
This is an interesting story of the success of highly strategic, cost efficient marketing.

Cirrus was an unknown, ten man technology team based in Sydney aiming to tender for the $1million+ contract to 
re-engineer the sonar and radar systems of the Australian Navy’s Collins Class Submarine fleet. The failure of this 
fleet was a highly controversial embarrassment to the Australian Government so it was going to be a sensitive and 
scrutinised decision.

Competition for the contract was strong, with long-established USA consulting firms, ten times the size of Cirrus, 
operating in the Asia Pacific market.

The small team had very little budget. Our solution was to place media in the military/naval specialist magazines. 
These publications, with tiny circulation but a highly specific, target-enriched readership, are filled with half page 
advertisements. We saw the opportunity to cheaply dominate these magazines over the two months prior to the 
tender by buying double page spreads. An advertisement that gave the impression of Cirrus’s professionalism was 
created bearing an ‘end to end’ service message. 

The impact and relevance of the campaign put Cirrus on the radar, and they subsequently won the contract.
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