Boomerang Medio

Company Overview

\ Active Advertising boomerong



Who Are Boomerang Mediae
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Cinema

Leisure Centres

Health & Fitness

Shopping Malls



Boomerang Media

Health & Fitness Active Family

 Shopping Centres : Playcentres Schools & 6 Forms



Boomerang Media

. Nuffield
QPUREGYM Damd@_oq d Hgallt%

vue ocsSie everyOne
& savills @JLL

BLUEWATER




Boomerang Media

Digital Experiential & Ambient
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Active Sampling






Boomerang Media

1,081 co0 50.0m

VENUES DIGITAL PANELS CLASSIC DISPLAYS 2 WEEKLY FOOTFALL

Our outdoor media estate covers the length & breadth of the UK.
With 3,000+ panels reaching an audience footfall of 50.1m every 2 weeks,
our portfolio covers a lot more of the population than some may believe



Active Advertising

Our Positioning Platform

O ] Lifestyle choice - ‘me time’ O ] Open, receptive mindset

02 With their peer group 02 Generate word-of-mouth

03 High dwell-time 03 Superior engagement & recall

‘Unlocking the power & value within
audience destinations’
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O2 Retaill

02 needed to drive retail sales of the new
Huawei P smartphone. To do that, they
wanted to communicate with shoppers
nearby key stores and encourage them to
pick up one of their Huawei deals. With
our D6 network they were able to engage
with their target audience at the point of
sales, and at the most relevant time
during the Christmas retail period.



Warner: Stormzy

Following the release of Stormzy’s latest
album ‘Heavy is the Head’, Warner Music
wanted to run a short burst tactical
campaign to release weekend sales. Our
flexible digital mall estate allowed them to
run the short term campaign and have the
creative live within hours, helping boost
album sales in a retail based environment.
The album went straight to #1.




Lynx Ice Chill

Lynx wanted to advertise their Ice Chill
range in front of a young male audience.
We developed an ambient campaign using
mirror vinyls in the locker room and
weights areas of Pure Gym advertising the
product. The vinyl's also encouraged the
consumer to scan a Spotify code to listen
to a playlist created by Lynx for customers
whilst they're in the gym.




COMMUNITY NOTICE BOARD

L'Oréal Elvive

L'Oréal came to us with the challenge of
getting their latest product ‘Rapid Reviver’
conditioner into the hands of young, beauty
conscious women, who are keen to try new
hair care products. We created a bespoke
national campaign using a combination of a D6
full motion creative in addition to product
sampling on the gym floor and changing
rooms to get their brand directly into the
hands of their target consumer.

[§ B o SN



Tinder

Dating app Tinder were running a multi-
channel media campaign to engage with
single 18-24 year olds. Alongside their social
influencer campaign #SingleNotSorry, they
ran a series of creatives across both gyms &
cinemas around Star Wars, engaging with
their target audience whilst out of the
home, re-enforcing their social campaign
whilst in their leisure time and more
receptive to advertising.
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British Airways

’ British Airways wanted to inspire a young,
\ adventurous audience to take up one of their

; aam = E—— summer 2020 travel deals. They ran a multi-
= - creative campaign across our national Vue
— = cinema advertising network, reaching travel
ji aff § . lovers in an environment where they’re naturally
_) %" more adventurous and open to trying something
‘ o new. The cinema environment allowed them to

reach consumers away from their busy days and
non-interrupted by any other media channels.




Ninfendo Switch

Nintendo wanted to advertise their new
Lets Go, Pikachu Switch pack. We
promoted their campaign across our large
format screens in VUE cinemas around the
release of the film Pokémon Detective
Pikachu. The Insights People listed
Nintendo as one of kids’ favourite brands,
so this campaign ensured their targeted
audience was able to see their campaign
at a contextually relevant time.



No moncey left to
save at the end
of the month?
F'hen. don't wait

until the end
of the month.
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Nationwide

Nationwide carried out a study which found
that half of all twenty-something adults had no
savings at all. To help consumers out, they
wanted to encourage the audience group in
our playcentre network to stay saving through
their pay day save day campaign. Using eye
catching D6 screens, they were able to
educate playcentres’ family based audience
about the new initiative at a time when
planning for the future was front of mind.



Marks & Spencer

Marks & Spencer wanted to advertise their back
to school range across key dates in middle of
7 ’ August about the time when parents would start
)'()rg/'[rml-\'"” o e ' ‘ : ‘ E : to be thinking about bU\_/ing uniforms. Our
h.ml,p"ps pIaycentre network of sites nationally \{v_as a
natural fit as to reach these young families when
they're out with their kids and thinking about
preparing them for the new term.

puddie?
forgot"




Topps Match Attax

Topps wanted to get their new Match Attax
cards & Mermaid sticker book directly into
the hands of children. Through distribution
of 200,000 free packets & activity sheets
across 1000 schools, our extensive school
network allowed them to put their products
directly into their target users hands. The
material allowed the children to engage with
Topps in a fun and relaxed environment and
encouraged them to want to purchase more.
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eOne wanted to promote their new ‘Ballerina’
film to 5-9 year old girls in a highly targeted
environment. Our primary school network
allowed them to get the film promotion
directly into the hands of their target
: audience. 75,000 activity sheets were handed
e ﬂFM—p EQ $: ) . ou.t py teachers to schoo.l g.irls, crgating
)L\ p minimal wastage and building excitement
around the story through games and fun facts.

