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COMPLEMENTARY
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TO ENGAGE
YOUR TARGETS.
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We are fully convinced

Com'Over has therefore set up a CSR policy which is based on several dimensions.

1. INCLUSION & INTEGRATION

The agency is a partner of the non-profit organization which helps
young students in the 9th grade from the suburbs to find an interesting internship,
something impossible to obtain for them due to a lack of network.

2. ENVIRONNEMENT & SUSTAINABLE DEVELOPMENT
Com'Over is a shareholder of the solidarity and participative initiative
which works, through numerous projects, to fight against global warming.

3. ENGAGEMENT OF EMPLOYEES
The agency gives its employees
Com'Over also gives a major importance

4. RESPONSIBLE PARTNERS
The agency works with

(PEFC printer, WWF x Ministry of Sports labeled event...).

5. ENGAGEMENT & LOCAL INVESTMENT
Com'Over wants to be a central player and driver of its ecosystem and has
therefore set

to bring together and federate all the players in the ecosystem.
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#CONSULTINGXSTRATEGY
#MEDIARELATIONS
#INFLUENCE
#BRANDCONTENT
HEVENTS
#MEDIAPARTNERSHIPS

BEST-CASE

NBA

SUPPORTING THE LEADER IN
SPORTS ENTERTAINMENT IN ITS
STRATEGY IN FRANCE

#SPORTS
HENTERTAINMENT
#LIFESTYLE

OUR MISSIONS INCLUDE:
STRATEGY/CONSULTING, BRAND CONTENT,
MEDIA RELATIONS, INFLUENCE, EVENTS,
MEDIA PARTNERSHIPS, SPONSORSHIP
ACTIVATIONS, TALENT ACTIVATIONS,
RELATIONS WITH ADMINISTRATIVE BODIES,
ETC.

THROUGHOUT THE YEAR, ACROSS FRANCE.

IN THE AREA OF MEDIA RELATIONS &
INFLUENCE, WE ARE WORKING ON RED WIRE
SUPPORT TO STRENGTHEN NBA'S VISIBILITY
VIA MARKET OPINION LEADERS.

RESULTS

YEARS OF SUPPORT, WITH A FOCUS ON
MEDIA RELATIONS/INFLUENCE
MISSIONS.

EVENTS ORGANIZED IN FRANCE.

NBA PARIS GAME
(IN 2020 & 2023)



#CONSULTINGXSTRATEGY
#MEDIARELATIONS
#INFLUENCE
#BRANDCONTENT
HEVENTS
#MEDIAPARTNERSHIPS

BEST-CASE

SUPPORTING THE LEADER IN
SPORTS ENTERTAINMENT IN ITS
STRATEGY IN FRANCE

#SPORTS
HENTERTAINMENT
#LIFESTYLE
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H#MEDIASRELATIONS
#INFLUENCE
#HCONSULTING&STRATEGY

BEST-CASE

VENDEE GLOBE

HIGHLIGHT THE-EVEREST
OF THE SEA TRIAL

#SPORT
H#SAILING
#LIFESTYLE

SINCE THE BEGINNING OF 2022, COM'OVER
HAS BEEN WORKING ALONGSIDE SAEM
VENDEE TO PROMOTE THE 2024 EDITION OF
THE VENDEE GLOBE, THROUGH 2 STRATEGIC
LEVERS: MEDIA RELATIONS AND INFLUENCE.

AN ONGOING SUPPORT WITH A FOCUS ON THE

FOLLOWINGHIGHLIGHTS :

- THE ARCTIC VENDEE, THE FIRST
QUALIFYING RACE.

- THE NEW-YORK VENDEE, THE LAST
QUALIFYING RACE.

- THEN THE VENDEE GLOBE.

