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PNB MetLife makes an ‘over-the-counter’ assurance on network strength
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PNB Metlife has launched a campaign to underline its network presence and customer centricity. The
TVC conceptualized by McCann Erickson will release on 22 November in eight languages and run up to
March 2014.

A film titled 'Over the counter' features multiple situations where customers struggle to get their issues
resolved. A man seated at a help desk is busy speaking on the phone with home loan files stacked before
him, telling the customer awaiting his attention that the agent who used to attend to him has left the
job - with a hearty laugh. At a mobile store, the man at the counter seeks out information from a file
before giving up, and telling the customer to ring up the call center. His attention shifts to a young lady
at the counter. A lady at a watch store tells her customer that a Kolkata warranty will work only in
Kolkata. She moves on to other customers at the store. A voice over announces that this could happen
with one’s life insurance policy too, and the scene shifts to a customer care executive in a PNB Metlife
office. The brand makes its ‘Double Sure’ promise after the key message of PNB Metlife’s presence in
over 7,000 locations is delivered.



“To differentiate our brand from the clutter in this space, we are taking the platform of customer
centricity, re-assuring our customers that we are here for them with Punjab National Bank as our
partner to deliver on our promise. No other brand in the insurance category has taken this platform as
yet. We are a taking a holistic approach of overall customer centricity and being there for the customer
under all circumstances by leveraging on our 7,000 strong branch network,” said Balachander Sekhar,
chief marketing officer, PNB MetLife.

He added, “With the customer as the focal point of every decision made, PNB MetLife has now chosen
to make this the core focus of the brand’s latest marketing campaign as well. In order to capitalize upon
the positive brand metrics achieved post the previous campaign ‘Now Be Double Sure’, which
showcased the combined strengths of MetLife, the global insurance expert and PNB, India’s leading PSU
bank, PNB MetLife is taking the next step in engaging their target customer through a new campaign.”

Alok Lall, executive director, McCann World group, said, “Customer service often takes a back seat
across product and service categories. We all as consumers encounter roadblocks on a day to day basis
while trying to get what is duly owed to us. Be it repairs, which fall within warranty, while making claims,
or post-sale service. The TVCs are set in a transactional space to showcase the lack of service that one
encounters every single day. This is juxtaposed with the customer centric outlook of PNB MetLife, a life
insurance partner who is always available to help.”

The TV-led campaign will straddle digital, radio and OOH. PNB MetLife defines its core target group as
married males with children between 35 and 50 years of age, in the income bracket of Rs 5 to Rs 20 lakh.

Credits

Client: PNB Metlife

Creative agency: McCann Erickson

Account management: Alok Lall, Nikhlesh Jhingan, Shahbaz Shaikh, Prashant Panwar

Creative team: Mayur Hola, Sudeepa Ghosh, Kartikeya Dixit, Soumya Nagabhushan, Jeet Kalra
Account planning team: Jitender Dabas, Vibha Gupta

Production house: Little Lamb Films

Director: Bauddhayan Mukherji

Producer: Shraddha Singhvi

Executive producer: Kedhhar Barrve

Media agency: Lodestar UM



PNB Metlife: Building on trust
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The latest brand campaign extends the brand's 'Double Sure' theme by focusing on service and ease of
access when it comes to life insurance policies, courtesy its wide network of brick and mortar presence
through Punjab National Bank.

Being doubly sure is a concept investors resonate with. Building on this thought, PNB Metlife India, the
insurance joint venture between MetLife International and Punjab National Bank (PNB), has launched its
second brand campaign.

Similar to its first campaign titled 'Be Double Sure' launched earlier this year, the insurance brand's
latest television commercial (TVC) drives home the 'Over the Counter' experience one can expect from
it.

Conceptualized by McCann Erickson, the three 20-seconder films draw insight from real life about
service problems that consumers face in varied product categories. It then compares these experiences
to life insurance. PNB Metlife, which is a comparatively new kid on the block, emphasizes its
distinguished products and the ease of access to buy or get advice on policies. The brand's promise is to
be 'Double Sure' even after sales.

To drive home its point, the film touches upon instantly relatable issues such as the trouble one faces to
get something repaired within the warranty period, only to be told at the counter that the warranty is
not valid because the product has been purchased from somewhere else; or when one has to run
around with an insurance policy query because the agent who sold it has left the organization.

Speaking about the strategy behind the campaign, Balachander Sekhar, director, products and
marketing, PNB Metlife, says that the company strongly established 'Trust' with the first 'Double Sure'
campaign. "We are now moving to specific benefits that the customer will appreciate - showcasing that
the partnership now brings them access to over 7000 brick and mortar establishments across the



country - to drive both the factors of 'Trust' and 'Convenience'. We believe that this will also address
several issues that customers face with service in general in this category," he points out.

Vital presence

The campaign took insights from a research conducted by market research agency Nielsen, which was
commissioned by PNB Metlife to study insurance consumers. The research revealed that while the main
motivation to buy insurance is financial savings for the future, one of the barriers is the lack of trust in
agents and servicing issues. "We further deep-dived into 'trust' and decoded what consumers mean
when they quote 'trust' as a barrier as well as a trigger. Besides good returns and brand reliability, one
key driver for 'trust' is the accessibility and visibility of the insurance company. With PNB as our partner,
we now have a brick and mortar presence and we have capitalized on the same in our latest brand
communication," says Sekhar, adding that the company regularly carries out consumer surveys to keep
abreast of trends and changes in behaviour patterns on protection, investment and savings.

PNB Metlife began operations two years ago and has already managed to move up the ranks from No.
12 to No. 8 among private players in the Indian insurance landscape. In fact, the company is one of the
largest private sector employers in Jammu & Kashmir due to its partnership with Jammu & Kashmir
Bank. Also, it has significant presence in Karnataka, courtesy its tie up with Karnataka Bank.

The company's focus is on Tier |, Il and lll cities across the country. The company is clear about its target
customers, who are married men (with children) in the age group of 35 to 50 years, earning Rs 5-20 lakh.

Challenges

Considering PNB Metlife is one of the 26 players in the life insurance category, competition is intense,
not to mention the negligible difference in the product offerings provided by these players. As a result,
the challenge was to deliver the communication in a refreshing manner, to help PNB Metlife become
one of the top of the mind brands. The only edge a brand has is through its service and accessibility,
which is what the brand is emphasising on.

"Customer centricity in terms of pre and post sales servicing is what differentiates a company from its
competitors. One of the issues that customers face is linked to contact ability, hence, we are positioning
our new brand campaign on the platform of customer centricity and first of the series is about
establishing the brick and mortar presence of PNB MetLife," Sekhar explains.