eOne Films



Core Values

Ingenvuity Spirit

We always get the job done We’re great to do business with






Training & Support

. Every member of staff receives a
1-week induction programme

. Monthly training sessions with
an external trainer

. Ongoing mentoring & support
from members of the team &
Senior Management




Development

To develop our team, we invest in
people through external courses
& qualifications

18-month career plans for all staff

‘Smart targets’ are set throughout
the first year to help develop new
starters at a manageable pace

Trusted to ‘run your own desk’ &
be responsible for own sector(s)

Three quarters of our staff have
been here for 2+ years







Campaign Effectiveness




Campaign Effectiveness







ted lncred,'g;,

Chance to win indoor sky diving tickets

& KXXEx e T
L LR XX & EExxxx

Incredibles 2

Postcard with pop out mask

, — S LTI
; - TN eSS EE Xy -
- -~ A——— e—— . f— i s S ——y
~ — ‘.l.lf,\, B y
P gagy - . L 4 w
. RO p
e s . TIT Ry i y

el L A s ST



Y DALY DALY JROPHET 7

TLAWO FIOATGLO

i e st

ANTASTICBEAST

THE CRIMES OF GRINDEL
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Work Hard, Play Hard

. Strong work hard/play hard ethos

. For the last 4 years the company
has been skiing in the Alps - due
to hard work & the team hitting
targets!

. 2019/16 Ibiza trips to celebrate a
very successful H1 trading

. Regular BBQ's & team night’s out
to celebrate success




Culture

. We practise what we preach in
terms of health and fitness

. Weekly circuits sessions
provided with an external
company trainer & discounted
gym memberships

Recently, 20 members of
Boomerang took partin the
3 Peaks Challenge!




Charities

. We work with a number of
charities to help them fundraise,
raise awareness of key issues &
promote their events

Recently, we have officially
partnered with -

- Comic Relief
- Movember

- The Dame Kelly Holmes Trust




To Dan,

Thank you so much to you and the whole Boomerang team for helping us with the
Movember 2020 campaign. Your support means a lot to us and really will help change the
face of men's health for so many quys around the world.

Huge thanks from
Adam, Helena & the whole Movember crew (v V)

MOVEMBER’



Sustainability

Our Commitment to the Environment

'}

Poster Distribution Company Vehicles Digital Screens Printed Posters
The use of cleaner distribution All company owned vehicles are now We use low power consumption Use of paper posters has reduced by
vehicles & a reduction in available either fully electric or hybrid. displays, equipped with timers to 80% since 2015; we always aim to use
paper poster sites, have helped reduce power them down overnight. sustainable paper & plant based ink.

our CO2 emissions by 75% since 2015.
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Energy Consumption COP26
75% of our electricity supply comes from All electronic equipment & We are working with the Young People’s

green & renewable sources, some way above displays are 100% recycled, Trust to educate & encourage young
the UK suppliers’ average of 38%. as is 95% of our office waste. people to make their own difference.



Working at Boomerang Media

What We Offer
: %

Time for You Future Saving Support Development
We offer 22 days annual leave, We operate a work-place pension We offer training through a 1-week We invest in staff through courses &
increasing each year up to 25 days scheme in accordance with government induction & ongoing mentoring qualifications to help them progress
guidelines
. \\\ P
j‘ y \9®
Incentives Rewards Healthy Lifestyle
We incentivise with bonus schemes We have an on-site car park, We reward hard work with We invest in your well-being with circuit
& uncapped commission which is free to use for all staff company parties & a yearly ski trip classes, discounted gym memberships &

challenges (e.g. 3 Peaks)






Testimonials

What it’s like to work here

“When | started at Boomerang | was new to
the industry - the management were
excellent in helping me to progress &
develop my abilities. The team | work with
have always been positive, professional &
willing to share their wisdom. Boomerang
has an excellent work environment, with a
great team spirit!”

Mark Smith, Sales Executive



Testimonials

What it’s like to work here

“Boomerang has the perfect mix of hard
work & great fun. A welcoming place to
work with a real family feel & the odd ski
trip thrown in!”

James Stevens, Senior Sales Executive




Testimonials

What it’s like to work here

“Boomerang has a little bit of everything:
it’s challenging, fast paced & has a fantastic
working relationship between all
colleagues - we are fun, interesting,
comical & there is a happy atmosphere in
all departments!”

Clare Rios, IT Administrator



Testimonials

What it’s like to work here

“Being in a friendly & energetic
atmosphere, combined with the
professional & knowledgeable team
surrounding me, makes my job here such a
pleasure.”

Liam Keynes, Marketing Executive



|deal Candidate

Motivated, resilient & hard working -
with a positive outlook

An outgoing personality to fit into
the team & wider ‘Boomerang family’

Sales experience is necessary for the
Sales Manager & National Sales roles
- but not for Local Sales

Raw talent - the ability to sell

An interest in media &
advertising is essential

Hunter/farmer mentality - able to win
new business & effectively account
manage




The Interview Process

What to expect

=

w

I

. Telephone
To check how they perform using the
telephone; understand what research they’ve
done; to filter out unsuitable candidates

. Initial Face-to-Face
Usually with the Sales Director
To get to know the candidate, their
personality & character

. PPA/GIA Test
Short tests to understand general intelligence,
sales characteristics & personality

. Final Face-to-Face
With Sales Director & Managing Director
To test sales skill set



For More Information

Please Call

Boomerang Media
t. 01252 368308
e. sales@boomerangmedia.co.uk

Active Advertising boomerang




