
SHOW, DON’T TELL, VOLVO’S BRAND VALUES
With Haberman and production partners, Volvo created the annual Volvo for life Awards , 
the largest-ever national search for and celebration of everyday heroes. Designed to show, 
rather than tell, Volvo’s brand values, Volvo rewarded the heroes’ achievements in Safety, 
Quality of Life and Environment with millions of dollars in charitable contributions and story 
placements by Haberman.

People nationwide visited www.volvoforlifeawards.com  to nominate and vote for their 
favorite hometown heroes. A panel of celebrity judges selected the winners, who were 
honored at gala events in high-profile New York venues filled with national media Haberman 
invited. 

SUSTAINABLE CHANGE IN COMMUNITIES NATIONWIDE 
Over a six-year period, the Volvo for life Awards received more than 18,000 hero 
nominations. Haberman generated approximately 2.4 billion media impressions and $100 
million in publicity value. 

Haberman spread Volvo’s brand message far and wide, inviting hundreds of nonprofits and 
philanthropic entities to nominate heroes. The storytellers garnered 18,000 stories in such 
outlets as NBC’s Today Show, CNN, New York Times, CBS Early Show, 60 Minutes, 
Guideposts, Time for Kids, Chicago Tribune, Washington Post, ESPN and FOX News 
Network. 

Roger Ormisher, former vice president of public affairs, Volvo Cars of North America, said, 
“Haberman brought the brand to a whole new target media. They consistently and 
successfully projected Volvo’s brand values in the most positive and uplifting way. The 
campaign captured the media’s hearts and minds like no other brand or corporate citizenship 
campaign before.”

Zach Bonner, advocate and fundraiser 
for homeless children nationwide, 
receives the Alexandra Scott Butterfly 
Award from judge, Jay Scott.

CORPORATE SOCIAL RESPONSIBILITY 
AT A GRASSROOTS LEVEL

Program creation and implementation, media strategy, 
media relations, event development

www.volvoforlifeawards.com

$100,000 in hand: hero Rose 
Mapendo helps more Africans who 
need humanitarian aid efforts.

Throughout its history, Volvo has put its core values of safety, quality of life 
and environment into action, creating some of the safest, greenest, highest-
quality vehicles the world has ever known. For its 75th anniversary in 2002, 
Volvo sought a new way to demonstrate its beliefs, humanize its brand and 
create an emotional connection with people across America.
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Honoring everyday heroes – 
inspiring change around the world.
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