Although Sekhar did not disclose a figure on the advertising spends, he says the investment is significant.

The five-week campaign is currently being aired in Hindi but will be dubbed in seven other languages.
The TVCs have been produced by Little Lamb Films and Bauddhayan Mukherji has directed them.
Besides television, the campaign is being promoted on outdoor and print media as well.
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PNB MetlLife leverages trust, expertise and reach to enable consumers to 'Be Double Sure
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New Delhi, 25 November 2013

Riding on the success of the 'Be Double Sure' campaign, which showcased the coming together of
MetLife, the global Life Insurance expert and PNB, India's leading PSU bank, the company is taking the
next step towards engaging the customer through its latest marketing campaign. The new brand
campaign is the creative rendition of how the organization has moved towards customer convenience
and service which are the key reasons identified for believing and investing in a brand. The campaign is
intended to reach out to a mass market audience, defined as married males (with children) in the 35-50
year age bracket falling into the 'Strivers' and 'Seekers' income groups i.e. INR Rs 5 lac-20 lac. The
campaign is live now through a multi-media platform and will run in 8 languages including Hindi.

The launch campaign, earlier in the year, on coming together of two corporate giants, delivered big on
the message of 'Trust', which is the biggest driver of consideration in the category. As per the Brand
Track survey, PNB MetLife's Spontaneous Awareness score went up to 32% from 12% before the
campaign while Consideration score improved to 24%. The next leg of the campaign will continue to
take the message of 'Double Sure' into more tangible customer benefits. Therefore showcasing how the
organization has been taking decisive steps by launching several initiatives that benefit the customer.



Speaking about the new campaign, Balachander Sekhar, Chief Marketing Officer, PNB MetLife India
Insurance Co., said "After establishing 'Trust' with the first 'Double Sure' campaign, we are now moving
to specific benefits that the customer will appreciate - showcasing that the partnership now brings them
access to over 7000 brick and mortar establishments across the country — will drive both the factor of
Trust and convenience. It will also address several issues that customers face with service in general in
this category."

The TVC revolves around an 'over the counter' service experience that customers are subjected to
across categories and then draws parallels to that of Life Insurance. The TVC showcases the ease with
which consumers can buy and access their policies and even get personalized advice from their trusted
life insurance advisor, all just around the corner at the closest PNB MetLife branch. It highlights the
extensive reach of PNB MetLife across 7000 locations across the country, which affords the company the
wherewithal to service all customer queries with ease, while also settling claims in a hassle free manner.

Talking about the creative approach to depicting PNB MetlLife's commitment to serving customer's
needs better, Alok Lall ,Executive Director, McCann World group, "Customer Service often takes a back
seat across product and service categories. We all as consumers encounter road blocks on a day to day
basis while trying to get what is duly owed to us. Be it repairs which fall within warranty or while making
claims or for that matter post sale service. The TVC's are set in a transactional space to showcase the
lack of service that one encounters every single day, this is juxtaposed with the customer centric outlook
of PNB MetLife, a Life Insurance partner who is always available to help."

The creative agency behind the campaign is Little Lamb Films, with Bauddhayan Mukher;ji directing and
producing the film.
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Riding on the success of the ‘Be Double Sure’ campaign, which showcased the coming together of

MetlLife, the global Life Insurance expert and PNB, India’s leading PSU bank, the company is taking the
next step towards engaging the customer through its latest marketing campaign. The new brand

campaign is the creative rendition of how the organization has moved towards customer convenience
and service which are the key reasons identified for believing and investing in a brand. The campaign is
intended to reach out to a mass market audience, defined as married males (with children) in the 35-50
year age bracket falling into the ‘Strivers’ and ‘Seekers’ income groups i.e. INR Rs 5 lac-20 lac. The
campaign is live now through a multi-media platform and will run in 8 languages including Hindi.

The launch campaign, earlier in the year, on coming together of two corporate giants, delivered big on
the message of ‘Trust’, which is the biggest driver of consideration in the category. As per the Brand
Track survey, PNB MetlLife’s Spontaneous Awareness score went up to 32% from 12% before the
campaign while Consideration score improved to 24%. The next leg of the campaign will continue to
take the message of ‘Double Sure’ into more tangible customer benefits. Therefore showcasing how the
organization has been taking decisive steps by launching several initiatives that benefit the customer.

Speaking about the new campaign, Balachander Sekhar, Chief Marketing Officer, PNB MetLife India
Insurance Co., said “After establishing ‘Trust’ with the first ‘Double Sure’ campaign, we are now moving
to specific benefits that the customer will appreciate - showcasing that the partnership now brings them
access to over 7000 brick and mortar establishments across the country — will drive both the factor of



Trust and convenience. It will also address several issues that customers face with service in general in
this category.”

The TVC revolves around an ‘over the counter’ service experience that customers are subjected to
across categories and then draws parallels to that of Life Insurance. The TVC showcases the ease with
which consumers can buy and access their policies and even get personalized advice from their trusted
life insurance advisor, all just around the corner at the closest PNB MetlLife branch. It highlights the
extensive reach of PNB MetLife across 7000 locations across the country, which affords the company the
wherewithal to service all customer queries with ease, while also settling claims in a hassle free manner.

Talking about the creative approach to depicting PNB MetLife’s commitment to serving customer’s
needs better, Alok Lall ,Executive Director, McCann World group, “Customer Service often takes a back
seat across product and service categories. We all as consumers encounter road blocks on a day to day
basis while trying to get what is duly owed to us. Be it repairs which fall within warranty or while making
claims or for that matter post sale service. The TVC's are set in a transactional space to showcase the
lack of service that one encounters every single day, this is juxtaposed with the customer centric outlook
of PNB MetlLife, a Life Insurance partner who is always available to help.”

The creative agency behind the campaign is Little Lamb Films, with Bauddhayan Mukherji directing and
producing the film.

Categories: Advertising, Agency,
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Riding on the success of the ‘Be Double Sure’ campaign, which showcased the coming together of
MetLife and PNB, the company is taking the next step towards engaging customers through its latest
marketing campaign.

The new brand campaign is the creative rendition of how the organization has moved towards customer
convenience and service, which are the key reasons identified for believing and investing in a brand, said
an official release.

The campaign is intended to reach out to a mass market audience, defined as married males (with
children) in the 35-50 year age bracket falling into the ‘Strivers’ and ‘Seekers’ income groups i.e. INR Rs 5
lakh - 20 lakh .The campaign is live now through a multi-media platform and will run in eight languages
including Hindi.

