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‘OVERVIEW | %KGROUND
Aerosmith is one of rock music’s icon
followers, 15 million.Facebook fans and 11, OOO Instagram followmg, Aerosmith

S o “5‘5 ““““““““““““
““““““

**&

is emerging as one of the most social savvy artists in the music business. The
#SamplePromoHashtag campaign is a social media based initiative that will
afford a brand the ability to market to Aerosmith’s engaged social audience.










drive substantial trwfflc to* a part|C|pt|ng brand S Iandmg pages and social
profiles. Depending. upon the call to action, we've proven that this type of
promotion also has the potential to generate traffic to the brand’s brick-n-mortar
store locations The store locations. The by product of this traffic will
undoubtedly be thg potentlal for significant incremental sales.
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- second moduJe is the actlvatlcn af an exﬁisive
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Super VIP Package
* Round-Trip Airfare * 4 days 3 nights hotel accommodations
* $500.00 spending money * VIP Passes to the show

* Concierge service during the show * Priority first 5 rows seating
* Special Swag VIP Gift Bag * Meet-n-Greet with Aerosmith
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The second aspect of the campaign W|II be a "flock to unlock" component
wherein once 2,000 people have participated in the promotion, EVERY person
that enters via re-tweeting will be a given a free gift, 50% off coupon or a special
promotional purchase code to be used on the partner's site or redeemed at a
store location.
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The ultimate grand_ prize {
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at random and award
the participating
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We solely focus on developing sports and
entertainment oriented, experiential, promotional
activations that are fueled by social media.
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By leveraging established relationships with artists,
promoters, festival producers and socially savvy
brands, we're able to create those moments that matter
most to today's audiences.



Wewﬁ belleve that these types of initiatives are the essence
somal medla marketlng and the future of sponsorship.




" NEXT STEPS

We welcome the opportumty 1{o) work ‘with Aerosmith to develop thil’s type of
Initiative. In order for us to brlg/g interested brands to the table, we-would simply

need approval from band man

gement to bring offers that meet the bands

financial requirements. PIeaSe understand that the artist will maintain final
>d|scret|on on any brand lntegratlons
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