When you are doing a good business, the next step is to make
yourself a brand. Consistent efforts are required to keep
yourself high up on the ladder, that’s where Flags stepped in to
help out a growing relocation company!



CASE STUDY
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Interem is a leading global relocation services company headquartered in
Jebel Ali, Dubai, UAE. It is part of the USD 450 million Freight Systems
Group, which has business interest in Shipping, Freight Forwarding,
Warehousing, IT / ITES, BPO and Relocation services.

Having started its operations in 1995, Interem expanded its footprint into
Kuwait, Qatar and India in a short span of time, with a clear focus on the
India and Middle East business. Interem was the 1st MNC in the relocation
industry to start the India operations, way back in 1997 and today, India is

the biggest market for the group.
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Services offered by Interem:

Packing and moving services
= Relocation Services

= Corporate/Business Moving
= Warehousing Solutions

= Product Handling
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FLAGS COMMUNICATIONS ROLE IN THE ORGANIZATION

|
|

Flags Comm was approached for a very special purpose. Interem was doing a good business
but there were other players who were taking the ad’\/antage of that. Interem being an MINC
has a distinguished professionalism but um‘ortunately many local players were using their
name for getting the work and whenanyiissue arlsei it hampered the brand reputation.
Despite serving the fortune 500 brands and the mostielite class, Interem’s name was not
well known! That's where are entire Marcom exercise\x\was required!

)

= Marketing & Advertising | = Digital Marketing : |
./-_

= Brand Management = Public Relations
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k INITIAL
CHALLENGES:

Relocation is not/a known term in the Indian market and is often

misunderstood with Movers and Packers.
This sector is higﬁ)ly unorganised in India |

iy \
Brand with highest recall does heavy B2C advertising

e

Communication was required to justify premiun being charged for

La"s}ervice which is l)ffered at less than half a price by local players.

Interem has always been a conservative spender when it comes to

~
marketing & advertising

Brand outlook was not justifying the niche working organisation

was doing
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HOW FLAGS PLAYED THE ROLE QF A MARCOM AGENCY?

|
il |

As an integrated MARCOM agency, Flags took Lﬁpon the complete exercise for |

branding and rebranding Interem Relocations."ﬂ\Steps followed were:

Understanding the entire relocation market with thorough study of key

international players \'

= SWOT analysis was carried out which the even brand had not done before

= Understanding the competitors and their working.

= |nterem has a bouquet of services which it offers. Hence customised

communication strategies were drafted for different services.
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HOW FLAGS PLAYED THE ROLE QF A MARCOM AGENCY?

!l |
Drafting International Communication material for various markets was alsq in
: \
{ E

our scope -\'

Aggressive Digital marketing and PR exercise\s was carried out to create a solid
A x\

brand image Wi
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MARKETING COMMUNICATION

{
i | |

While some of thednterem’s services requirel.d B2C communication, the larger
part of Interem’s communication was BZB'*\With the primary target being:

= Corporates | \
\

= Business houses
= Expats and Diplomats | (
= Inter-city or International shiftings

= |ntra-city relocations
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Multiple brainstorming meeting were carried out with the top management of

Interem in India and their pain points were \'lNeII understood.

Brand positioning was clearly defined, as to nlwhich space we wanted Interem to

|
occupy. |

\

Brand was completely reva'mpgé"d_ by bringin%in a change in the entire corparate

outlook. Website, Brochuré, Corporate movies, Corporates ppts etc... all the
.. \

collaterals were being worké@l upon.
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= Umbrella Brand campaigns with a mix of service spécific campaigns were rolled out

= Differentiation campaigns were required to make Interem look class apart from

others.

l.

i

\

\
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l.

N "ﬂ
Marketing strategies were made for important partnerships and associations and

then the relevant communication was being\carried out.
\

Communication material a’nckpresentations for various international markets were

designed keeping in mind t_hé nature of servicé.being provided there.

i

flagscom.in



ST e e ™ " oz
-— " ;
= ..\\\ d \..-m\‘

e
- =
— [




ST e e ™ " oz
-— " ;
= ..\\\ d \..-m\‘

e
- =
— [




ST e e ™ " oz
-— " ;
= ..\\\ d \..-m\‘

e
- =
— [




ST e e ™ " oz
-— " ;
= ..\\\ d \..-m\‘

e
- =
— [




/i

= Strategic communication were derived for irxportant partnerships

= PR exercise was carried out"“tcg create awarentL.ss around the brand
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| |
= Aggressive Digital marketing is'done to deal t’/vith the fake Interems.
= Aggressive digital marketiﬁg is done in domestic as well as international markets

f) |
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B2B COMMUNICATION

|
|

| |
= Multiple Direct communication from the CEO’s Desk were rolled out |
‘ ! |

\

\
\
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B2B COMMUNICATION

{
i | |
|

% 4 4 .l . J ! .
Internal communication was channelized. Internal branding exercise was carried

|

Wty \
out. Truck branding, uniforms, corporate r'\equirements etc.. everything was

\

handled by Flags 7 \
\

Lot of focus was given to the employee communication
s
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B2B COMMUNICATION

{
i | |

Brand achievements and accreditations/ dertifications were being |

communicated to the stakeholders. "\

{

Trade magazines and other communicatio\w mediums were used for

communicating brand u§p’§. \
Events were organised to get the stakeholders together. _ |
(i

Lot of emphasis was given on agent communication as that was the key.
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ACHIEVEMENT/ SUCCESS STORY

|
i | |

There is a visible change in Interem from Pre Flags to post Flags era |

T "ﬂ
Interem has largely got rid of their biggesﬁproblem of how to handle fake

Interems \

| \
The corporate feeling is mﬁch visible in everythmg the organisation does

today even to the end customer | _ |
|/-_

Excellent ROI achieved for the undertaken mérketing efforts

Last but not the least, 4 years down the line, F"Iags is still the Marcom agency

for the company
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!l
Flags Communica l‘/O/?S takes /mmense pride in our associa tion

W/th /nterem Re/E)ca tions.

We share exce//efzt rapo with th¢ brand and the story

continues...
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We had a challenge|in hand for onboarding an agency which
understood both B2B & B2C Marketing. Not just that, it
required to have anjacumen of International & Domestic
marketing too. Flagéturned out to be the best bet for|us, as
they just didn't undérstand our business and growth iIan but
alsg created an excellent way forward strategy . We cjntinue
to éfow across the markets we operate in and we vaIué our
journey with Flags a lot . We look forward to many more years

with them as our marcom partners.

RAHUL PILLAI
CEO
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THANK YOU

LET’S CONNECT @ 09310055885
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