The launch campaign, earlier in the year, on coming together of two corporate giants, delivered big on
the message of ‘Trust’, which is the biggest driver of consideration in the category. As per the Brand
Track survey, PNB MetLife’s ‘Spontaneous Awareness’ score went up to 32 per cent from 12 per cent
before the campaign while ‘Consideration’ score improved to 24 per cent.



The next leg of the campaign will continue to take the message of ‘Double Sure’ into more tangible
customer benefits. Therefore, showcasing how the organization has been taking decisive steps by
launching several initiatives that benefit the customer.

Speaking about the new campaign, Balachander Sekhar, Chief Marketing Officer, PNB MetLife India
Insurance Co., said “After establishing ‘Trust” with the first ‘Double Sure’ campaign, we are now moving
to specific benefits that the customer will appreciate — showcasing that the partnership now brings
them access to over 7000 brick and mortar establishments across the country — will drive both the factor
of trust and convenience. It will also address several issues that customers face with service in general in
this category.”

The TVC revolves around an ‘over the counter’ service experience that customers are subjected to
across categories and then draws parallels to that of life insurance. The TVC showcases the ease with
which consumers can buy and access their policies and even get personalized advice from their trusted
life insurance advisor, all just around the corner at the closest PNB MetLife branch. It highlights the
extensive reach of PNB MetLife across 7000 locations across the country, which affords the company the
wherewithal to service all customer queries with ease, while also settling claims in a hassle free manner.

Talking about the creative approach to depicting PNB MetLife’s commitment to serving customers needs
better, Alok Lall, Executive Director, McCann World group said, “Customer Service often takes a back
seat across product and service categories. We all as consumers encounter road blocks on a day to day
basis while trying to get what is duly owed to us. Be it repairs which fall within warranty or while making
claims or for that matter post sale service. The TVCs are set in a transactional space to showcase the lack
of service that one encounters every single day, this is juxtaposed with the customer centric outlook of
PNB MetLife, a Life Insurance partner who is always available to help.”

The creative agency behind the campaign is Little Lamb Films, with Bauddhayan Mukher;ji directing and
producing the film.
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The new brand campaign, conceptualized by McCann Delhi, leverages trust, expertise and reach and
takes a holistic approach to customer centricity

Riding on the success of the ‘Be Double Sure’ campaign, which showcased the coming together of
MetlLife Life Insurance and PNB, the company is taking the next step towards engaging the customer
through its latest marketing campaign. The new brand campaign, conceptualized by McCann World
group, New Delhi, is the creative rendition of how the organization has moved towards customer
convenience and service which are the key reasons identified for believing and investing in a brand.

The campaign is intended to reach out to a mass market audience, defined as married males (with
children) in the 35-50 year age bracket falling in the ‘Strivers’ and ‘Seekers’ income groups, i.e., Rs 5-20
lakh. The campaign is live now through a multi-media platform and will run in eight languages including
Hindi.

The launch campaign, earlier in the year, on the coming together of two corporate giants, delivered big
on the message of ‘Trust’, which is the biggest driver of consideration in the category. According to the



Brand Track survey, PNB MetLife’s Spontaneous Awareness score went up to 32 per cent from 12 per
cent before the campaign, while Consideration score improved to 24 per cent. The next leg of the
campaign will continue to take the message of ‘Double Sure’ into more tangible customer benefits,
therefore showcasing how the organization has been taking decisive steps by launching several
initiatives that benefit the customer.

Balachander Sekhar, Chief Marketing Officer, PNB MetLife India Insurance Co., said, “After establishing
‘Trust’” with the first ‘Double Sure’ campaign, we are now moving to specific benefits that the customer
will appreciate — showcasing that the partnership now brings them access to over 7,000 brick and
mortar establishments across the country. This campaign will drive both the factor of Trust and
Convenience. It will also address several issues that customers face with service in general in this
category.”

The TVC revolves around an ‘over the counter’ service experience that customers are subjected to
across categories and then draws parallels to that of life insurance. The TVC showcases the ease with
which consumers can buy and access their policies and even get personalized advice from their trusted
life insurance advisor, all just around the corner at the closest PNB MetLife branch. It highlights the
extensive reach of PNB MetLife across 7,000 locations across the country, which affords the company
the wherewithal to service all customer queries with ease, while also settling claims in a hassle free
manner.

Talking about the creative approach, Alok Lall, Executive Director, McCann World group, said, “Customer
service often takes a back seat across product and service categories. We all as consumers encounter
road blocks on a day to day basis while trying to get what is duly owed to us. Be it repairs which fall
within warranty or while making claims or for that matter post sale service. The TVCs are set in a
transactional space to showcase the lack of service that one encounters every single day, this is
juxtaposed with the customer centric outlook of PNB MetlLife, a Life Insurance partner who is always
available to help.”

The production house that did the film is Little Lamb Films, with Bauddhayan Mukherji directing and
producing the film.
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PNB MetLife launches new initiatives to engage customers
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PNB MetLife launches new initiatives to engage customers
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PNB MetLife launches new initiatives to engage customers

Publication: Rashtriya Swaroop Centre: Lucknow
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PNB MetLife launches new initiatives to engage customers

Publication: Roj Ki Khabar Centre: Lucknow
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PNB MetLife launches new initiatives to engage customers

Publication: Tarun Mitra Centre: Lucknow
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PNB MetLife launches new initiatives to engage customers

Publication: Spastawaz Centre: Lucknow




PNB MetLife launches new initiative to engage customers

Publication: DNA Centre: Lucknow
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PNB MetLife launches new ‘Be Double Sure’ Campaign

Publication: Rashtriya Sahara Centre: Lucknow
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PNB committed to serve its better services: Editor

Publication: Kashmir Times Centre: Jammu

PNB committed to serve its better services: ED

: KT NEWS SERVICE __* said, “After establishing - ative approach to depxct-
JAMMU, Nov 27: ° ‘ "I'!'ust’. with the first - ing PNB MetLife’s com-
Riding on the success of ‘Double Sure’enmpaign, mitment to serving cus-
! ﬂ;e ‘Be Double Sure’ we are now moving to tomer’s néeds better,

campaign, which show- specific benefits that the ~ McCann World group .
cased the coming togeth-  customer will appreciate ~ Executive Director (ED)
er of MetLife, the global - showcasing that the AlokLall said, “Customer
Life Insurance expert partnership now brings service often takes a back
and PNB, India’s leading  them access to over 7000  seat across product and -
PSU bank, the company  brick and mortar estab- service categories.

