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Campaign Title:
Wal-Mart AC/DC
Launch

Agency:
Arnold Worldwide
USA

Client:
Wal-Mart Stores

Wal-Mart Stores, Inc. operates retail stores in various formats around the world and is committed
to saving people money so they can live better. Today there are more than 7,390 Wal-Mart and
Sam's Club locations in 14 markets and more than 2 million associates serving over 200 million
customers a year, all around the world.

Marketing Overview

Black Ice, AC/DC’s widely-anticipated fifteenth studio album, was released on October 20th and
was the band's first studio album in eight years.

The agreement included the following items sold exclusively at Wal-Mart, Sam’s Club and online:
¥ Black Ice CD at the special price of $11.88

¥ AC/DC LIVE: Rock Band Track Pack - the first Rock Band 2 title to feature one specific band
and an entire album for video game play

¥ Licensed AC/DC and assorted “Rock” merchandise developed specifically for this promotion
Objectives
¥ Drive sales from midnight release through remaining sales days

¥ Create and concept an in-store cross category promotion selling CD’s, licensed apparel,
entertainment and beverages by transforming the Men’s Apparel area

¥ Engage partners in co-op offering with secondary in-store displays and features

¥ Drive fan excitement in NYC and LA leading up to album launch to generate buzz and press
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opportunities for Wal-Mart
Strategy & Tactics

After Wal-Mart and Columbia Records announced that they would sell AC/DC’s first new album in
8 years, “Black Ice,” exclusively at Wal-Mart, they turned to Arnold to activate that opportunity.
Wanting to attract a wide range of fans and build on the band’s cross-generational appeal, Arnold
designed a multi-dimensional program — inside Wal-Mart.

First, the Agency created “Rock Again” AC/DC mini-shops in more than 3,000 Wal-Marts
nationwide. These in-store experiential centers were strategically located in the apparel section to
leverage customer traffic and cross-sell. They featured live Rock Band Video gaming units for
customers to test out the newest AC/DC Live: Rock Band® Track Pack game and were
merchandised with Black Ice CDs, AC/DC apparel and cross-promotional pallet programs featuring
Sony, Pepsi, Doritos, Amp Energy Drinks and Sirius Radio.

To generate buzz and PR, the Agency developed a mobile tour with events in New York and Los
Angeles. “Black Ice” Cream trucks were the first locations to sell the new album starting at midnight
on the release date. We offered listening stations where fans could preview the new album and
demo the new AC/DC Live: Rock Band® Track Pack via a custom stage. Angus Young look-alikes
emceed the event and created excitement for the Rock Band competition for AC/DC tickets and
merchandise giveaways.

Additional support included National TV, Network Radio, Online, Outdoor, Pop-up Retail and Wal-
Mart specific in-store channels.

Results

Actual results are confidential.
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:’é Visit Scotland.com

( The official winter site of VisitScotland’s national tourism organisation.

Campaign Title:

White Invite

Agency:
Blue-Chip
Marketing, Y

Client: / Rt
ViS“SC OH q n d J9I0 5% In Scetiond this Winter 3 ;:(Jt‘

ann 392 25%

Overview

With an ROI of 287:1 this tie-in campaign revolutionized marketing in VisitScotland. Until 2007
paid advertising had been the traditional communication discipline for the organization. The ‘White
Invite’ Campaign, literally an invitation to the rest of the UK to visit Scotland in winter was an
entirely new approach: an integrated tie-in promotional campaign.

Deploying a small promotional budget, over 20 complementary partners were recruited who
provided free media/exposure and prizes/rewards worth an additional $613k. Via these partners
new audience segments were reached, and the creative proposition was delivered in varied and
innovative ways. The creative proposition was delivered in varied and innovative ways. The net
result was an influx of winter visitors to Scotland: 55% of those who responded to the campaign
came to the country, and against a target incremental tourism revenue of $16.5m they spent
$75m... AN ACHIEVEMENT OF 460% VERSUS TARGET.

The success of this tie-in strategy has led to its adoption throughout the annual marketing calendar
for VisitScotland, and a significant shift of ATL budget to promotionally led, commercial partnership
activity.

The following objectives were set for the winter 2008 campaign:
¥ Reach 1 million target consumers with a responsive message.

¥ Stimulate 50,000 visits to the campaign website.
¥ Generate £10 million incremental winter tourism revenue from these leads.
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Campaign Strategy

The core target audience for winter-breaks is a large segment called “Young Domestic Explorers.’

To reach 1 million NEW consumers with a responsive message, armed with a promotion budget, a
partnership strategy was adopted, with the following 6 key benefits:

+ Partners could be recruited for their AUDIENCE FIT versus VisitScotland’s target profile.

¥

Partners could be recruited who reflect and emphasize the CREATIVE strategy (ie in this
case with ‘Winter White’ credentials).

Partners would deliver the message at no cost, to their own audiences i.e. NEW GROUPS
of consumers.

Consumers would get the message through an UNEXPECTED medium, breaking through
the normal clutter of holiday advertising.

