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Apollo joins newly created Activations Division

MAY 2011

Apollo’s parent company, Aegis Media has announced the launch
of an Activations Division that will see Apollo Marketing join forces
with Impact and Synergy.

New Zealand agency Synergy offers a full range of field marketing
services, including in-store sampling, experiential marketing,
mystery shopping and visual merchandising. Impact is an
experiential marketing agency which has been a market-leader in
Australia since it was one of the first specialist brand activation
agencies to launch here in 2000.

The new division is headed by Will Riley as Managing Director of
Activations. Will founded Apollo Marketing in New Zealand in 1997
and expanded the business to Australia in 1999.

Will said “Apollo, Synergy and Impact are extremely complimentary
businesses and it makes sense to house them within one division
which is dedicated to helping our clients reach their consumers
through engaging experiences that drive a deeper brand connection,
especially at the point of purchase.”

“As part of the largest communications group in the region, we are uniquely placed to leverage the trend towards
results-based consumer and shopper engagement that drives awareness and converts interest into measurable
business results.”

“We will continue to deliver award-winning and effective work for our clients and they’ll have the additional benefit of the
new opportunities that the synergies of our Activations businesses will deliver.”

We are also delighted to announce several resulting promotions at Apollo:

¢ Ruth Money has been promoted to Managing Director of the Apollo Marketing Group overseeing both New Zealand
and Australia

¢ Richard Woods has been appointed General Manager of Apollo Australia
¢ Lizzie Pobiega has been promoted to Senior Group Account Director

Congratulations to Chantal Smith on being accepted

into AWARD School!
Apollo recently attended the 2011 AdNews Agency

of the Year Awards, where we were a finalist in the
Promotional Marketing category. This was the third year
in a row that Apollo has made the finals and the team
definitely enjoyed a great night out!

AWARD School is a course that challenges ideas, creative thinking and
the processes involved in generating great ideas. From well over 1,000
submissions (involving a questionnaire and submission of a folio), a shortlist
of only 100 people are accepted into the course.



FEATURE CAMPAIGNS

Purchase any specially marked ‘Win 1 of 3 Jeep Wranglers’ DRUMSTICK Single
Cone or Multi-Pack product and then SMS or go online for a chance to WIN!
Promotion starts 12:01am AEDST 03.01.11 & closes 11:59pm AEDST 28.02.11.

MONTEITH’S GWP
A TASTE OF SUMMER COOKBOOK ¥

Consistent with Monteith’s food and beer matching brand proposition,
Apollo New Zealand developed a bespoke Monteith’s Cook Book which
matched a number of classic summer dishes to the Monteith’s variants.
Offered as a guaranteed reward, this gift-with-purchase promotion was
run nationally in supermarkets to help boost sales over the key summer
trading period. The offer was supported by POS and a custom designed
display unit ensuring maximum cut through in store.

The initiative was hugely successful delivering a 175% sales increase
and propelled Monteith’s to a 66% share of the Craft Beer Segment -
an increase of 8%, which is phenomenal growth in a traditionally loyal
market.
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DRUMSTICK
SUMMER CLASSIC PROMOTION

Drumstick ice cream cones have been an Australian summer classic
since 1963 and Apollo Marketing was tasked with developing a consumer
promotion to reinforce this brand heritage whilst driving sales over the key
trading period of summer.

The ‘Summer Classic’ campaign was therefore developed using iconic
summer prizes that resonated with the target market (25 year old male).
For them, ‘Summer’ is all about getting away on a road trip with your mates,
the car packed for an adventure and living in a pair of board shorts 24/7.

The major prize pool of 3 Jeep Wranglers, loaded up with ‘Road Trip’ themed
prizes (tent, surfboards, esky, cricket set, etc) was offered for maximum
cut through. In addition, a secondary prize tier was implemented to drive
momentum throughout the promotional period with 10,000 Billabong board
shorts being awarded.

And the results? Here’s what our client said: “You guys hit the nail on
the head with the prizes for this target audience. A record number of
entries were received with sales and market share in both grocery and
impulse channels well above targets. We're confident that this campaign
has cemented Drumstick’s position as Australia’s favourite cone.”
Andrea Hamori, Senior Brand Manager
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TRAVELEX
INTERNATIONAL MILLIONAIRE A

Due to its exceptional consumer and retail engagement, the Travelex
International Millionaire promotion was run for its 3rd consecutive year.

An insured prize game where the winner is guaranteed to walk away with
One Million - they just don’t know what currency! This year, we included an
additional trade component whereby they also had the chance win

One Million.

The prize event was held on 30th March at the Travelex head office. First
up was the consumer, who had the opportunity to draw from 300 mystery
moneybags. Their chosen envelope revealed One Million Sri Lankan Rupees
(approx AUD$10,000). Second up, the trade winner was asked to pick from
the remaining 299 moneybags, and again One Million Sri Lankan Rupees
was selected! Overall the promotion was again deemed a success with huge
brand exposure for Travelex and two very happy winners.
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“The first littie
memory on

ANZACDay
belongs to Jack”

Keith Payng, VC 0AM (Victoria Gross, 1969)
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THE 2010 RAISE A GLASS APPEAL.
HEAR KEITH’S STORY AND SHARE YOURS AT

. RAISEAGLASS.COM.AU

RAISE A GLASS APPEAL

For the third year running, Apollo Australia are proud to play an integral
part in the 2011 VB Raise a Glass Appeal. This powerful, cause related
campaign brings together three of Australia’s most respected icons (VB,
RSL and Legacy) with the aim of raising funds and further awareness.
This year, the fundraising bar has been set higher than previous years
and Apollo is facilitating consumer contributions in bars, pubs and
clubs around Australia. By employing engaging POS, incentivising trade
donations, installing collection boxes & creating in bar donation tracking
and we hope to surpass the targets once again.

To find out more, watch the new ads or make a donation, visit
www.raiseaglass.com

To engage consumers over the summer period for the Pump brand, the
Pump Up Your Pay promotion was once again brought to market.

This tactically smart and single-minded concept saw one lucky consumer
winning a year’s pay (with a minimum of $25 000 and a maximum of
$150 000). Plus, every day one lucky winner from that days entries won
$500 cash! In the minds of consumers Cash is King, and this relevant
and aspirational offer captured the imaginations of consumers as they
thought of what they would do if they won a year’s pay.

PUMF and scratch to

Promotional Marketing Workshop
Consumer Insights and Trends

Apollo Marketing is currently running a number of Promotional
Marketing workshops with our clients.

The workshop showcases the latest in consumer insights and
promotional trends both locally and around the world.

All sections showcase studies and identify key learnings which
will allow our clients to take their campaigns to the next level.

The workshop covers:

e 2010 IMI Consumer Research Review — what does it
mean for you?

e (CCS - snapshot of consumer insights

e Using entry data to start a conversation with your
consumers

e Social Media in the Promotional Landscape
e Digital Activations within Promotional Marketing
e Shopper Marketing — what’s all the hype about?

If you would be interested in attending one of these
workshops, please email your Apollo Account Director or
main contact.

DID YOU KNOW?

2%

Percentage of consumers
who have purchased a
product in the last 12 months
because it donated a portion
of the sale to charity.
This figure is on the rise™

*IMI International ConsumerTrack 2010