is taking the next step ~ lishments across the The TVC'’s are set in a
towards engaging the country — will drive both  transactional space to
customer through its lat- the factor of Trust and showcase the lack of
est marketing cam ~_convenience. . service that one encoun-
Speakmg about * It will also addres: sev- ters every single day; this
new campaign, p\'B ' eral issues that cus- is juxtaposed with the
MetLife India Insuranoe tomers face with service  customer centric outlook
Company Chief .~ in general in this catego-  of PNBMetLife, a Life
Marketing Officer ry. - Insurance partner who is

Balachander Sekhar ~ Talking about the cre- always available to help o



PNB MetLife leverages trust, expertise and reach to enable customers to be ‘Double Sure’

PNB MetLife leverages trust, experti$€ and
to enable consumers t

reach

UDAAN EXPRESS
JAMMU,NOV 27:

" Riding on the success of
the 'Be Double Sure' cam-

paign, which showcased

the coming t of

MetLife, the global Life

Insurance expert

PNB, India's leading

bank, ‘the company is"

taking the next step
towards engaging the
customer through its _lat-‘

est marketing campaign.
The xgewuiebranq cam-
g?égnkﬁ € aeggve ren-

ion of how the organi-
zation  has  moved
towardscustomer con-

venience and service
which are rea-
sons  identified

for

Publication: Daily Udaan Express

Centre: Jammu

and will run in 8 lan-

ges including Hindi.
W launch campaign,
earlier in the year, on

f tw
e
,m on the messa

~ As per the Brand

su.rvw, PNB MetLife's
' Spontaneous Awareness
score went up to 32%
from 12% before the
. campaign while
Consideration score
impr{)vegftta‘e 24%.
next le campaign
i corgltinue to tak}:eaﬁ:
message of 'Double Sure”

into more tangible cus-

erefore
the

tomer benefits.
showcasing how

organization has been
tar‘é:g‘:edsive steps by
la ing several Initia-

tives that benefit the cus-

tomer. ks 1
Speaking about the new
campaign,BalachanderSe
khar, Chief Marketin
Officer, PNB MetLi
India Insurance Co., said
“After establishin
‘Trust' with the firsl
‘Double Sure' campaign,
we are now moving to
specific benefits that the
customer will appreciate
- showcasing, that the

partnership now brings

o 'Be Double Su

them access to over 7000
brick and mortar estab-
lishments across the
country - will drive both
the factor of Trust and
convenience. It will also
address several issues
that customers face with
service in general in this

revolves
around an ‘over the
countet* service experi-
ence that customers are
subjected to across cate-
gories and then draws

arallels to that of Life

surance. The TVC
showcases the ease with
which consumers can
buy and access their poli-
cies and even get person-
alised advice from their
trusted life insurance
advisor, all just around
the corner at the closest
PNB MetLife branch. It
highlights the extensive
reach of PNB MetLife
across 7000 locations
across the  country,
which affords the com-
pany the wherewithal to
service all customer
gl\:)ries with ease, while
settling claims in a

g‘«.‘ e
o ), 4 i I"Nq
hassle free manner.
Talking about the cre-
ative approach to depict-
ing PNB MetLife's com-
mitment to serving cus-
tomer's needs tter,
AlokLall ,Executive
Director, McCann
Worldgroup, "Customer
Service often takes a back
seat across product and
service categories. We all
as consumers encounter .
road blocks on a day to
. day basis while trying to
get what is duly owed to
us. Be it repairs which
fall within warranty or
while making claims or
for that matter t sale
service. The TVC's are set
in a transactional space
to showcase the lack of
service that one encoun-
ters every single day, this
is juxtapo: with the
customer centric outlook
of PNB MetLife, a Life
Insurance partner who is
always available to help."
The  creative agency

Bauddhayan Mukherji
directing and producing
the film.




PNB Metlife launches latest brand campaign taking holistic approach to customer centricity

Publication: J&K Business Echo Centre: Jammu

Launches latest brand campaign taking
holistic approach to customer centricity

PNB MetLife leverages trust, expertise and
reach to enable consumers to 'Be Double Sure’

JAMMU, NOV
27: Riding on the
success of the 'Be
Double Sure'
campaign, which
showcased  the
coming together
of MetLife, the
global Life
Insurance expert
and PNB, India's
leading PSU bank, the company is taking the next
step towards engaging the customer through its lat-
est marketing campaign. The new brand campaign is
the creative rendition of how the organization has
moved towards customer convenience and service
which are the key reasons identified for >R

PNB MetLife ..

believing and investing in a brand.

The campaign is intendad to reach out to a mass
market audience, defined as married males (with
children) in the 35-50 year age bracket falling
into the 'Strivers' and 'Seekers' income groups i.e.
INR Rs 5 lac-20 lac. The campaign islive now
through a multi-media platform and will run in 8
languages including Hindi.

The launch campaign, earlier in the year, on com-
ing together of two corporate giants, delivered big
on the message of 'Trust', which is the biggest
driver of consideration in the category. As per the
Brand Track survey, PNB MetLife's Spontaneous
Awareness score went up to 32% from 12% before
the campaign while Consideration score
improved to 24%. The next leg of the campaign
will continue to take the message of 'Double Sure'
into more tangible customer benefits. Therefore
showcasing how the organization has been taking
decisive steps by launching several initiatives
that benefit the customer.

Speaking about the new campaign, Balachander
Sekhar, Chief Marketing Officer, PNB MetLife
India Insurance Co., said "After establishing
'Trust’ with the first 'Double Sure' campaign, we
are now moving to specific benefits that the cus-
tomer will appreciate - showcasing that the part-
nership now brings them access to over 7000
brick and mortar establishments across the coun-
try - will drive both the factor of Trust and conve-
nience. It will also address several issues that
customers face with service in general in this cat-
egory.”

The TVC revolves around an ‘over the counter'
service experience that customers are subjected
to across categories and then draws parallels to
that of Life Insurance. The TVC showcases the
ease with which consumers can buy and access
their policies and even get personalised advice
-from their trusted life instirance advisor, all just
around the corner at *he closest PNB MetLife
branch. It highlights iie extensive reach of PNB
MetLife across 7000 locations across the country,
which affords the company the wherewithal to
service all customer queries with ease, while also
settling claims in a hassle free manner.

Talking about the creative approach to depicting
PNB MetLife's commitment to serving customer's
needs wvetter, AlokLall, Executive Director,
McCann Worldgroup, "Customer Service often
takes a back seat across product and service cate-
gories. We all as consumers encounter road
blocks on a day to day basjs while trying to get
what is duly owed to us. Be it repairs which fall
within warranty or while making claims or for
that matter post sale service. The TVC's are set in
a transactional space to showcase the lack of ser-
vice that one encounters every single day, this is
juxtaposed with the customer centric outlook of
PNB MetLife, a Life Insurance partner who is
always available to help.”

