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Do you have what it takes to
develop Caples’ Student Campaign
of the Year? The 2008

winning team assisted
the client, Pentel, in

Test your direct marketing creative skills by entering our contest converting their idea
sponsored by Alloy Media + Marketing. Your group could win $5,000, toalive campaign.

. . . . View this campaign at
an internship and bragging rights. spinthepen.com
What can | win? What do | have to do? What is the deadline?
The winning individual or group Design a marketing campaign The entry deadline is Monday,
will receive a generous $5,000 for the Sony Reader. February 8, 2010.
cash prize. In addition, the winning | You will need to use your creativity
individual or two lead group and ability to think strategically Who can enter?
members will receive an and analytically to create a Whether a major in graphic
internship(s) at Alloy Media + campaign that ensures the client design, marketing, communications
Marketing and a paid trip to achieves its desired objective. or chemistry, any individual or
the annual Caples Awards in group can enter as long as all
New York in March of 2010. members involved were enrolled
One runner-up individual or as undergraduate students at a US
team may receive a $1,000 cash college or university between
prize and up to two tickets to December 14, 2008 — December 14,
attend the Caples Awards. 20009.

For more information and to enter, visit dmnews.com/student-awards
Entry deadline is February 8, 2010.
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Background

Sony Corporation of America, based in New York, is
a US subsidiary of Sony Corporation, headquartered
in Tokyo. Sony is a leading manufacturer of audio,
video, communications, and information technology
products for the consumer and professional markets.
Tts motion picture, television, computer entertainment,
music and online businesses make Sony one of the
most comprehensive entertainment companies in the
world. Sony’s principal US businesses include Sony
Electronics Inc., Sony Pictures Entertainment Inc.,
Sony Computer Entertainment America Inc., and
Sony Music Entertainment. For more information
about Sony and their host of products, students can
visit the company Web site: sonystyle.com

The market problem

For this campaign, students should develop a market-
ing plan that excites students about the Sony Reader.
The Sony Reader allows you to carry a stack of books
in one hand — you can experience the joy of reading
a variety of your favorite books, all stored digitally in
one compact device. Sony is a pioneer in the digital
reader market; however, their market share is below
that of the Amazon Kindle. This campaign should
educate students about Sony Reader’s message, drive
them to learn more about the product, and increase
purchase intent among the target audience.

Sponsored by Alloy Media + Marketing

The assignment

Create a direct marketing campaign to increase brand
awareness for Sony on college campuses nationwide. You
are required to use the two direct marketing channels
and are allowed to use one of the optional media chan-
nels listed below (for a total of no less than two and more
than three individual media channels).

* Direct mail (envelope or post card) (NI

® Digital marketing channel from the following:

Web site/Microsite, Mobile marketing/Online video,
Online display/Banner ad or E-mail ({231

e Viral or word of mouth

e Campus signage

® Promotion (street team, event, grassroots)

The campaign should be aimed at being viral either
through social networking, online video sharing or other
digital media.

Target audience

For this campaign, your priority target audience is
college-aged students throughout the US, aged 18-24.

SONY

> > > continued on next page > > >

For more information and to enter, visit dmnews.com/student-awards
Entry deadline is February 8, 2010.
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Standard campaign

e Campaign Write-Up. This write-up may not exceed
five (5) double-spaced pages in length and must
include a description of the audience and the market
problem, as well as an explanation of the campaign
execution.

e Campaign Creative (copy and design). For all forms
of media used to promote the Sony Reader, students
must explain and show the creative elements used.
Students are strongly encouraged to present their work
in photo board format. See example (at right) from the
2008 Caples Awards.

Digital elements including URLSs, banner ads, etc.
may be uploaded online. All print elements must
be mailed to the address below:

Haymarket Media

c/o Shital Patel, Caples SCOTY Award
114 W. 26th St., 4th floor

New York, NY 10001

e Results. The results of any efforts your marketing
campaign received should be delineated within the
campaign write-up. Students are strongly encouraged
to use social networking tools to test their campaign
ideas and illicit response from peers.

Questions?
E-mail inquiries to sonychallenge@alloymarketing.com

Sponsored by Alloy Media + Marketing

=

Example of creative campaign’s photo board from Caples 2008

All materials must be received
by February 8, 2010

or contact Shital Patel at shital.patel@dmnews.com | 646.638.6157.

For more information and to enter, visit dmnews.com/student-awards

Entry deadline is

-5

‘ebruary 8, 2010.



Caples
Student
Campaign of
TheYear

Official rules

e All entries must be submitted online. Once your
entry is complete, visit dmnews.com/student-awards.

¢ Entries must be from undergraduate students
enrolled at a US college or university.

¢ Entries must be received online by Monday,
February 8, 2010. Late entries will not be accepted.

¢ The John Caples International Awards, Haymarket
Media Inc. and Alloy Media + Marketing reserve
the right to disqualify any entry deemed unsuitable
for any reason, not limited to, but including: failure
to meet any of the previously stated rules; plagiarism
or unattributed use of copy righted material or
images; excessive use of profanity, nudity, or
violence; any content that advocates and supports
racial, cultural, religious, or gender bias.

e The leading individual or two lead members of
the group with the top entry will receive travel to
New York for the Caples Awards in March 2010
including airfare and standard hotel room expenses
to be paid for by the sponsor.

¢ The winning individual or winning group of the
Student Campaign of the Year Award will receive
$5,000 and an internship(s) with Alloy Media +
Marketing (for a period of time to be determined).

¢ One runner-up for the Student Campaign of the
Year Award may receive $1,000.

Sponsored by Alloy Media + Marketing

® The judges of the Student Campaign of the
Year contest will include representatives from
Alloy Media + Marketing, the John Caples
International Awards, DMNews, and Sony.

® The winning student(s) agree to permit their
likenesses and campaign elements to be used
by the John Caples International Awards,
Haymarket Media Inc. and/or Alloy Media +
Marketing for advertising or promotion.

o All entry materials become the property of the
sponsoring organizations and will not be returned.

© Immediate family members of employees of
Alloy Media + Marketing or Haymarket Media
Inc. (DMNews) are not eligible to enter.

® By submitting your entry for the Caples’ Student
Campaign of the Year Award, you agree to the
rules and regulations listed above.

Sponsored by
alloy i

>> The Leader in Student Marketing

For more information and to enter, visit dmnews.com/student-awards
Entry deadline is February 8, 2010.



