Being Local with Brand Activation Marketing

THE FAMILY PARADOX: WHERE HAVE ALL THE FAMILIES GONE?

MarTech, data, and brand purpose may bring brands closer to consumers,

but its the brands that play a role in bringing consumers closer to each other who will
emerge the winners. In this session we'll explore how putting family first will reveal
where to reach this coveted audience. At the same time, we'll take a closer look at

how one brand designed a national campaign and activated locally to engage with
families in an often overlooked market.

Mark Giovino
CEO & Founding Partner
Allionce Group

Lena Antin
Senior Associate Brand Manager
Mondelez
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Consumers See more than 10x number of ads today than they did in
the 1970’s. In 2019, for the first time in history digital advertising
eclipsed traditional media (magazine, newspapers, tv, billboards)



The intention of martech, data, and doubling
down on brand purpose is to bring brands closer
to consumers

But the Brands that bring consumers closer to
each other will emerge the winners!
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iﬁesearch shows that Millennials apd Gen Z are not interested
A

in S|tt|ng on the sidelines or being part of the crowd watching
‘others on the center stage of life!
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(Statista)

MEDIA

93% of consumers claim that live events had a
larger influence on them than TV ads.
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https://www.statista.com/statistics/307721/influence-live-events-consumers-usa/

Family Decision Maker

The democratization of the family decision making process, now made as a “committee” makes a
compelling case for reaching the family when they are all together at the same time!
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U.S. Zoos & Aquariums have more annual attendance
than any other property across the country!

Annual Attendance (U.S. properties)

Zoos & Aquariums 195 million

Walt Disney
Attractions

MLB 74 million
Live Nation
Six Flags Theme Parks

NBA

Y e
ALLIONCE

Marketing Partner of U.S. Zoos & Aquariums

NFL
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M Annual Attendance Sources: AZA, TEA Global Attractions Attendance Report,



National Scale with Local Activation

230 Accredited ©®
Zoos & Aquariums N T
Nationwide 2 By
48 of the top 50 %a
media markets o
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ALLIONCE

Marketing Partner of U.S. Zoos & Aquariums
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With an average visit of 3 to 4 hours, visitors to zoos and aquarlums are uniquely “in the
moment”, offering a rare opportunity for brands to engage with families at one of their
most authentic and connected moments, thereby establishing deep, meaningful
relatlonshlps that are not avallable at other venues.



PURBBSE: CONSUMERS EXPECT MORE FROM BRANDS!

| Consumers believe that brands'have the power to make the world better and research
shows that brand actions and partnerships influence their purchase decision. Nine out of

| ten people feel better about a brand if they focus on an environmental or social cause.
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Teddy
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DISCOVER with
TEDDY!
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ALLIONCE

Marketing Partner of U.S. Zoos & Aquari




Experiential

Teddy mascot activation
Scavenger Hunt

Sampling

Exhibit integration

Bear Feeding sponsorship
Conservation support
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= #DiscoverWithTeddy




Branding/Sponsorship

Oakland & LA Zoo — Sponsor of Volunteer program
San Diego Zoo — Bear Exhibit Signage — DYK educational facts
Cleveland Zoo - Presenting sponsor of Discovery Nature Ridge

Franklin Park Zoo — Wonderfund partnership to support local
foster families to visit the zoo for free

For Your Safety
Please do not stand or sit'on *
the railing.

Stay behind the railing.




Branding/Sponsorship GRIZZLY BEAR

o St. Louis Zoo — Jungle Boogie concert series with custom Teddy Toss F E E D n N @ AT~
1PM
o LA Zoo — Grizzly bear exhibit signage DAILY

Louisville Zoo — 50t" Anniversary Celebration "

Memphis Zoo — Presenting Sponsor of Grizzly Bear Feeding

* art Series
-hevy Dealers

8 p.m.

> Saint Louis Zoo

Animals Always"

re information and
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Take off on an ADVENTURE through STEP ONE: Explore the Zoo to find the animals in the clues below.
185 Riverbanks Zoo as you #DiscoverWithTeddy
ZOO & GARDEN IEWBERSHI X DONATE

STEP TWO: Snap a pic, tag @riverbankszoo and share on
more about the healthy diets and favorite ﬁ réﬁ #DiscoverWithTeddy
columbiawsouth carolina

snacks of the animals here.

STEP THREE: You'll be entered into a drawing to win a prize!

Plan Your Visit Animals Botanical Garden Education Conservation & Care Historic Landmarks

VISITOR ALERT:
During spring weekends, parking at Riverbanks may reach capacity between 11am and 2pm. Please plan to arrive early in the day or later in the
afternoon to ensure the best guest experience. Riverbanks is open daily from 9am until 5pm. BAJA, the & ' JELLIES are
1 resident @ afavorite meal

larges .
sg Lion Landingd forsea turtles.
Snap a selfie with our sea

eats about 15103 of

The Aflac Splash Zone at Waterfall Junction is temporarily closed until Friday, May 10. Lil Sprouts Splash Zone remains open. ﬁshforbm‘““‘" turtle trash sculpture!

