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S U M M A R Y  P A G E 

John Deere is a company that has always prided itself on unmatched visibility, but with WorkSight, 
they’re taking that to the next level. That’s because it’s true next-generation technology. It not only 
lets you remotely see exactly where your entire fl eet is at any time, it also shows what’s happening 
inside each machine—including potential costly problems.

S U M M A R Y  W O R D  C O U N T :  5 7
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A B O U T  T H E  C L I E N T  C O M P A N Y

Deere & Company is a world leader in providing advanced products and services and is 
committed to the success of customers whose work is linked to the land—those who cultivate, 
harvest, transform, enrich and build upon the land to meet the world’s dramatically increasing 
need for food, fuel, shelter and infrastructure. Since 1837, John Deere has delivered innovative 
products of superior quality built on a tradition of integrity.

S T R AT E G Y 

While WorkSight technology is included as standard equipment on most John Deere machines, 
very few purchasers take advantage of it or understand the benefi ts. This campaign was 
designed to both launch and thoroughly explain the benefi ts of WorkSight technology to 
customers in a visual way that breaks through extreme clutter.

O B J E C T I V E S  O F  T H E  C A M P A I G N

Create greater awareness and understanding of WorkSight solutions and the benefi ts they offer 
if utilized as a reason to buy John Deere products.
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T H E  TA R G E T  A U D I E N C E

Construction fl eet managers and contractors, particularly those with large fl eets or equipment 
in remote locations where it’s diffi cult to manage and monitor equipment health—these have 
the most to gain and yet are the least aware of WorkSight and its benefi ts. Since the service is 
very technical and multi-part, it’s a lengthy story to communicate. In addition, local dealers often 
don’t understand the solution and therefore are hesitant to promote it to customers.

M E D I A ,  C H A N N E L S  O R  T E C H N I Q U E S  U S E D

Print and banner ads were used to reach “around” the dealers and generate direct awareness 
and interest in WorkSight. These led to web pages (www.JohnDeere.com/WorkSight) including 
detailed descriptions of each part of the service and included video demonstrations to more 
quickly explain the technical points and benefi ts.
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T I M E S C A L E S  O F  T H E  C A M P A I G N

Research and problem analysis began in early 2012. The WorkSight 
campaign launched in April of 2012 with fi rst round metrics given in late 
2012. The media portions were heavied up following that and are on-going.

B  U  D  G  E  T S 

These details were provided to the judges in the original 

submission but are commercially sensitive and therefore 

confidential.

R  E  S  U  LT  S

These details were provided to the judges in the original submission but 

are commercially sensitive and therefore confidential.

T I M E S C A L E S  O F  T H E  C A M P A I G N

campaign launched in April of 2012 with fi rst round metrics given in late 
2012. The media portions were heavied up following that and are on-going.

The guy who invenTed The “idioT lighT” 

never saw This one coming.

Presenting John Deere WorkSight™.  A remote fleet management system that does 

more than flash a warning light. It brings together your machine, your technician, 

and you — identifying potential problems and suggesting solutions. It’s the kind of 

true next-generation technology that not only remotely shows where your entire 

fleet is any time of day, but what’s happening inside each machine — everything 

from simple vital stats to complex diagnostics. Meaning you’ll see repair tasks that 

used to require an on-site visit, now done remotely. You’ll also be seeing a lot more 

uptime as well. See more online or contact your dealer.

www.JohnDeere.com/WorkSight

20 West Kinzie Street, Suite 1400 312.595.0203 main
Chicago, IL 60654-5837 www.gyro.com

JOHN DEERE WORKSIGHT
18-1 VIDEO PRODUCTION, UNDER 2:00
LINK
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IGNITE
SOMETHING...

C L I E N T  T E S T I M O N I A L 

gyro’s John Deere WorkSight campaign overcame a couple of big challenges for us: 1) How do 
you show something you can’t see? 2) How do you attract attention to the subject of technology 
in an industry where iron traditionally takes center stage? 

Since John Deere WorkSight software is invisible and the hardware is not exciting to look at, 
gyro placed the data captured by the technology around the machines it was captured from—
along with the recommendations provided to contractors. 

The campaign’s unique visuals, which were expertly manipulated engineering geometry, had 
plenty of stopping power within trade publications where yellow machines working on jobsites 
appear page after page. Even more compelling than the print ads was the overview video for the 
John Deere web site and YouTube where an actual machine on a jobsite transformed into the 
print-style visual. 

It was a unique, remarkable campaign for a unique, remarkable construction industry offering. 

—Scott Ford, Creative Manager, John Deere Construction & Forestry Company

M A I N  S U B M I S S I O N  W O R D  C O U N T :  4 7 1

S U B M I S S I O N  E N D
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