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Campaign: Playing To Win, Nokia Sales Summit 2009
Agency: amc asia! Singapore
Client: Nokia South East Asia Pacific

The Challenge:

Understanding that 2009 has been
a tough year for the telco business,
the theme for the Nokia “Playing To
Win” Trade summit was set as
“Playing To Win” and as an
incentive to a niche group of high
level distributors, delegates are
provided with the opportunity to
enjoy the lush, culturally enticing
Barcelona, Spain in a very
interesting manner while still
keeping to the objectives of the
event — introducing the new
development in Nokia, providing
networking opportunities and a chance to test out new products and services that has/or soon will
be introduced to the various markets.
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The brief for the Agency was to:

¥ Create a summit which would take
place at a unique location.

¥ Ensure a program that highlights the
device and the services introduced.

¥ Address the issues of the current
economic downturn and also ensure
that the distributors continue their
support and partnership with Nokia
through a unique thematic approach.
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In tandem with the Playing to Win tagline,
the Agency created a conference at the
famous Camp Nou, Barcelona’s leading
FC Barcelona stadium! Which included a special activity that had all the delegates, geared up in
their specially created Football jerseys to play football against a group of veteran FC Barcelona
players!
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Campaign:  Swiss Auction
Agency:
Client: Bernina of America

Launch Creative Marketing, USA
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SWiss,.
auction

the prices go down!

It’s the sale where the prices
go lower every day until the item is sold!

Your BERNINA Dealer will have special items selected and
will continue to lower the prices each day.

50, when you see a price you like - BUY IT!
Because once that Item Is gone, it's gone for good.

Enjoy a FREE GIFT with Purchase

On select models of artista, aurora, and activa %
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. & DesignerPlus
St Software v5
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of artista 730E

= Software v5

-
|
o

o with the purchase

of artista 640E

FREE
Embroidery CD
with 500 designs Y
with the purchase of
awora 430 or 440QE -~

FREE

Free Hand System
Extension Table,
Mettler Threads (set of 18),

and Measuring Tape
with the purchase of
activa 210

The Challenge:

NO MONTHLY PAYMENTS & NO INTEREST

If paid within 18 months

on BERNINA machines and/or software over $1000"
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Everyone knows the economy caused challenges over the past year, but imagine the effect on a
company that sells high-end sewing machines for over $12,000. Welcome to Bernina's world. Even

in a good economy, selling high-end sewing machines is difficult.

And the average consumer keeps their sewing machine for more than 10 years, so they are rarely
in the consideration set for a new one. So even though Bernina makes the highest quality
machines, they must create memorable, traffic-driving promotions to gain dealer support and
ultimately move machines. In January 2009 (could timing be worse?) Bernina introduced the
ultimate new machine, the 830.

The Challenge? Get consumers to see it, try it, and buy it, by:

¥

¥

¥

Gaining participation by Independent Bernina Retailers.

Driving consumers to stores.

Encouraging test-drives and ultimately machine purchases, especially of the new 830
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¥ Providing a fun event for both store owners and their customers to participate in to continue
build long-term relationships

Agency Response:
The Agency created the Bernina Swiss Auction.

Select machines were displayed in stores and marked with prices that, instead of being bid up,
went DOWN each day until the item was purchased. This is really called a "Dutch Auction", but in
America, it was renamed a "Swiss Auction".

Consumers were informed what the price of each machine would go down to each day, but were
warned not to wait too long, because once a machine was purchased, it was gone! The
promotion allowed dealers to feature whatever machines they chose (thereby increasing dealer
support), and the campaign drove traffic to stores.

The Swiss Auction was promoted via Direct Mail, email, online banner advertising, and via POP. It
was featured in dealerships nationwide, and the whole program was accomplished within a budget
of less than $50,000 (basically the cost of four 830 machines!).

The Results:

Though the Swiss Auction was a new idea that required some explaining to both dealers and
consumers, both quickly "got it".

This resulted in being one of the most popular promotions of the year for the Industry, with Dealers
(participation was nearly 50%, almost double that of the typical sweepstakes program), and
thanks in no small part to the increased store traffic and trade Jups this promotion delivered,
Bernina exceeded sales goals for the new 830 machine for the year in excess of their targets.
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Campaign: Martini Barmen School by Calabrese
Agency: R&l Group, Russia
Client: Bacardi Rus

The Challenge:

To win the loyalty of

Russian bartenders and !a:

establish a Martini-
community. According
to the well known
stereotype, bartenders
are considered to be
service personnel.

This sort of motivation
consists of a report on
how much a bartender
will earn through selling
this or that brand.

However, for Martini a
Bartender is an Artist!
To support this, Martini
has opened its Martini
Barmen School — a school for chosen professionals. The Agency offered bartenders what was
valuable to them indeed, The World’s Best Bartender — the legendary Calabrese — was invited to
be its advertising person.
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The apprentices had a chance to perfect their skill, communicate and create together with the most
prominent stars. June 26, 2009 Martini Barmen School opened in St-Petersburg, and June 26 —in
Moscow. During one whole week 120 students were working behind one bar with Calabrese to
create unique cocktails with the Maestro.

The second stage of the motivation program included a competition of 300 bartenders from 72
Russian bars; they competed for a very unique prize — 5 awardees got a job in a legendary London
bar of Calabrese.

The Results:

This project was a very much talked over event among Russian bartenders. From now on every
professional wishes to enter the school.

Upon completion of the program a decision was made to make Martini Barmen School a large-
scale annual event.



