To add a fun, interactive element 10 Nike's 6
week underground campaign, ‘tune your run’
at the Sydney Bondi Junction station

7 To stimulate @ deeper interaction with
% the Nike brand t0 uunderground
| commuters/sports enthusiasts

; To extend the brand experience by storing
‘ pespoke Nike content onto consumers

mobile phones

3 Breeze installed an interactive poster at the
station that alerted Bluetooth users to access

2 free Nike downloads
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\‘1 All consumers needed to do was activate their
Bluetooth, press «find me” and the content
‘ was delivered to them free of ch
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Amplifying the outdoor message

Just under 5,000 downloads were
achieved over the 6 week period

5/4 were for the wallpaper images, and 1/4
for the video

Generating responseé

- The campaign achieved an overall
response Of 17% (i.e. 110 6 who had a
bluetooth device successfully downloaded

the Nike video of image

Stimulating engagement
Customers Were able 10 interact with the | 4
Nike brand in a unigue and innovative way
and over a longer period of time

Reinforcing the Nike prand message

As an innovative footwear prand that is

embracing technology in its product and

marketing offerings
Extending the campaign reach

The content could be forwarded onto other

Bluetooth runners, giving Nike the
opportunit\/ 1o extend the prand virally

breeze
bringing your customers closer
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