RESULTS

YEARS OF CONTRACT
WITH THE SAEM VENDEE

MAJOR EVENTS TO MANAGE

r

ﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁ



Les Sables d'Olonne

#MEDIASRELATIONS | vendét%@

#INFLUENCE
#HCONSULTING&STRATEGY

BEST-CASE

VENDEE GLOBE

HIGHLIGHT THE-EVEREST
OF THE SEA TRIAL

#SPORT | | e——
HSAILING i i vendgegiobe
#LIFESTYLE s
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BEST-CASE
NFL

OUR PLAN INCLUDED:
BE MORE VISIBLE AND BUILD - PR WORK AROUND THOSE KEY MOMENTS

- INFLUENCERS PACK FOR THE SEASON START
A'COMMUNITY IN FRANCE - SPORTS & LIFESTYLE INFLUENCERS TRAVEL

TO EUROPEAN GAMES IN LONDON AND

MUNICH
HSPORTS - FULL ORGANIZATION OF A SUPER BOWL

PARTY IN THE ICONIC PARISIAN VENUE “LE
#LIFESTYLE GRAND REX” = CONCEPT, LOGISTICS, COMMS
HENTERTAINMENT PLAN, PARTNERSHIPS (NEW ERA, BEIN

RESULTS

SPORTS, FRENCH FEDERATION), TICKETING...

INFLUENCERS IN LONDON AND
MUNICH

ESTIMATED IMPRESSIONS

ATTENDANCE OF THE
SUPER BOWL PARTY
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On a assisté a notre premier match NFL : quand

# M E D IAi& LAT I& N s IAmeérique fait son show a Munich A volc auss! sur Konbind

La NFL a organisé pour la premiére fois un match de saison réguliére en
Allemagne, a Munich. Un evénement dans ce pays ol le foothall
américain jouit d’'une grande popularité.

Sanders et les freres Manning meilleurs que Brady ?

SUPER BOWL PARTY 2023 : PARI REUSSI POUR LA 1RE SOIREEE DE LA
NFL EN FRANCE

BEST-CASE

G=3

NFL [ ’g'

BE MORE VISIBLE AND BUILD e RS 9
A COMMUNITY IN FRANCE s e _ A e

EVENEMENT

#SPORTS
#LIFESTYLE
HENTERTAINMENT
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#CONSULTING&STRATEGY
#BRANDCONTENT

#PR

HINFLUENCE

HEVENT
#DIGITAL&SOGIAL

US FOOTBALL

RS

#SPORT
HENTERTAINMENT
#LIFESTYLE
#SOCIETALENGAGEMENT

ADVISING AND SUPPORTING THE FFFA,

THE FRENCH TEAMS AND THE 1ST DIVISION
AUDITING AND TRAINING CLUBS

CREATING CONTENT ADAPTED TO THE
DIFFERENT TARGETS AND GENERATIONS
ACTIVATING MEDIA PARTNERSHIPS TO
PROMOTE AND CREATE OPPORTUNITIES
(L'EQUIPE, BEIN SPORTS, SPORT EN FRANCE)
MANAGING ALL MEDIA RELATIONS ON A
YEARLY BASIS

ACTIVATING WIN-WIN CONTENT
PARTNERSHIPS (EPISOD, DISNEY, DAOMEY...)
CREATING AND ANIMATING A COMMUNITY

OF INFLUENCERS AND CELEBRITIES
CREATING A MARKEE EVENT

AROUND THE SUPERBOWL

RESULTS

AUDIT AND TRAINING OF THE ACTORS
WHO MAKE AMERICAN FOOTBAL
IN FRANCE, PER YEAR

SUPERBOWL PARTY AT EPISOD
IN 2021 AND AT THE REX CLUB IN 2022

CONTENT PARTNERSHIPS
WITH BROADCASTERS
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#CONSULTING&STRATEGY
#BRANDCONTENT

#PR

#INFLUENCE

HEVENT

#DIGITALXSOCIAL

LA FEDERATION FRANGAISE ~~
DE FOOTBALL AMERICAIN PRESENTE

BEST-CASE

X
X
X
X
X
X

US FOOTBALL

#SPORT
HENTERTAINMENT
#LIFESTYLE
#SOCIETALENGAGEMENT

ANCHE 13 FEVRIER
A PARTIR DE 20"

LE SITE DU GRAND REX ET DE LA FNAC

Com’
over
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#MEDIARELATIONS Laureus |)
#INFLUENCE .
#ENDORSEMENT o
#DIGITAL&SOCIAL

%

RESUL
TS

INTERNATIONAL MEDIA

IN THIS FRAMEWORK, WE WORKED ON THEIR
MAJOR EVENT, THE LAUREUS WORLD SPORTS
AWARDS, IN MONACO FOR 3 YEARS: PRESS
RELATIONS, JOURNALIST INVITATIONS &
RELATIONS MANAGEMENT WITH THE
ATHLETES PRESENT DURING THE EVENT, RED
CARPET...

