London Evening Standard Partnership

We chose to engage the Spitfire target audience with a
sustained press campaign starting October 2005 and
building up to the Football World Cup finals in June 2006

Developing a narrowcast media solution via partnership
activity with a key media owner delivered:

— concentrated cut-through

— for avery modest investment — the annual budget
was only £150,000

— at atime when other beers were investing heavily

We sought genuine standout with one chosen media
partner - The Evening Standard

4 key factors drove the decision:-

— The bulk of Spitfire’s distribution base was covered
by the Evening Standard’s readership footprint

— ESindex 659 against ABC1 adults aged 25-44 in the
South East; index 482 against real ale drinkers

— The ES sales team offered the best possible bespoke
creative solutions

— Thetitle has established a proven track record with
beer and brewers promotions

Activity included a whole range of different formats and
executions but with a uniform executional style and with a
consistent ‘topical’ sports theme......




2006 Evening Standard Partnership:
Constituent Elements

7 x 7 cartoon strips adjacent to football editorial,
running every week for the 12 weeks up to the World
Cup Final

(Cartoon strips were written by Chris Donald, editor
& founder of ‘Viz’)

4x6 strips on the outside back cover running every
week for 31 weeks from October until the World Cup
final

“Ownership” of the ES Football World Cup bound
A5 supplement (OBC,IFC,IBC & 2 full pages, logo on
front page and every page)

10x7 strip and 20x2 positioned in editorial around
major sports events, including the Boat Race,
London Marathon and the Grand National to boost
Easter/Spring prior to World Cup summer activity

Seven “Free pint for every reader” promotions
(including %2 page of editorial and Spitfire logo on
the mast head)

Overall activity value worth ¢ £1/2m at ‘ratecard’
— but actually cost only a fraction of this figure
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2006 Evening Standard Partnership: Creative Executions
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promotions not only drove trial but also
signposted local on-trade distribution!
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Spitfire Ale: The Results

Overall this media initiative for Shepherd Neame
has been a huge success

We delivered a highly memorable brand campaign,
sustained between October and July 2006, for tiny
financial outlay

Humorous and topical creative work really engaged the
target drinker

— Spitfire awareness gains were out of all
proportion to the modest investment level

— buoyant on & off-trade sales
— positive trade feedback

The initial campaign was so successful that the activity
has been extended and is still running, with Spitfire ads
sending up the Rugby Six Nations Tournament and
Cricket World Cup - with more to comel!




