread the company’s
semiconductor expertise.
Participants were led to a
product-centric microsite for
an interactive look at Toshiba’s
technology offering, and an
opportunity to win a Bluetooth
headset. At the end of the day,
conversion rates were strong.

Take the 1Q Test
Anyone can play for fun at
www.SoCworld.toshiba.com

TECHNOLOGY CASE STUDY

Reaching Semiconductor Engineers
By Challenging Their Intellect

Context

Among semiconductor purists, a custom System-
on-Chip (SoC) is a very complex device that can
take years to complete and cost in excess of
$10M before going into production. So SoC
design engineers are an elite crowd who,
according to researchers, would prefer to

dine with the likes of Stephen Hawking and
Condoleezza Rice vs. shall we say, Snoop or
Anna Nichole.

Which begged the question: “Is mediocrity really
the grail complex System-on-Chip (SoC) design
engineers aspire to?” We think not.

The Assignment

Toshiba asked Pacific Marketing Group to develop
an online IQ Test for SoC engineers. As a viral
campaign, Pacific created a fictional advocacy
group—National SoCratic Organization of SoC
Designers—to prove out the high IQ of its
brethren through a pseudo-IQ exam. This was
developed so the organization could “monitor
the intellect of their fellow designers”.

IQ Test participants were invited to apply their
SoC pedigree against The Kid — J.R. Socrateez.
Recognizable by pocket protector, cheesy taped
glasses and Bluetooth headset, J.R. never failed
to toss down a few immutable rules and painful
barbs if players were too slow with the answers.

Eighteen true/false questions segmented into
six categories provided participants with an
opportunity to win prizes, including a Bluetooth
headset. Strengths of Toshiba’s technological
expertise were woven into answers. A point
structure defined winners. Each, upon completion
of testing, were automatically identified as a
SoC Master, SoC Honoree or SoC Wannabe and
awarded a premium or consolation prize.

Organization: Toshiba
Semiconductor Revenue: $9.3B
Global Market Share: 4th largest

Market Segment: Semiconductor design
and manufacture

Applications: Computing, wireless,
networking, automotive and digital
consumer markets

TOSHIBA

A Shameless Publicity Grab?

Not entirely. We invited journalists to clear their
throat and give this short 1Q Test a thorough
review. A direct result of this gambit was a buzz-
building write-up.

Promotional placement on industry sites
consisted of several banner configurations. Full-
page ads in trade journals were modified to
support the campaign. A banner ad also featured
the 1Q Test on Toshiba’s home page. Prizes were
delivered with promotional labels proclaiming
“SoC I1Q Test Results.”

Part of a Microsite Environment

The SoC IQ Test was part of a dedicated microsite
tipped with engineering insights, case studies,
foundry facts and industry-specific information,
including an interactive decision tree for
determining chip design methodology options
for SoC engineers.

Results (non-specific due to non-disclosure)

= To date, the viral promotion has attracted
engineers from countries around the world,
in spite of test rules limiting prize players
to North America. Earth-bound (presumably)
NASA engineers have engaged in the IQ Test.

= Based on landing page popularity, an
undetermined number of unqualified
participants played a mirrored version of
the IQ Test for fun.

= Many participants become brand advocates
when they invited others to partake via
“send-to-friend” links.

= A tracking study used to measure IQ Test
awareness and behavior intent—gauged
in part by participants’ direct contact with
Toshiba via a technical inquiry link—
proved positive.

= Exposure gained through buzz-building/word
of mouth is immeasurable.

= Online trade journal mention was a desired,
but highly unexpected outcome.
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Dedicated Promotional Site.
Print and Banner Drivers.
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Full-page ads in trade
journals were modified
to support the campaign.
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