Consumers would get the message from a brand or service they already use and TRUST.

Many partners could give FREE PRIZES/REWARDS - which increase the budget, and
appeal to the promotionally sensitive target audience.

Campaign Concept

How to promote Scotland in winter? Well, the English love snow... but it very rarely snows in
Britain... except in Scotland - the only part of the UK where snow is GUARANTEED. Snow creates
a beautiful, peaceful and exciting backdrop... and a form of COMMUNICATION SHORTHAND for
the hundreds of ‘winter white’ things visitors can see & do in Scotland.

The message was captured in the 'WHITE INVITE' - an invitation to experience Scotland's...

¥

¥

WHITE SIGHTS - white castles, lighthouses, cottages, frozen lochs and snow-capped peaks.
WHITE BITES - fresh white fish and seafood, award-winning ice-cream and cheeses.

WHITE DELIGHTS - white ‘sale’ shopping bags from Edinburgh's famous stores, white
bouquets, white diamonds.

WHITE NIGHTS - the festival fireworks, city lights and nightlife.
WHITE FRIGHTS - ghost tours, historical cities and snow-clad battlefields.

WILD WHITES - the abundant wild animals and birds that turn white in winter... and many
other 'winter white' experiences, ranging from the ACTIVE white-water rafting and exploring
deserted white sandy beaches, to RELAXING amidst the white linen and white fluffy towels
of 5-star hotels and Michelin-starred restaurants... in fact, endless fascinating 'winter white'
things to see and do in Scotland.
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Some partners gave free 'winter white’ prizes/rewards and others free media/exposure coverage
on their packs, websites, in eDMS, mailshots and in their stores. 'Prize partners' were matched
with 'media partners' to create over 20 separate 'White Invites'.

Campaign Execution

All  exposure via promotional partners drove traffic to the CAMPAIGN WEBSITE,
www.visitscotland.com/white. The main partners and executions were as follows:

¥ Wiseman’s Scottish Milk — (‘The White Stuff’) on-pack offer 2.64 million packs.

¥ Hamilton & Inches Royal Scottish Jewellers, press launch, photo- shoot and free ‘White
Rocks’ (diamonds).

¥ Johnstons Scottish Cashmere — instore POS, plus 12,000 DM inserts, 500 free ‘winter white’
cashmere scarves; 43,000 OTS.

¥ Baxters Scottish Foods — ‘white winter soups’ promotion in Sainsbury’s Magazine; 504k
OTS.

¥ Walkers Scottish ‘White’ Shortbread — homepage banner for 14 weeks; free ‘white
shortbread’ product; 70k OTS.

¥ Peckhams Foodstores — POS, 14 weeks; 306k OTS.

¥ Blooms Florists — ‘white bouquets’ - eDM to 8,000 addresses, homepage banner for 14
weeks; 112,000 OTS.

¥ Cream of Galloway Scottish White Ice Cream — on-pack offer on 25,000 packs; 75,000 OTS.
Plus: Miller's White Gin, Arran Aromatics, Brodies (luxury white chocolates), Stobo Castle Spa,
Cally Palace Hotel.

Results

The Campaign achieved a reach of 3.75 million OTS. 375% v target.

¥ Stimulated 50,000 visits to the campaign website, 104,000 visits to the campaign website =
208% v target.

¥ Generated $16.5 million incremental winter tourism revenue and $75 million incremental
revenue = 460% v target.

Of the respondents to the campaign who were surveyed by TNS for revenue evaluation purposes,
55% visited Scotland during the campaign period.

All achieved without any Advertising.
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FACT: Breakfast cereals

Campaign Tifle: A\ & s
Ke"oggls Wq ke Up To & health & wellbeing.
Breakfast

FACT: People who eat cereal
for breakfast each day are
less likely to be overweight
than those who don’t.**

Agency:
Blue Chip Marketing |

(Manchester) p
UK

school or work.***

Client: 3 compelling facts
Kellogg Company 3 CReliBLe celebrities
1 clear call to action

@ WAKE UP

A to BREAKFAST

KELLOGG'S WOKE THE NATION TO THE
SOUND OF BREAKFAST

Did you know that 27m of us regularly skip breakfast? That's 45% of the UK population and it is a
health time-bomb waiting to detonate. Kellogg's wanted to do something about this and asked Blue
Chip to develop a campaign to encourage skippers to start every day with a balanced breakfast -
with Kellogg's at the heart of it, naturally. National Breakfast Week was the obvious launch pad and
a strong "Call to Action" was developed to optimise the impact of the message. Complex nutritional
arguments were distilled into 3 compelling messages each communicated by a different credible
celebrity expert - lan Wright, Jo Frost (Super Nanny) and Philippa Forrester.

The campaign rolled out onto 156 million packs across 28 Kellogg's brands with direct
communication to a further 4.4m profiled households, each offered a powerful trial incentive. By
the end of last Summer, 140 million more breakfasts had been eaten than before and 440,000
skippers now eat breakfast every day. As a direct result, sales were up across the kids portfolio by
16% and 11% overall.