ATHLETES AT THE EVENT (LEGENDS
AND ACTUAL ATHLETES)

#SPORT




#MEDIARELATIONS %
. #INFLUENCE .
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#CONSULTING&STRATEGY .
#360 ACTIVATION
HENDORSEMENT

REVIEW

PEOPLE REACHED ON SIGHT.

B E s I — CAS E A DEVICE MATERIALIZED BY COMPLEMENTARY

ACTIVATIONS:

M AST E R c A R D - UPSTREAM MARKETING CAMPAIGN: TO
PUBLISH AND PROMOTE THE PRICELESS

OFFERS
NG ST e TS TEGE PRICELESS SURPRISES DELIVERED
EMBODYING THE VISIBILITY THROUGHOUT THE FORTNIGHT DURING 15 DAYS.
PRICELESS PROMISE BY CREATING - ON-SITE EXPERIENCES: REWARDING
A DEDICATED SPORTS PROGRAM. gﬁgg:&'—gg?s WITH "PRICELESS
- HOSPITALITY: ENTERTAIN MASTERCARD
#SPORT GUESTS, FROM CARDHOLDERS TO VIPS
H#TENNIS - AMBASSADOR PROGRAM: INCARCERATE THE
#SOCIAL CAMPAIGN WITH GUY FORGET, FRENCH IMPRESSIONS GENERATED DURING THE
TENNIS LEGEND, & REINFORCE PRE-SEAON CAMPAIGN
IDENTIFICATION

- TECHNOLOGICAL INNOVATIONS: ENGAGE B2B
DECISION MAKERS

- CO-BRANDING: DEPLOY CO-BRANDED
ACTIVATIONS WITH OTHER TOURNAMENT
PARTNERS, SUCH AS LACOSTE OR PEUGEOT




#CONSULTING&STRATEGY
#360 ACTIVATION
HENDORSEMENT

ROV

& ARRC e

BEST-CASE

MASTERCARD

EMBODYING THE
PRICELESS PROMISE BY CREATING
A DEDICATED SPORTS PROGRAM.

#SPORT
HTENNIS
#SOCIAL

= v 5

Vs
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#HCONSULTING&STRATEGY
#MEDIARELATIONS
#INFLUENCE

HEVENT

REVIEW

BEST-CASE

L I D L ACTIONS PER YEAR RELATED TO THE
HANDBALL PARTNERSHIP
OUR MISSION IS TO DEFINE AND SPREAD OUT A
STRATEGY FOR ACTIVATING THE "HANDBALL" ASSET
ACTIVATE THE GLOBAL HANDBALL WITH DIFFERENT LEVERS (MEDIA RELATIONS, EVENTS,
PARTNERSHIP TO ENHANCE CONTENT, MEDIA PARTNERSHIPS, ETC.) AND IN MANY
THE BRAND’S COMMITMENTS WAYS :
- A TALK DEDICATED TO WOMEN'S
ENTREPRENEURSHIP AHEAD OF THE WORLD
CHAMPIONSHIP. EMPLOYEES PATICIPATING TO THE
4SPORT - THE HIGHLIGHTING OF THE HANDIHAND PROGRAM FINAL OF THE INTERNAL HANDBALL
AND THE PLACE OF PEOPLE WITH DISABILITIES. TOURNAMENT.
#HANDBALL - AN INTERNAL HANDBALL TOURNAMENT AT THE
#SOCIAL HANDBALL HOUSE.

- THE PROMOTION OF THE PERFORMANCE X
#INCLUSION EXCELLENCE AXIS LINKED TO THE FRENCH TEAMS.
H#LIFESTYLE - THE LIFESTYLE DIMENSION WITH THE RENOVATION
OF A HANDBALL COURT IN PARIS BY ARTISTS.