The creative agency behind the campaign is Little
Lamb Films, with Bauddhayan Mukherji direct-
ing and producing the film.



PNB Metlife launches latest brand campaign taking holistic approach to customer centricity

Publication: JK Reflection

Centre: Jammu

PNB MetLife leverages trust and reaches to
-enable consumers to 'Be Double Sure'

JAMMU, NOV ' 27;:
Riding on the success of
the 'Be Double Sure' cam-
paign, which showcased
the coming together of
MetLife, the global Life
Insurance expert and

PNB, India’s leading PSU

bank, the company is tak-
ing the next step towards
engaging the customer
through its latest market-
ing campaign. The new:
brand campaign is the cre-
ative rendition of how the

organization has moved
towards customer conven-

ience and service which
are the key reasons identi-
fied for believing and
mvesting in a brand, The

'is ‘intended to

reach out to a mass market

e

_coming together

-aponmthe categ §

ried males (with children)
in the 35-50 year age
bracket falling into the
‘Strivers' and 'Seekers'
income groups i.¢. INR Rs
5 lac-20 lac. The cam-
paign is live now through
a multi-media platform
and will run in 8 lan-
guages including Hindi.
The launch campaign,
earlier in the year, on

corporate giants, d

big on the message of "B

Trust', wlpch is “g:é*“
biggest driver of

per the Brand Track sur-
vey, PNB MetLife's
Spontaneous Awareness
score went up to 32%
from 12% before the cam-
paign while Consideration

scores improved to 24%.
The next leg of the cam-
paign will continue to take
the message of ‘Double
Sure' into more tangible
customer benefits.
Therefore  showcasing
how the organization has
been taking decisive steps
by hunching several ini-
tiatives that benefit the

customc:r
"aQﬂt?
d“ c 1
estab]ishmg ‘Trust' with
the first 'Double Sure'
campaign, we ar¢ now

moving to specific bene-
fits that the customer will

%

appreciate-show casing

that the partnership now
brings them access 10 over
7000 brick and mortar
establishments across the
country will drive both the
factor of Trust and con-
venience, It will also
address several issues that
customers face with serv-
ice m general in this cate-
gory." .
The ™G revolves
an ‘over the count-

ice experience that

s are subjected to

.ﬂ acroéh categories and then

&awgpamlld\ to that of
[ﬁﬁ Tnsurance. The TVC
showcases the ease with
which consumers can buy
and acces§ their policies
fl get personalized
1 their trusted
¢ advisor, all

Jjust around the comer at
the closest PNB MetLife
branch.

It highlights the exten-
sive reach of PNB
MetLife across 7000 loca-
tions across the country,
which affords the compa-
ny the wherewithal to
service all  customer
queries with ease, while
also settling claims in a
hassle free manner, |

Talking about the cre<
ative approach to depict-
ing PNB MetLife's com-
mitment to, serving cus-
tomer's needs better,
AlokLall, Executiv:
Director, and McCan
World ‘group, "Custo
Service often takes a ba
seat across product
service categorics.




PNB Metlife leverages trust, expertise and reach to enable customers to be ‘Double Sure’

Publication: Shankh Dhun

Centre: Jammu

PNB MetLife leverages trust, expertise and reach
i0 enable consumers to ‘Be Double Sure’
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Publication: Temple City Times

PNB Metlife leverages trust, expertise and reach to enable customers to be ‘Double Sure’

Centre: Jammu

PNB MetLif leverages trust,expertse and reach to enable consumers to ‘Be Double Sure’
‘Launches its latest brand canipaign that takes

a holistic approach to customer cemncml

TCT NEWS SERVICE
JAMMU, NOW. 27: Riding on the success
+ of the ‘Be Double Sure’ campaign, which show-
cased the coming together of MetLife, the glob-
al Life Insurance expert and PNB, India’s lead-
ing PSU bank, the company is taking the next
step towards engaging the customer through its
latest marketing campaign. The new brand cam-
paign is the creative rendition of how the orga-
nization has moved towardscustomer conve-
nience and service which are the key reasons
identified for believing and investing in a
brand. The campaign is intended to reach out to
a mass market audiencedefined as married
males (with children) in the 35-50 year age

‘ The launch campaign, earlier in the year, on

coming together of two corporate giants, deliv-
ered big on the message of “Trust”, which is the
biggest driver of consideration in the category.
As per the Brand Track survey, PNB MetLife’s
Spmm“mq’bm
from 12% before the while
Consideration score improvedto 24%. The next

leg of the campaign will continue to take the

message of ‘Double Sure’ into more tangible
customer benefits. Therefore showcasing how
the organization has been taking decisive steps
by launching several initiatives that benefit the
customer.

Speaking about the new
campaign BalachanderSekhar, Chief Marketing
Officer, PNB MetLife India Insurance Co., said
“After establishing “Trust’ with the first ‘Double

pa orm and w:ll run in 8 ]anguags mcludmg
| Hindi.

Sure’ campaign, we are nowW moving to specific
benefits that the customer will apprecisse -
showcasing ‘that the partnership now bomgs
them access to over 7000 brick and morta
m-m&a-y will dove

" The TVC revolves around an ‘over the
counter’ service experience that customers are
subjected to across categories and then draws
parallels to that of Lifc Insurance. The TVC
showcases the ease with which consumers can

- buy and access their policies and even get per-

sonalised advice from hwlﬂ- _

company the wherewithal to semcc all cus-
tomer queries with ease, while /also settling.
claims in a hassle free manner. -

Talking about the creative approach to
depicting PNB MetLife’s commitment to serv-
ing customer’s needs better, AlokLall
Executive Director, McCann Worldgroup,
“Customer Service often takes a back seat
across product and service categories. &



Publication: The Latest

PNB Metlife leverages trust, expertise and reach to enable customers to be ‘Double Sure’

Centre: Jammu

PNB MetLif leverages trust,expertse and reach to enable consumers to ‘Be Double Sure’
‘Launches its latest brand canipaign that takes

a holistic approach to customer cemncml

TCT NEWS SERVICE
JAMMU, NOW. 27: Riding on the success
+ of the ‘Be Double Sure’ campaign, which show-
cased the coming together of MetLife, the glob-
al Life Insurance expert and PNB, India’s lead-
ing PSU bank, the company is taking the next
step towards engaging the customer through its
latest marketing campaign. The new brand cam-
paign is the creative rendition of how the orga-
nization has moved towardscustomer conve-
nience and service which are the key reasons
identified for believing and investing in a
brand. The campaign is intended to reach out to
a mass market audiencedefined as married
males (with children) in the 35-50 year age

pa orm and w:ll run in 8 ]anguags mcludmg

| Hindi.

