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This Angry Birds 'Venting Machine' is
made for you to attack

It's one way Rovio is celebrating Angry Birds' 10th anniversary.
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LADY GAGA & SLDN PARTNERSHIP

rm cross-platform media partnership between Outserve-SLDN
0 BJ ECTI% d Lady Gaga to increase awareness of the effort to repeal Don’t Ask, Don't Tell.

- Produced two YouTube video constituent call tutorials featuring Lady Gaga
STRA‘I‘EGY that detailed the process of contacting members of Congress.
- Organized public rally in Maine encouraging key US Senators to support

legislation, featuring Lady Gaga and influential community stakeholders.
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RESU I-TS - Two televised events with 7MM viewer impressions, hundreds of print stories,

EMM online mentions, and 630,000+ visits to the Outserve-SLDN website.



LADY GAGA & SLDN PARTNERSHIP
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Singer will join Servicemembers Legal Defense Network's #4the14k event
Monday.

rwis

1y
Mambers of the Servicamembers Lagal
Detanae Notwork join Lady Gags ot the 2010
MTV VNAs

Related Videos

BONON INTIRATIONA.  « 4 wiecs | Aanase
s e

NG

Mome Videe World USRS Abies  Asls Dusge  Lele Averics Wi Daet  Dusivees

distross call, British air unit

Lady Gaga to lead rally against military's
‘don't ask, don't tell’

Dans B Evan Glans

POLITICS MOVIES &' TV REVIEWS ARTISTS BLOGS PHOTOS V

Lady Gaga, Harry Reid Talk 'Don't As
Don't Tell'

By DANIEL KREPS

Lady Gaga

that crashed into Glasgow bar causing 9 desl
sccident says.



US OPEN EXPERIENCE

0 BJ ECTIVE - Expand reach of the US Open Grand Slam tournament through a large-scale
consumer-facing event series designed to increase awareness & drive ticket sales.

- Designed an interactive US Open environment, and supporting marketing
STRATEGY initiatives, that was open to the public for two days in lower Manhattan.
- Combined innovative & engaging production design with multi-faceted USTA

sponsor & consumer activations, and a robust press relations

EXPERIENCE

- An estimated 150,000 attendee foot traffic over the two-day event series.
- Impressive roster of live performers, and professional tennis stars & experts.

RESU I-'I'S - ESPN Livestream of US Open Draw Ceremony & over IOMM online impressions.




US OPEN EXPERIENCE

DAILYS*NEWS ' SPORTS

Kids take the court at first 'U.S. Open Experience’ in
Manhattan
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THE SMOKE MACHINE

0 BJ ECTIVE - Provide integral logistics direction and creative support in the production

of a large-scale, site-specific private event aboard a 200’ decommissioned ferry.

- Coordinated proposal documents and in-person project presentation for the

STRATEGX US Coast Guard and other agencies to gain buy-in & necessary approvals.

pplied a mindful & methodical approach to event production under the most
unconventional circumstances imaginable.
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RESU I_TS - Collaborated with a team of renowned artists such as JR and ‘The Family’ to

create an immersive, once-in-a-lifetime experience for guests from around the globe.




'OREAL LEAGUE

- Conceive, launch, produce, and attend domestic & international events for the
0 BJ ECTIVE L'Oréal League, a best-in-class social media influencer marketing campaign.

- Collaborated with internal PR & digital teams to formulate & pitch the campaign.

STRATEGY - Provided creative and event logistics leadership during pre-production and
through on-site, high touch execution & post-event reconciliation.

- Managed domestic & international trips that garnered TOOMM media impressions,

RESU I_TS drove consistent ROI, and led to on-going successful client & vendor relationships.
- Maintained level of excellence that continued the program into its second year.




'OREAL LEAGUE
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1'Oréal Taps 3 Black Beanty Bloggers for L'Oréal League
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15 Bloggers Line Up as L’Oréal Paris’
New ‘League’ of Ambassadors
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How L’Oréal Won Fashion Week

L’Oréal Inks 15 Bloggers, Forms

L’Oréal League

L'Oréal has tapped 15 digital influencers to take part in a yearlong program,
“L'Oréal League."




AIDS WALK

0 BJ ECTIVE - Enhance participant registration, fundraising & sponsorships, community
awareness, and media coverage of this globally recognized annual event.

- Streamlined production budget & timeline in order to reduce the cost to

S-FRATEGY raise a dollar and optimize supporters’ ROI, and increase monies raised.

- Created the Green Walker program that reduces environmental impact.

IVWALFS '
;vu 9497




AIDS WALK

- Produced dynamic media campaigns placed in competitive major media markets.

STRATEGY - Partnered with the Empire State Building, Hilary Duff, Macy's, Keith Haring

Foundation, Whoopi Goldberg, and other high-profile supporters & on-screen talent.
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BIZBASH

AIDS Walk Draws Record Attendance, Raises
Nearly $3.2 Million

- Four events under budget; $25MM raised and 125K annually registered participants.

RESU I_TS - Produced two creative ad campaigns; launched the event on social media platforms,

edited Walker Guide alongside major sponsors, and managed overall media presence.
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THANK YOU

JOSH TJADEN - +1 917 683 5464 - josh@joshiku.com - joshiku.com