Cone'
weEr




#HCONSULTING&STRATEGY
#MEDIARELATIONS
#INFLUENCE

HEVENT

BEST-CASE

LIDL

ACTIVATE THE GLOBAL HANDBALL
PARTNERSHIP TO ENHANCE
THE BRAND’S COMMITMENTS

#SPORT
#HANDBALL
#SOCIAL
#INCLUSION
#LIFESTYLE

TALK
«Entraprencurial
Jéminin>
Mercredi

15.12.2021
14h-16h

COMET Etoile

20 rus d IAmlr | Hamelin

E Eiv“"i—'ﬁl-—l' H

E(- L\D
o =

'i ,laclé de Ia reussﬂe
du handball francais

DIMANCHE




#HCONSULTING&STRATEGY
#MEDIARELATIONS
#INFLUENCE
#BRANDCONTENT

HEVENT
#MEDIAPARTNERSHIPS
#DIGITALXSOCIAL
#GRAPHICDESIGN

BEST-CASE
BNP PARIBAS

SUPPORTING A HISTORIC ROLAND-

GARROS PLAYER IN HIS
ACTIVATIONS PROGRAM.

#SPORT
#TENNIS
#ROLANDGARROS

THIS IS WHY WE DECIDED TO RELY ON THE WE
ARE TENNIS FAN ACADEMY, THE FIRST GROUP OF
TENNIS FANS SPONSORED BY BNP PARIBAS, TO
EMBODY THE ACTIVATION PLAN.

A 360 CAMPAIGN INCLUDING:
DEVELOPMENT OF THE CONCEPT &

CONTENT
VARIATIONS (MANIFESTO, KEY VISUAL,
ETC.).

- IN-STADIUM ANIMATIONS (PHOTOBOOTH,
TATTOOS, CHILL ZONE, WILD RECRUITMENT,
ETC.).

- INFLUENCE OPERATION WITH TUVOK.

- TRADE MARKETING ON THE CHAMPS-ELYSEES.

- ORGANISATION OF A PRESS CONFERENCE.

BNP PARIBAS

REVIEW

A GLOBAL CAMPAIGN MIXING
MULTIPLE EXPERTISES

VIEWS ON SOCIAL MEDIA CONTENT

EXPERIENCES REALISED AT THE
BNP PARIBAS STAND

com’
over




#HCONSULTING&STRATEGY
#MEDIARELATIONS
#INFLUENCE
#BRANDCONTENT
HEVENT
#MEDIAPARTNERSHIPS
#DIGITALXSOCIAL
#GRAPHICDESIGN

BEST-CASE
BNP PARIBAS

4 3

=" BNP PARIBAS

SUPPORTING A HISTORIC ROLAND- g TRl <
GARROS STAKEHOLDER IN ITS ’ A Tonaki2
ACTIVATIONS PROGRAM. — g

: 4” '. ' _ Z ' smile ca cnangemg.. rid ;} e
#SPORT n AN T - NIRRT S

HTENNIS ) | | 4 e 1 3 : iy ’ Vidéos & Aacimé
#ROLANDGARROS d i) P =S b -




HEVENT

BEST-CASE
AT&T

DELIVERING PREMIUM
EXPERIENCES TO ITS CUSTOMERS

#B2B
#FORMULA1

- STRATEGIC MULTI-CLIENT EVENTS

AROUND A VISIT OF THE RED BULL RACING
FACTORY

WITH THE TEAM

AND A PRESENTATION THEMED "TEAM SPIRIT"
OR "PERFORMANCE" (20-25 PAX)

ONE-TO-ONE" EVENTS WITH A VISIT

TO THE RED BULL FACTORY FOR A SPECIFIC
CUSTOMER

(TO BUILD LOYALTY) AND A PRESENTATION
THEMED "AT&T SOLUTIONS" (6-8 PAX)

EXCEPTIONAL EVENTS DURING FORMULA 1
RACES WITH ACCESS TO THE PIT STOP, THE
AT&T OPERATIONS ROOM AND A MEETING WITH
THE DRIVERS (5-10 PAX)

RESULTS

YEARS OF COLLABORATION WITH
REDBULL EVENTS.