‘ The launch campaign, earlier in the year, on

coming together of two corporate giants, deliv-
ered big on the message of “Trust”, which is the
biggest driver of consideration in the category.
As per the Brand Track survey, PNB MetLife’s
Spmm“mq’bm
from 12% before the while
Consideration score improvedto 24%. The next
leg of the campaign will continue to take the
message of ‘Double Sure’ into more tangible
customer benefits. Therefore showcasing how
the organization has been taking decisive steps
by launching several initiatives that benefit the
customer.

Speaking about the new
campaign BalachanderSekhar, Chief Marketing
Officer, PNB MetLife India Insurance Co., said
“Afier establishing “Trust’ with the first ‘Double

Sure’ campaign, we are nowW moving to specific
benefits that the customer will apprecisse -
showcasing ‘that the partnership now bomgs
them access to over 7000 brick and morta
m-m&a-y will dove

" The TVC revolves around an ‘over the
counter’ service experience that customers are
subjected to across categories and then draws
parallels to that of Lifc Insurance. The TVC
showcases the ease with which consumers can

- buy and access their policies and even get per-

sonalised advice from hwlﬂ- _

company the wherewithal to semcc all cus-
tomer queries with ease, while /also settling.
claims in a hassle free manner. -

Talking about the creative approach to
depicting PNB MetLife’s commitment to serv-
ing customer’s needs better, AlokLall
Executive Director, McCann Worldgroup,
“Customer Service often takes a back seat
across product and service categories. &



PNB Metlife leverages trust, expertise and reach to enable customers to be ‘Double Sure’

Publication: The News Now

Centre: Jammu

PNB MetLife leverages trust, expertise and reach ta enable consumers to ‘Be Double Sure’

launclles its Igtest brand campaign that takes
~aholistic approach to customer centricity

'I'NN NEWS SERVICE
- JAMMU, NOV. 27: Rxdmgouﬂaeswcessofme
‘Be Double Sure’ campaign, which showcased the
coming together of MetLife, the global Life Insurance
j,apenandPNB India’s leading PSU bank, the com-
‘pany is taking the next step towards engaging the cus-
tomer through its latest marketing campaign. The new
humdmpmsnlstheaunvemdmonofhowthe
organmm has moved towardscustomer conve-
nience and service which are the key reasons identified
for believing and investing in‘a brand. The campaign is
intended to reach out to a mass market
audience,defined as married males (with children) in
the 35-50 year age bracket falling into the ‘Strivers’
and ‘Seekers’ income groups i.e. INR Rs 5 lac-20
lac’I‘hc campaign islive now through a multi-media
: phtform and will run in 8 languages including Hindi.
_ The launch campaign, earlier in the year, on com-
ing together of two corporate giants, delivered big on

the message of ‘Trust’, which is the biggest driver of
consideration in the category. As per the Brand Track
survey, PNB MetLife’s Spontaneous Awareness score
went up to 32% from 12% beforg the campaign while
Consideration score improvedto 24%. The next leg of
the campaign will continue to take the message of
‘Double Sure’ into more tangible customer benefits.
Therefore showcasing how the organization has been
taking decisive steps by launching several initiatives
that benefit the customer.

Speaking about the new
campaign,BalachanderSekhar, Chief Marketing
Officer, PNB MetLife India Insurance Co., said “After
establishing “Trust’ with the first ‘Double Sure’ cam-
paign, we are now moving to specific benefits that the
customer will appreciate - showcasing that the partner-
ship now brings them access to over 7000 brick and
mortar establishments across the country — will drive
both the factor of Trust and convenience. It will also

address several issues that customers face with service
in general in this category.”

The TVC revolves around an ‘over the counter’
service experience that customers are subjected to
across categories and then draws parallels to that of
Life Insurance. The TVC showcases the ease with
which consumers can buy and access their policies and
even get personalised advice from their trusted life
insurance advisor, all just around the corner at the clos-
est PNB MetLife branch. It highlights the extensive
reach of PNB MetLife across 7000 locations across
the country, which affords the company the where-
withal to service all customer queries with ease, while
also settling claims in a hassle free manner.

Talking about the creative approach to depicting
PNB MetLife’s commitment to serving customer’s
needs better, AlokLall Executive Director, McCann
Worldgroup, “Customer Service often takes a back
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PNB MetLife leverages trust, expertise and
reach to enable consumers to 'Be Double Sure'

Jammu, Nov. 27: Riding on

the success 'of the '‘Be Double

Sure' campaign,  which
showcased the coming together
of MetLife, the global Life
Insurance expert and PNB,
India's leading PSU bank, the
company is taking the next step

towards engaging the customer

through its latest marketing
campaign. The new brand
campaign is the creative
rendition of how the
organization has moved
towardscustomer convenience
and service which are the key
reasons identified for believing
and investing in a brand.The
campaign is intended to reach
out to a mass market
audience,defined as married

males (with children)in the 35-

50 year age bracket falling into

now lhrough a muln-medla
platform and will run in 8
languages including Hindi.
The launch campaign,
earlier in the year, on coming
together of two corporate
giants, delivered big on the
message of Trust’, which is the
biggest driver of consideration
in the category. As per the
Brand Track survey, PNB
MetLife's Spontaneous
Awareness score went up to
32% from 12% before the
campaign while Consideration

the 'Stnvers’ and ‘Seekers’

score improvedto 24%. The
next leg of the campaign will
continue to take the message of
'Double Sure' into more
tangible customer benefits.
Therefore showcasing how the
organization has been taking
decisive steps by launching
several initiatives that

the customer.

Speaking about the' new
campaign,BalachanderSekhar,
Chief Marketing Officer, PNB
MetLife India Insurance Co.,
said "After establishing "Trust'
with the first 'Double Sure'

the country - wilrl drive botl

'address several issues that

customers face with service in
general in this category."

