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The Constant in Life’s Changes 



 

Executive Summary 

Sagicor Life Insurance Company entered the US market in 2005 and offers the same help with 

various insurance and financial needs they have offered since inception over 160 years ago in 

the Barbados. The IMC plan will be used to create awareness of the brand and its offerings.  

Digital billboards, radio ads, Valpak mailings and social media outlets are the main ways in 

which the Kick off Kid will be promoted to the Tampa Bay and USF area. Sagicor Life Insurance 

Company has many opportunities in the Tampa Bay Metropolitan area, and if exploited, could 

create new strengths for the company. Some of Sagicor’s goals are to increase overall 

awareness of Sagicor at USF and the greater USF area, increase website traffic while decreasing 

bounce rate, and encourage visitors to request more company information i.e. at least 20 

requests weekly . In order to reach its goals and objectives, the proposed promotional plan will 

cost $49,920.00. The following points summarize the important promotional efforts. 

 The Digital billboard will indicate information about the kick off kid sweepstakes and 

draw interest to the site by displaying a cut of a child with the words “Your Child Here”. 

The billboard will also include the USF Bulls mascot and a child out on the field enjoying 

a game. The website for signing up will be included. 

 

 The radio ad will be more detailed and outline more information about the benefits of 

the promotion and what is in it for the parent/guardian and the child. This media outlet 

will reach a large portion of the target market and will create buzz and website traffic 

 

 With the use of social media such as Facebook and Twitter, Sagicor can include the 

Tampa Bay area by featuring the “kid of the week”.  This will allow local faces to be in 

the spotlight and be more relatable. A strong social media presence will allow Sagicor to 

build meaningful relationships with people by being interactive with the population. The 

Sagicor kid’s photo contest will be specific for live action photos including playing little 

league sports, playgrounds, fishing, and anything with kids being outside enjoying life. 

 



 

 Sagicor will implement information sessions and become more visible at the University 

of South Florida which will create awareness of the brand, the spread of awareness and 

buzz to student family members and will be the brand of familiarity upon graduation of 

students. Attending career fairs will also enable Sagicor to reach the USF students. This 

will create visibility among the USF student population to ultimately consider life 

insurance as a career path and Sagicor as a company they would like to work with. This 

involvement on USF campuses will show Sagicor’s commitment to its vision of 

enhancing the lives of the people in the communities in which they operate. 

 

 Google Analytics will be used to monitor website metrics. The expense counter provided 

will show consumers that a small decrease in weekly spending on items such as coffee 

can provide families with increased security. Becoming more interactive and giving 

incentive for visiting the Sagicor site will increase site traffic and decrease bounce rate. 

 

 Valpak mailings will increase awareness of brand and kick off kid promotion. The 30 

random winners of $250,000.00 worth of term life insurance for a year will become 

thankful for the brand and exhibit positive word-of-mouth which will ultimately create a 

positive brand image and increased sales. This word-of-mouth will drive consumers to 

the website where they will request company information. 

 

 The relationship established with the Boys and Girls Club of Tampa Bay brings an 

exciting opportunity to offer these children the chance to play a charitable flag football 

game prior to the final USF home game. Sagicor will also sponsor five local little league 

baseball teams in an effort to become a recognized brand in the community. Both of 

these public relation efforts will give the company a positive brand image and increase 

awareness as well as the potential for more requested information on the website.

 