B2B EVENTS ORGANIZED FOR ATXT
EACH YEAR IN EUROPE



HEVENT

BEST-CASE

AT&T

DELIVERING PREMIUM
EXPERIENCES TO ITS CUSTOMERS

#B2B
#FORMULA1

com’
over




#CONSULTINGXSTRATEGY
HEVENT
#BRANDCONTENT
#MEDIAPARTNERSHIP

BEST-CASE

PLACING FAN EXPERIENCE
AT THE HEART OF ACTIVATION

#SPORT
#SOCCER
#RUGBY

* FAN ZONE FOR THE RUGBY FINALS
 "COMMERCIAL DISPLAY"

(STADIUM FORECOURT)

* HOSPITALITY PROGRAM
* STAFFING & HOSTESSES MANAGEMENT
* PARTNERSHIP WITH RMC FOR THE EURO

2016

RESULTS

CITIES
ACTIVATED

GAMES MANAGED
OVER THE 2 COMPETITIONS

<
FXERAE

WANDA GROUP
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PLACING FAN EXPERIENCE
AT THE HEART OF ACTIVATION

H#SPORT
#SOCCER
#RUGBY
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#CONSULTING&STRATEGY
#BRANDCONTENT
#MEDIARELATIONS
#INFLUENCE
#DIGITALXSOCIAL
HEVENT
#MEDIAPARTNERSHIP
HENDORSEMENT

BEST-=CASE
PUMA HOOPS

CONSULTING AND 360°

ACTIVATION AROUND A SPORT

#SPORT
#BASKETBALL
HLIFESTYLE

* STRATEGIC PLANNING / ADVICE

AND STRATEGIC RECOMMENDATIONS
ON THE POLICY TO BE IMPLEMENTED

* SPONSORSHIP STRATEGY FOR CLUBS

AND ATHLETES IN FRANCE

 SEEDING AND PLAYERS ALLOCATIONS
* INFLUENCE / PR CAMPAIGN FOR THE

DIFFERENT PUMA BASKET-BALL
COLLECTIONS AND THROUGHOUT
THE YEAR

 ACTIVATION OF ASSETS THROUGHOUT

THE YEAR

* CONTENT CREATION / BRAND CONTENT

(FILMING IN THE US AND IN FRANCE)

 SEEDING OF INFLUENCERS AND CREATION

OF A POOL OF BRAND AMBASSADORS

¢ STRATEGIC ADVICE FOR THE DEPLOYMENT

OF THE BASKETBALL STRATEGY IN
GERMANY, ITALY AND SPAIN

Illllll?{

RESULTS

PARTNERSHIPS SIGNED
8 PLAYERS INCLUDING NBA PLAYER
KILLIAN HAYES AND 3 CLUBS

CONTENTS / BRAND CONTENTS CREATED
WITH OUR PARTNER ASSETS

AND INFLUENCERS WHO HAVE BECOME
« FRIENDS OF THE BRAND »

®



#CONSULTING&STRATEGY
#BRANDCONTENT
#MEDIARELATIONS
#INFLUENCE
#DIGITALXSOCIAL
HEVENT
#MEDIAPARTNERSHIP
HENDORSEMENT

BEST-=CASE
PUMA HOOPS

CONSULTING AND 360°
ACTIVATION AROUND A SPORT

#SPORT
#BASKETBALL
HLIFESTYLE

LaMelo Ball rejoint le clan des joueurs qui

ont des signature shoes !

Com’
over




#CONSULTING&STRATEGY
#MEDIARELATIONS
#INFLUENCE
#BRANDCONTENT
#EVENT
#MEDIAPARTNERSHIP
#DIGITALXSOCIAL

BEST-CASE

NEW ERA

FIT FOR GLORY

#FASHION
#LIFESTYLE
#SPORT

OUR SUPPORT :