The TVC revolves around
an 'over the counter' service
experience that customers are
subjected to across categories
and then draws parallels to that
of Life Insurance. The TVC
showcases the ease with which
consumers can buy and access
their policies and even get
personalised advice from their
trusted life insurance advisor,

all just around the corner at the
closest PNB MetLife branch. It
highlights the extensive reach
of PNB MetLife across 7000
locations across the country,
which affords the company the
wherewithal to service all
customer queries with ease,
while also settling claims in a
hassle free manner. <

Talking about the creative -
approach to depicting PNB
MetLife's commitment to
serving . customer's needs -
better, AlokLall ,Executive
Director, McCann Worldgroup,
"Customer Service often takes

- ? yric - while
‘mortar cstablishments across

TVC's msdmnﬁmchgnf"’

space 1o ack of
service that one encounters

“every single day, this is

MetLife, a Life Insurance
partner who is always available
to help." ]

- The creative agency behul?‘
the campaign is Little Lamb
Films, with Bauddhayan
Mukherji  directing  and
producing the film.
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PNB Metlife leverages trust, expertise and reach to enable consumers to ‘Be Double Sure’

Launches its latest brand campaign that takes
a holistic approach to customer cenmcltv

TSI NEWS SERVICE

JAMMU, NOV. 27: Riding on the suc-
cess of the ‘Be Double Sure’ campaign,
which showcased the coming together of
MetLife, the global Life Insurance expert

and PNB, India’s leading PSU bank, the -

company is taking the next step towards
engaging the customer through its latest
marketing campaign. The new brand cam-
paign is the creative rendition of how the
organization has moved towardscustomer
convenience and service which are the key

reasons identified for believing and invest-

-ing in a brand.The campaign is intended to
reach out to a mass market audience,defined
as married males (with children) in the 35-
50 year age bracket falling into the
“Strivers’ and ‘Seekers’ income groups i.e.
INR Rs 5 lac-20 lac.The campaign islive
now through a multi-media platform and
will run in 8 languages including Hindi.

The launch campaign, earlier in the
year, on coming together of two corporate
giants, delivered big on the message of
“Trust’, which is the biggest driver of con-
sideration in the category. As per the Brand
Track survey, PNB MetLife’s Spontaneous
Awareness score went up to 32% from 12%
before the campaign while Consideration
score improvedto 24%. The next leg of the
campaign will continue to take the message
of ‘Double Sure’ into more tangible cus-
tomer benefits. Therefore showcasing how
the organization has been taking decisive
steps by launching several initiatives that
benefit the customer.

Speaking about the new
campaign,BalachanderSekhar, Chief
Marketing Officer, PNB MetLife India
Insurance Co., said “After establishing
“Trust’ with the first “Double Sure’ cam-
paign, we are now moving to specific bene-
fits that the customer will appreciate -
showcasing that the partnership now brings
them access to over 7000 brick and mortar
establishments across the country — will

drive both the factor of Trust and conve-
nience. It will also address several issues
that customers face with service in general
in this category.”

The TVC revolves around an ‘over the
counter’ service experience that customers
are subjected to across categories and then
draws parallels to that of Life Insurance.
The TVC showcases the ease with which
consumers can buy and access their policies
and even get personalised advice from their
trusted life insurance advisor, all just
around the corner at the closest PNB
MetLife branch. It highlights the extensive
reach of PNB MetLife across 7000 loca-
tions across the country, which affords the
company the wherewithal to service all cus-
tomer queries with ease, while also settling
claims in a hassle free manner.

Talking about the creative approach to
depicting PNB MetLife’s commitment to
serving customer’s needs better, AlokLall
,Executive Director, McCann Worldgroup,

- “Customer Service often takes a back seat

across product and service categories.

We all as consumers encounter road
blocks on a day to day basis while trying to
get what is duly owed to us. Be it repairs
which fall within warranty or while making
claims or for that matter post sale service.
The TVC’s are set in a transactional space
to showcase the lack of service that one
encounters every single day, this is juxta-
posed with the customer centric outlook of
PNB MetLife, a Life Insurance partner who
is always available to help.”



Publication: Truly Times

PNB MetLife leverages trust, expértise, reach
to enable consumers to 'Be Double Sure'

IT CORRESPONDENT
JAMMU, NOV. 27
Riding on the success of the
‘Be Double Sure' campaign,
which showcased the coming
together of MetLife, the glob-
al Life Insurance expert and
PNB, India's leading PSU
bank, the company is taking
. the next step towards engag-
ing the customer through its

latest marketing campaign.’

The new brand campaign is
the creative rendition of how
the organization has moved
towardscustomer convenience
and service which are the key
_ reasons identified for believ-
ing and ‘investing in a
brand.The campaign is intend-
ed to reach out to a mass mar-
ket' audience,defined as mar-
ried males (with children) in
the 35-50 year age bracket

falling into the 'Strivers' and.

‘Seekers' income groups i.e.
INR Rs 5 lac-20 lac.The cam-
paign islive now through a
multi-media platform and will
run in 8 languages including
Hindi.

The laurich campaign, ear-
lier in the year, on coming
together of two corporate
giants, delivered big on the
message of 'Trust, which is
the biggest driver of consider-
ation in the category. As per
the Brand Track survey, PNB

MetLife's Spontaneous
Awareness score went up (o
32% from 12% before the
campaign while Consideration
score improvedto 24%. The
next leg of the campaign will
continue to take the message
of 'Double Sure' into more tan-
gible customer benefits.
Therefore showcasing how the
organization has been taking
decisive steps by launching
several initiatives that benefit
the customer. Speaking about
the new campaign,
Balachander Sekhar, Chief
Marketing Officer, PNB
MetLife India Insurance Co.,
said "After establishing "Trust'
with the first ‘Double Sure'
campaign, we are now moving
to specific benefits that the
customer will appreciate -
showcasing that the partner-
ship now brings them access
to over 7000 brick and mortar
establishments across the
country - will drive both the
factor of Trust and conven-
ience. It will also address sev-
eral issues that customers face
with service in general in this
category.” The TVC revolves
around an 'over the counter'
service experience that cus-
tomers are subjected 10 across
categories and then draws par-
allels to that of Life Insurance.
The TVC showcases the ease

PNB Metlife leverages trust, expertise and reach to enable customers to be ‘Double Sure’

