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Creating Easter egg hunts at National and tamily play 2ones)
Trust properties i a simple enough W Cadbury Face Painters,
ickesa that was @ Slow bumer in the Erteriainers & Brand Ambassadors
Judging, The tloser the analysis the W Al participants recefved a Cadbury
better it Inoked, Until the panel called Epphead a5 a reward for
unanimously in s favour, participating in trails
220 National Trust Properties were: W A dedicated web sile
panied pueple kst Easter as Sensa veww.eastereggurall.com was
fon behalf of Cadbury) delivered created for families to search for
Cadbury Easter Egg tralls nationwide. inelr nearast event
Sanse were challanged 1o reinstate Despite horrendous weather this
Cadbury as & leader in chocolate Easter (snow at many sites) the events
whilst tringing back the speciainess  brought famiies fogether and
of Easter and taking ownership of a provided a positive, magical Easter
kay ocoasion, experiance
Sensa identified the ritual of egg Onver 600,000 people attended the
hunts & @ way to engage consumers  €vents over Easter weekend
and bring magic back inta chocolale  23million Cadbury Easter Eg packs
thnnutEmarﬂidﬂrlﬂ‘iadTha advartised the events \
Mational Trust as the event partner. : | A
The NT hd been running small scaleocber 0ot (8tafch Sgency PH) &
mﬁw properties or 8 nurber during lives events The Liquid Way's production of a big hard drives, bullet trains to power tooks.
) : recogrition of Catbury enperiential London conference called Mast mportantly the event and the
To bolster the ralationship, Cadbury - ﬂm amongst attendees Ingpire Life for Hitachi, its employees, experience in particular demonstrated, in
apped their ‘Purple goes green B 91% atiendecs will goon to fall | CEN'S. associates and press was a physical, tanpibde format how, as sociely
anvironmental intiative” to the project leagt ono other person about the impressive in its ambition, its high changes, Hitachi transforms it.
ﬁ b S thil? Easter Tralls production '-Ialues_ and its thought 18adn0 g judge noted *A big budget was used
otk WI SR W Exlimted awareness of Easter g /@ 0N expenential 1o showease multiple products to bring
w aw%m 2 frall-at 12 million The event raised cusiomers’ perception of  value 1o a number of different sudences.
- Caskury Wﬁ al B Jusl 7% of consumers saw the {he brand by showing the full range of By taking over the venue they were able
Moking Bmw.r et a5 @ commencil ndiatve for.  Hitachi's product a!nd service offering and  to stay in control, without competions on
Ttﬂlltl Hﬁ!um\'ﬂﬂm’ d e the brand hre Hitachi quite literafly touch every the prowl”.
- F:“ reeing that all ﬁmdspl ermﬂll tramlt W 45% attendees when asked abowt  aspect of our fives from power stations 1o
A brand impressions identified
gntrance i} L - " |
-mm&WT&?w Cabary as a brand that “helps o 13N mmendeq. | '
properties buikd retatronships Detween
' farmilhes* i
Sense devaloped a range of support g o7% attendees would repeat visita : _
coflateral for the events incoporating: Cadbury Easter Egg trall Cut of the Blue created an exclusive star — mark the party as it was Buminated
W Branded Trail Papers stutkded party to celebrate Londan against the night sky. The event and the
W Evant Signage Judkge Stewe Cuiraon noted *Creating & Fashion Week and then invited Londoners Moet Mirage generated a total of 178
B Branded avent structures fun, all weather sutdoor activity on 1o wiew the ureding of the spectacular media articles valeed at 5 million Euros
(mearcees) this scale really gave Cadbury & stage,  Moet Mirage in Holland Park —anduse a  with an OTS of 63.8 miion - inchuding a
W Dedicated Cadhury Play Aress from which i communicate s biand. 30 mere handle to manoeuvre the hefium  seven pane exclusive in Harpers Bazaar
{10m x 10m interactive children’s.  |denities effectively” balloons ar instalkation thal would [ater

Enrants mast show how brand performance has been deven
by any one or more of the Tolowing medans:

Staging and theatrical sat design; actors, talent performess or
rodeplay; expenential branded enlestamment at an avent,
festivial, conference or exhibition; criwd o audience
participation; sponsorship activiation at a ive gvent

Actiities should have delivered against at least two of the

fallowing criteria: oulstanding sakes upliit on the day or daysof  Commended Finalists Prewvious Winners
the activity; co-ondination with brand strategy; confinued sake Bray Leino intelfKEA 2007 imaginalion, Sony

upltt following the activity; Improved consumer percaplion; Imagination, Ford Europe
better understanding of corsumers; front of mind brand recall: 2006 Sense, British Ainways
word of mouth markeling, ROl PR generalion; mesting ceenl 2005 TRO H:-imr

gapectation; evant domination; outparforming other brands at

the same event Category Sponsor: Puoman

Standing head and shoulders above the crowd,
Piman delivers your brand experience and
communication into environments untouched by
oither media.

Pixman is the workds only wearable overhead screen
solution, wom by brand ambassadars who can be
hranded, scripted and hand out collaterals, it provides

18The FM & BE Awards 2008

an inteqrated backpack mounted overhead 177 LCD
screen with huge stereo sound.

It wzs created by Caniel Langlols, foonder of
Softimage, the company resparisible for the 30
compulter effects for films such as Harry Polter,
Titanic, Jurassic Park and Gladiator,

fs well as DVD video playback, Pixman provides

technology solutions for. PC based content, WK { 3G
{ Aircards, intelligent data caplure, wiraless gaming,
Bluekast (pushed Eluetooth content) and SMS
redesmable e-coupons.
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