* YEAR-ROUND PRESS RELATIONS & MEDIA
PRODUCT PLACEMENT

* CELEBRITY RELATIONS AND PRODUCT
PLACEMENT

* DAILY MANAGEMENT OF OUR SHOWROOM

AND ORGANIZATION OF AN ANNUAL
SHOWROOM

* CREATION OF CONTENT FOR INSTAGRAM

OR TIKTOK

* CONTENT PARTNERSHIPS WITH MEDIA

OUTLETS

RESULTS

YEARLY / SEASONLY SHOWROOMS

INFLUENCER SOCIAL MEDIA POSTS
GENERATED

ARTICLES GENERATED
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#CONSULTING&STRATEGY
#MEDIARELATIONS

#INFLUENCE
#BRANDCONTENT
HEVENT
#MEDIAPARTNERSHIP
#DIGITALXSOCIAL

@ carolinereceveur @ + S'abonner
Dubai, UAE
/-> carolinereceveur @ To the moon

*
\
B Es I CAs E =4 O hakimghorab ©® @
| \ B ety
§ ~

Qv

‘ Aimé par jenniciello et 92 297 autres personne: La casquette
vire en téte

LeParisien

(WEEKEAD)

FIT FOR GLORY

#FASHION
#LIFESTYLE
#SPORT




HEVENT

BEST-CASE

BEATS BY DRE

ACTIVATING ALL THE « PASSION
POINTS » RELATED TO THE
BRAND

HLIFESTYLE
#MUSIC

#SPORTS
H#TECHNOLOGY
#FASHION&BEAUTY

#MEDIASRELATIONS s =V,
#MEDIAPARTNERSHIP "
HINFLUENCE >

\.

OUR MISSIONS COVER A WIDE SCOPE:

PRODUCT PRESS RELATIONS FOR EACH
COLLECTION, CEO’S PRESS RELATIONS,
PROMOTION OF COLLABORATIONS AND
PARTNERSHIPS, DESIGN AND ORGANIZATION OF
DEDICATED EVENTS, MEDIA PARTNERSHIPS,
INFLUENCE MARKETING, RELATIONS WITH
CELEBRITIES WHO ARE "FRIENDS OF THE
BRAND"...

RESULTS

IMPACTS GENERATED EACH YEAR
ON FRENCH TERRITORY

ACTIONS PER YEAR
(PRESS RELEASES, INTERVIEWS,
EVENTS...)



#MEDIASRELATIONS
#MEDIAPARTN HIP
#INFLUENCE

HEVENT

v

BEST-CASE

BEATS BY DRE|

ACTIVATING ALL THE « PASSION
POINTS » RELATED TO THE
BRAND

HLIFESTYLE
#MUSIC

#SPORTS
H#TECHNOLOGY
#FASHION&BEAUTY

com’
over




H#CONSULTING&STRATEGY
#INFLUENCE

HEVENT
#MEDIAPARTNERSHIP

'BEST-CASE

2K

NBA2K E-CUP

HESPORT
#SPORT

CREATION AND DEVELOPMENT

OF THE GRAPHIC IDENTITY OF THE CAMPAIGN
MANAGEMENT OF THE WHOLE EVENT

IN THE MICROMANIA PARTNER NETWORK
ACCOMPANYING 2K IN THE MANAGEMENT
OF THE ONLINE TOURNAMENT

ORGANIZING AND MANAGING THE NATIONAL
FINAL AT WEBEDIA, WITH FIRST TEAM

AND YANN-CODJORDAN

ORGANIZING THE WINNER'S TRIP WITH

OUR INFLUENCER PARTNER

RESULTS

EVENTS / QUALIFIERS

PARTICIPANTS

REGISTRATION TO THE WEBSITE




H#CONSULTING&STRATEGY
#INFLUENCE

HEVENT
#MEDIAPARTNERSHIP

BEST-CASE

2K

NBA2K E-CUP

HESPORT
#SPORT

Com’
over

QUI SERA LE
MEILLEUR JOUEUR

NBA 2K18
DE FRANCE ?