Centre: Jammu

with which consumers can
buy and access their policies
and oven get personalised
advice from their trusted life
insurance advisor, all just
around the corner at the clos-
est PNB MetLife branch. It
highlights the extensive reach
of PNB MetLife across 7000
locations across the country,
which affords the company
the wherewithal to service all
customer queries with case,
while also settling claims in a
hassle free manner. Talking
about the creative approach to
depicting PNB MetLife's
commitment {0 serving cus-
tomer's needs better, AlokLall
.Executive Director, McCann
Worldgroup, "Customer
Service often takes a back seat
across product and service cat-
egories. We all as consumers
encounter road blocks on a
day to day basis while trying
to get wiTit is duly owed to us.
Be it repairs which fall within
warranty or while making
claims or for that matter post
sale service. The TVC's are set
in a transactional space to
showcase the lack of service
that one encounters every sin-
gle day, this is juxtaposed with
the customer centric outlook
of PNB~MeiLife, a Life
Insurance partner who is
always availablc to.help."
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 DNB MetLife leverages trust, expertiseand

reach to enable consumers to ‘Be Double Sure’
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‘campaign is the creative rendition
ofhowge ion has moved

tomer

service which are the key reasons
identifiedl for believing and invest-
‘ing in a brand.The campaign is
intended to reach out to a mass
market audience,defined as mar-
S e o bt g
35-50 year age bra into
+ the ‘Strivers’ and ‘Seekers’ income
‘groups i.e, INR Rs 5 lac-20 lac.The
.«campaign islive now through a
“multi-media platform and run
.in 8 languages including Hindi,

- The launch campaign, earlier in
the year, on coming together of
«two corporate giants, delivered big
‘on the message of Trust’, which is
‘the biggest driver of consideration
in the category. As per the Brand
Track survey, PNB MetLife’

B~ iy

%he cantpaign whil

1sideration
score 24%. The next
Iez of the campaign will continue
to tuke the message of Double
Sure’ into more tangible customer

Therefore showcasing how the
o_rganizaﬂox; ll;ls been taki tlieu-
m‘tew undﬂ several mi-
tiatives that benefit tgg customer.

Speaking about the new cam-
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paign,B handerSekhar, Chie
Marketing Officer, PNB MetLife
India Insurance Co., said “After
establishing “Trust’ with the first
‘Double Sure’ campaign, we are
now moving to specific benefits
that the customer will appreciate -
showcasing that the partnership
now brix them access to over
7000 brick and mortar establish-
ments across the country — will
drive both the factor of Trust and
convenience. It will also address
several issues that customers face
withgewieeingenun!inlhisca‘le—

The TVC revolves around an

“over the counter’ service - .

ence that customers are su

to across categories and then

draws parallels to that of Life

Insurance. The TVC showcases the

ease with which consumers can

buy and access their policies and
advice from

even get personalised
their trusted life insurance advisor,
all just around the corner at the
closest PNB MetLife branch. It
ights the extensive reach of
PNB MetLife across 7000 loca-
tions across the country, which
affords the

PR
es
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ing claims in a hassle free man-

ner.
Talking about the creative
approach to depicting PNB

customer’s needs better, AlokLall
,Executive Director, McCann
Worldgroup, “Customer Service
often takes a back seat across
product and service categories. We
all as consumers encounter road

. L,

yan Mukherji direct-
ing and producing the film.
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VOT NEWS SERVICE
JAMMU, NOV. 27: Riding on the success

of the ‘Be Double Sure’ campaign, which show-
cased the coming together of MetLife, the glob-
al Life Insurance expert and PNB, India’s lead-
ing PSU bank, the company is taking the next
step towards engaging the customer through its
latest marketing campaign. The new brand cam-
paign is the creative rendition of how the orga-
. nization has moved towardscustomer conve-
nience and service which are the key reasons
identified for believing and investing in a
‘brand.The campaign is intended to reach out to
a mass market audience.defined as married
males (with d\ﬂdﬁ) in the 35-50 year age
brackcl fallm mto the ,vaas and Scekcrs

campalgn mhve now through mu
platform and'will run in € languiges including
Hindi.

The launch campaign, earlier in the year, on
coming together of two corporate giants, deliv-
ered big on the message of “Trust’, which is the
biggest driver of consideration in the category.
As per the Brand Track survey, PNB MetLife's
Spontaneous Awareness score went up to 32%
from 12% before the campaign while
Consideration score improvedto 24%. The next
leg of the campaign will continue to take the
message of ‘Double Sure’ into more tangible
customer benefits. Therefore showcasing how
the organization has been taking decisive steps
by launching several initiatives that benefit the
customer.

Speaking about the new
campaign,BalachanderSekhar, Chief Marketing
Officer, PNB MetLife India Insurance Co., said

. “After establishing ‘Trust’ with the first ‘Double

Sure’ campaign, we are now movingmspeciﬁc]
benefits that the customer will appreciate -/
showcasing that the partnership now brings|
them access to over 7000 brick and mcxtarf
establishments across the country — will drive,
both the factor of Trust and convenience. It will]

with service in gencral in this catevon.

[5¢ 1VC revoiies around an’ o ¢ thed
counter” service expericiice that customers are:
subjected to across categories and then draws
parallels to that of Life Insurance. The 'IVC
showcases the ease with which consumers can
buy and access their policies and even get per-
sonalised advice from their trusted life insur-
ance advisor, all just around the comer at the:
closest PNB MetLife branch. It highlights the
extensive reach of PNB MetLife across 7000
locations across the country, which affords the
company the wherewithal to service all cus-
tomer queries wnmease,whilealsosmllng-
claims in a hassle free manner. : |

Talking about the creative q;pma:h m
depicting PNB MetLife’s commitment to serv-
ing customer’s needs better, AlokLall
,Executive Director, McCann Worldgroup,*
“Customer Service often takes a back seat

aaospmductandsu'wccmegmm.




PNB Metlife launches latest brand campaign taking holistic approach to customer centricity
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Launches latest brand campaign taking
holistic approach to customer centricity

PNB MetLife leverages trust, expertise and
reach to enable constumers to ‘Be Double Sure

JAMMU, NOV
27: Riding on the
success of the 'Be
Double Sure'
campaign, ‘which
showcased the
coming together
of MetLife, the
global Life
Insurance expert
and PNB, India's
leading PSU bank, the company is taking the next
step. towards engaging the customer through its lat-
est marketing campaign. The new brand campaign is
the creative rendition of how the organization has
moved towards customer convenience and service
which are the key reasons identified for believing
and investing in a brand.




PNB Metlife launches new ‘Be Double Sure’ campaign
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PNB Metlife launches new ‘Be Double Sure’ campaign

Publication: Uttam Hindu Centre: Chandigarh




PNB MetLife launches its latest brand campaign ‘Be Double Sure’

Publication: Yugmarg Centre: Chandigarh




PNB MetLife launches its latest brand campaign ‘Be Double Sure’

Publication: Milap Centre: Chandigarh
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PNB MetLife launches its latest brand campaign ‘Be Double Sure’

Publication: Desh Pyar Centre: Chandigarh
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PNB MetLife launches its latest brand campaign ‘Be Double Sure’

Publication: Divya Ranbhumi Centre: Chandigarh