SCAVENGER HUNT

Take off on an adventure around
Riverbanks as you discover more .
about healthy diets and favorite
snacks of the animals at the Zoo!

LOTTIE
(often mistaken

for a bear) is a very
of
ZAROTA and MO, two picky eater and prefers

(7, enjoy
our new zooborns, only the leaves
' kiwi as a healthy snack. from her favorite
SNACK N SAFARI | -

; BUrcy
MORE INFO Riverbanks This BIRD'S 2nd

Sllllmmg )
RETICULATED HERD bright pink color comes "beary” favo:t‘
eats about 111bs of from the natural pigments snack, fs ite
leafy vegetables in the food they eat. Paw-f’u" a
. ery day! Capture a family photo
* S in front of the flock! of Grapes)

*

Teddy  miveRBaNKs

columbiawsouth carolina




Digital: Branded Content

«voe0 San Diego Zoo @
54 << -

® @sandiegozoo

Beary fun quiz alert Test your bear
knowledge and be entered to win a behind-
the-scenes experience at the Zoo, courtesy of
@discoverteddy. 8

Click here bit.ly/2GEhe2r

HOW MUCH DO YOU KNOW
ABOUT BEARS?

Complete the quizand ENTER TO WIN a
behind-the-scenes tour at the San Diego Zoo,
courtesy of Teddy Grahams! |
#DiscoverWithTeddy

BEGIN

Privacy Policy @eag!am 9:10 AM - 10 May 2019
s

Contest Rules
15 Retweets 63 Likes ﬂ @ ‘ . 9 ‘ ‘ e °

@) 15 Q 63 ]



https://allioncegroup.jebbit.com/zmwm4f0t?draft=true

Digital: Social Media

lazoo # « Follow

lazoo # Ranger the bear is bear-y
pleased to hear that @DiscoverTeddy
now supports Los Angeles Zoo's
Volunteer program! It's support like
theirs that allows #LAZoo volunteers
to continue their important work in
helping keep the zoo a safe, happy
home for Ranger and the rest of our
wonderful animals.
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2d  Reply

cbae_salleyb Beautiful photo /A @

2d  Reply
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1,629 likes




Digital: Mobile Ads

Custom mobile ads delivered to
guests who recently visited
participating zoos.

Call to Action: Quiz participation

2:45 T
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Today's recommendations

Korean Spicy Chicken  Garlic Roasted Chicken
Tenders with Sweet and Potatoes

Apple

1 8 8.6 & &

L ' Garlic Shrimp Scampi
World's Best Honey
g low Much Do You Know

0

ahdms About Bears? m—-

300x250

2:47

Vv Close

Over the years, critics argued standalone
apps -- like the ones already on iPhones
and iPads -- could offer a smarter
approach. Now that Apple has now
acquired 56 million paying customers,
perhaps the time is ripe for such a change.

eddy

cahams
Let’s find out!
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"Apple had to put the pieces in place to
make it all happen," said Ramon Llamas of
IDC Research. "If you look at consumer
behavior in which users are willing to pay a
regular fee for unlimited content -- and
that's what they can get from other

oo b »
TOP NEWS de W




Digital: Mobile Ads

Custom mobile ads delivered to
guests who recently visited
participating zoos.

Call to Action: Buy Now

320x50
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Jay-Z Is Officially a Billionaire:

TOP STORIES

| Lady Gaga Breaks Her

# Silence on Christian
Carino Split
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My News Photos
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Spoiler alert: The following contains the
outcome of Monday's episode of "Jeopardy!"

And that’s a wrap.

“Jeopardy!” contestant James Holzhauer lost on
Monday, ending his 33-day run on the game
show, during which he took home a total

of $2,464,216, including $2,000 for his second-
place finish to new champ Emma Boettcher. He
came up just $56,484 shy of besting the all-time
record set by Ken Jennings for non-tournament
play.

“Nobody likes to lose,” Holzhauer said in an
interview with the New York Times published
Monday. “But I'm very proud of how I did, and I
really exceeded my own expectations for the
show. So I don't feel bad about it.”

"Jeopardy!" airs mostly in evening timeslots, but
has already run in a few cities earlier Monday,
including Little Rock, Arkansas; Meridian,

Mississippi; and Jackson, Tennessee.
—







Thank You!

Mark Giovino

CEO & Founding Partner
Allionce Group
mark@allioncegroup.com

Lena Antin

Senior Associate Brand Manager
Mondelez

lena.antin@mdlz.com