MICROMANIA EURALILLE
10 FEVRIER - 13H30
#NBAZKECUPFR

P\.AY_S\'AT\ON a4

——

PLAYSTATION 4

PLAYSTATIO




#CONSULTING&STRATEGY
HEVENT
- #TRADEMARKETING

Wy IT

:,E

STORE ACTIVATIONS

#SPORT
HLIFESTYLE

BRINGING LIFE AND CONTENT TO THE FOOT
LOCKER NETWORK AND TO EVENTS WHERE
THE BRAND IS A PARTNER:

CREATION OF THE EVENTS' CONCEPTS
COORDINATION WITH PARTNERS
STAGE DIRECTION

TALENTS’ ACTIVATION

DJ, SHOWS, CONTESTS, SNEAKERS
CUSTOMIZATION

RESULTS

1ST COLLABORATION WITH FOOT LOCKER
DURING THE NBA LONDON GAMES.

IN STORE ACTIVATIONS
FOR FOOT LOCKER



#CONSULTING&STRATEGY
HEVENT
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BEST-CASE
FOOT LOCKER

STORE ACTIVATIONS

#SPORT
HLIFESTYLE

N com’
vty




#MEDIA PARTNERSHIP
#SOCIAL MEDIA
#DIGITAL MARKETING

BEST-CASE
UNIBET

PUBLICIZING THE ARRIVAL OF
A NEW BETTING ACTOR FOR
COMBAT SPORTS

#SPORTS
#MMA
#SPORTS BETTING

SETTING UP A GLOBAL OPS DEAL WITH LA SUEUR
("SWEAT"), THE REFERENCE MEDIA FOR COMBAT
SPORTS. A DEAL ALLOWING TO DEVELOP THE
VISIBILITY & LEGITIMACY OF UNIBET.

A 360° PARTNERSHIP, ON THE ENTIRE LA SUEUR
ECOSYSTEM (WEBSITE, SOCIAL NETWORKS,
STREAMING PLATFORMS), INCLUDING :
A MEDIA PLAN AS A COMMON THEME FOR THE
CAMPAIGN.
 EDITORIAL INTEGRATIONS.
e CUSTOMIZED CONTENT CREATION.
e COMPETITION GAMES.
* PRODUCT FORMATS.

UNIBET

RESULTS

DISPLAY IMPRESSIONS
TO DATE.

VIDEO VIEWS / LISTENINGS
ON THE LA SUEUR ("SWEAT”) PODCASTS

REACH ON THE LA SUEUR
SOCIAL MEDIA



#MEDIA PARTNERSHIP
#SOCIAL MEDIA
#DIGITAL MARKETING

BEST-CASE
UNIBET

PUBLICIZING THE ARRIVAL OF
A NEW BETTING ACTOR FOR
COMBAT SPORTS

#SPORTS
#MMA
#SPORTS BETTING

com’
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#CONSULTING&STRATEGY
#MEDIARELATIONS
#INFLUENCE
#BRANDCONTENT
HENDORSEMENT

BEST-CASE

SCUF GAMING

ESPORTS & GAMING
COMMUNICATION
AND BEYOND

HESPORT
#GAMING
#BRANDAMBASSADORS

CAMPAIGNS SUPPORTED BY

A COMMUNICATION PLAN

* RONALDINHO AMBASSADOR

« MOVEMBER

* GOTAGA & CO EVENT AT THE EIFFEL TOWER

* VARIOUS HIGHLIGHTS OF THE SEASON
(CHRISTMAS, FATHER'S DAY...)

() SCUFGAMING

RESULTS

VIEWERS FOR THE 1ST ESPORTS
TOURNAMENT ORGANIZED
AT THE EIFFEL TOWER

REACH OF THE PR CAMPAIGN
AROUND RONALDINHO’S
AMBASSADOR DEAL

PRESENCE OF SCUF GAMING
IN CHRISTMAS GUIDES
(OUTSIDE GAMING & ESPORTS)



#CONSULTINGESTRATEGY (5) SCUFGAMING
#MEDIARELATIONS
#INFLUENCE
#BRANDCONTENT
#ENDORSEMENT

BEST-CASE

SCUF GAMING

ESPORTS & GAMING

COMMUNICATION
AND BEYOND
HESPORT
#GAMING
#BRANDAMBASSADORS
P Pl ¢ 1:4253/14618
ON TAPE UN FIFA EN HAUT DE LA TOUR EIFFEL » GAME OF KORPS #1
87984 [ 36K ‘bﬁ\IME »~> PARTAGER  §¢ EXTRAIT =+ ENREGISTRER ...
T e T T i PAS
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#HCOUNSEL&STRATEGY
#MEDIARELATIONS
#INFLUENCE
H#BRANDCONTENT
HENDORSEMENT
#DIGITALXSOCIAL
#MEDIAPARTNERSHIP

BEST-CASE

CYRIL GANE

THE FRENCH MMA SUPERSTAR

#SPORT
#MMA

NUMBER 2 WORLDWIDE, CYRIL GANE HAS
SEEN ITS FAME & POPULARITY SKYROCKET.

