
      
 
Title of campaign: OLX for International Women's Day 

Brand / advertiser: OLX Poland 

Media Agency: 180heartbeats + JUNG v MATT 

Creative Agency: 180heartbeats + JUNG v MATT 

Awards:  

• Branded Content – Bronze 

• Non-Profit / Corporate Social Responsibility - Bronze 

Campaign video: https://vimeo.com/396921353  

 

Campaign Summary 

Women work 68 unpaid days, per year, on average. This is due to the difference in wages between 

women and men, which amounts to 18.5% - according to data published by the Central Statistical 

Office. Competence has no gender and should be the only one to decide on pay, the right of 

promotion or responsibility. OLX Poland, which is the biggest job board in Poland, highlighted these 

inequalities in a provocative campaign, premiered on International Women’s Day. A video introduces 

us to the imaginary workplace of six women. Each of them has a different problem, which can be 

solved only by one, unreal thing - The Balls (‘no balls’ is catchphrase which is similar to “no way!”). As 

the narrator said, “The balls are a guarantee of success and pass to the world of career”. In a 

humorous manner, we underline gender salary disparities. As a part of the campaign we also made 

five testimonials, each one of them educate viewers about following: glass ceiling, tokenism, or 

ostensible sharing of power, self-discrimination, sticky floor and velvet ghetto. OLX Poland gave 

women the support and provided an opportunity to educate about all of this: 

https://vimeo.com/396921353 

 

Objectives and Strategy 

We have discovered that in Poland women work an average 68 days, per year, without a salary. This 

is due to the gender pay gap of 18.5% - according to data published by the Central Statistical Office of 

Poland. With this insight we highlighted the problem of equality in the workplace. Beside the pay gap 

we wanted to show that equality should supposedly apply to other situations in professional life. We 

aimed to overcome the stereotype that women should be like men if they want to be treated at work 

equally. The insight behind the campaign was that women consistently underestimate their skills and 

potential, while men overestimate theirs. Our goal was to highlight to society and employers how bad 

the situation for women in work in Poland is. We decided to produce a funny, controversial viral video 

with a shocking ending. 

 

Execution and Media 

The main distribution channels were OLX Poland social media profiles - Facebook and YouTube and 

a campaign website, bezjaj.org (meaning literally “no balls”). ‘The balls’ refers to a Polish 

catchphrase, which meaning is similar to “you kidding me” or “no way!” We wanted to reach workers, 

who use OLX job advertising service to look for the best job offers, employers and also to the average 

Joe. Every day, several million users visit the OLX website - over a billion views per month. Therefore 

we also hosted campaign banners on the OLX Poland website too. The complete set of movies and 

additional information, about equality rights, is still available for the audience at the website bezjaj.org.  

 

Creative 

Stop breaking my balls - this sad fact of a woman and employees of a corporation in the viral OLX film 

blooms through verbal and literal treatment. The heroines of the campaign were played by well-known 

personages in Poland: Olga Bołądź, Olga Kalicka, Katarzyna Pakosińska, Tamara Arciuch, Paulina 

Mikuła and Agnieszka Rylik. We placed the video on social media and on bezjaj.org.pl. Beside the 

main video, viewers had access to short spots about individual problems such as sticky floor, velvet 

ghetto, self-discrimination, glass ceiling, and tokenism. 
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Innovation 

Salaries are still an unheralded subject, not only in Poland but also in other CEE countries - but this is 

something commonly known. After publishing the video the rude tidbits starts came out - to raise a 

question of the gender pay gap is like walking a tight rope. Society is still in denial can react 

aggressively. Our mission was to lead the society to a discussion and to throw away the ideologically 

blinkers, and educate as well as employees as employers.  

 

Results 

Mostly we promoted the campaign on social media and we achieved over 5.5 million views. The total 

campaign reach on Facebook was 7.8million unique users.. According to SoTrender Reports, by 

using Facebook for the video premiere, we achieved second place in two categories - users activity 

and engagement (58% increase), compared to the previous month. The video for International 

Women’s Day had over 135K reactions was shared over 24K times, and triggered discussion with 

close to 20K comments - thanks to that, it stood out as the most popular post in March trade category 

in the Polish market. PR reach was over 60 articles in top titles like Polish Vogue, Elle, Ethical 

Marketing News, or Little Black Book. Thanks to that we achieved over 2 million of additional reach for 

these articles, and over 300K PLN media equivalents. 