AFTER HAVING MADE IT GROW IN THE MEDIA,

OUR MISSION WAS TO CAPITALIZE ON THIS
CONTEXT TO DEVELOP HIS PARTNERSHIPS.
AMONG THEM :

- DANONE - HIPRO

- GSHOCK

POWERFUL DEVICES, ENABLING THE
DEVELOPMENT OF THE ATHLETE'S IMAGE IN
AFFINITIVE UNIVERSES.

RESULTS

ON HIS SOCIAL MEDIA AUDIENCE
(TWITTER, FACEBOOK, INSTAGRAM)

MEDIA OPPORTUNITIES

PARTNERSHIPS SIGNED
(UNIBET, G-SHOCK, DANONE)



ne, le «Bon Gamin » quiveutm MMA : «Ciryl Gane sera aussi populaire
#COUNSEL&STRATEGY bl L que Riner» CIRYL GANE, COMBATTANT FRANCAIS D'UFC
H#M EDIARELATIONS = R e ‘ it «JE NTALJAMAILS IDOLATRE PERSONNE
¥ Le MMA qui arrive en France a deux stars tricolores : Franci: DANS CE SPORT

" y e " Ngannou I'ancien SDF et Ciryl Gane a qui 'UFC, la puissante »
# I N F L U E N c E ‘. e g = = g ( ) . 3 R§ fédération américaine, promet un destin en or. Par Scid El Abadi- Mis & jour le 03/10/2020 & 08:19
#BRANDCONTENT = 7 ' 0O0ER i 7 :ubhe'eOS‘]O,QOQOdO/’Sé
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TH E RISI N G M MA FR E N c H STAR MII;IIAA\NTEJSFC : Le Vendéen Ciryl Gane actuel n°4 mondial, prét a accepter de

nouveaux combats

CYRIL GANE

38074 vues 17 mars 2021 yffg 1,2k @113 ) PARTAGER =} ENREGISTRER

LA COMPLETE D
#S PO RT (h;hid:'yl Gane premier Frangais champion UFC

# M MA apreés avoir mis K.-0. Derrick Lewis
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#CONSULTINGXSTRATEGY
#MEDIARELATIONS
#INFLUENCE
#BRANDCONTENT
HENDORSEMENT
#DIGITALXSOCIAL

BEST-CASE

ATHLETES ARE BRANDS TOO

#SPORT
#FAMILY
#HEALTH
HENGAGEMENT

OUR SUPPORT:

CONSULTING & POSITIONNING OF
CLEOPATRE DARLEUX AS A BRAND

BRAND CONTENT / SHOOTING & CONTENT
CREATION

SOCIAL MEDIA CONSULTING
MANAGEMENT OF HER PR

CONSULTING ON CSR ENGAGEMENTS
SEARCH, ESTABLISHMENT, AND
ACTIVATION OF PARTNERSHIPS AS BRAND
AMBASSADOR

RESULTS

AMONG THE 50 MOST INFLUENTIAL
FRENCH PERSONALITIES ACCORDING
TO FORBES

- SPORTSWOMAN FEATURED TO
ILLUSTRATE THE D-1000 OF THE PARIS
2024 OLYMPIC GAMES

- MOTHER OF 1 LITTLE GIRL CALLED
"OLYMPE"

KEY SPONSORS
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CLEOPATRE

DARLEUX

ATHLETES ARE BRANDS TOO

LETTRE RECIT DE LINTERIEUR
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Dans une lettre exclusive & « L Equipe » le champion du monde
affirme qu'il participera auxJO dans sa ville. pruese
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