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From Sun King to Space Exploration:
Celebrating 350 years with Saint Gobain corporation

(h) Carmen Ferrigno

v ~ Vice President
Brand and Communications
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con-flu-ence:

n.. acoming together of people or things;
a merging or flowing together, especially of rivers



Executive Summary

Dos:

1.
2.

3.
4.
.
6.

re

8.

Hire a full time project manager

Create a fully branded, “Disney-esque” experience around your
brand

Engage the broadest team possible
Be as transparent as you can across all internal audiences
Have a process for scope creep and cost control

Remember that success is how OTHER people respond to the
celebration so have an outside in focus, even with employees

Find a few highly creative ideas and make the rest a mechanical
process

Focus on flawless execution tied to your business/corporate

goals AT
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Executive Summary

Don’t:

1. Do everything
Throw a blanket on your planning and team
Think you can wing it. It won’t go well
Forget about employees who want to help

a bk~ WD

Tolerate poor performers either in your vendor list or working
team

o

Throw a party. Engage your stakeholders in a memorable
EXPERIENCE
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Marquee Branding Events/Announcements

Brand Website Launch

) Barometer )

GreenBuild

October 2014/

November 2015 October 2014 October 2014
North American YouthBuild
th
Headquarters 350 EEE_ftl)?meral Phase 2
-  — xhibits  —
Opening Launch
November 2015
October 2015 May/June 2015
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THE CONTEXT

* Unknown company
* No real relationships with City of Philadelphia in place
« Seeking premiere space in the City of Philadelphia

* Looking to use this premiere space for a never before
done event




HOW DID WE TURN THIS AROUND?




BY BUILDING RELATIONSHIPS...

Office
% of % % Parks
Qoooo.o Sustain Qoooo.o Qoooo.o and
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BY BUILDING RELATIONSHIPS...
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FAIRMOUNT PARK

CONSERVANCY

550+ of the City’s most influential




LOVE PARK
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HOW DID WE PULL OFF THIS EVENT?




Partnership

v
VISIT
PHILADELPHIA o %ﬂ%

THE
OVAL 4
VISITPHILLY.COM UWISHUNU.COM w
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INTERNATIONAL Philadelphia Regional
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LEVERAGING THIRD PARTY EQUITY.... VISIT o M :
PHILADELPHIA
?,y,zséu’//

VISITPHILLY.COM UWISHUNU.COM

e Selected to partner with Visit Philly for launch of 350 event announcement

e \Why have someone else announce for you?
- Leverage third party credibility

- Co-ownership allows for COMPOUND IMPACT

e Selected due to influential social media presence and highly-trafficked blog — uwishunu — to
reach local Millennials, a key audience.

- Future Sensations announced by Visit Philly at a national and travel media press
conference alongside Philly’s major events e.g. the Papal Visit.

- Set off a flurry of inbound media inquiries and social media activity that could not have
been achieved without the partner’s reach and influence.




ANNOUNCEMENT HIGHLIGHTS

@ Uwishunu Philly x

Breaking: Immersive Digital Exhibit Coming
To The Oval & Philly Is The Only U.S. Stop
uwishunu.com/2015/04/awesom

Home MNews Weather Sports Traffic Top Spots Health Audio Video Deals Directory Travel Events Autos

| ' u s~ Health Tech E

Abington Health m

®CBS Philly

Local L >» LIS;I'ERIS‘"LIVE

Futuristic Global Exhibition To Make Its Only U.S.
Tour Stop At The Oval In Philadelphia

®CBS
Philadelphia

GEED | wrwee 7 (=3 coce Y w Philadelphia — visitphilly.com
<
e

Awesome: An enormous, only-in-Philadelphia digital art installation is
®CBS Philly Buy Tickets Order Food More Loa i | REoisTER coming to The Oval — and it's free!

£ Saint-Gobain NA re ete
Philly Mag @phillymag - 11
Eakins Oval Kicks Off With a Giant Light-Up Exhibit—Only U.S. stop for
French art installation ow ly/L EKIR

Awesome New Light And Digital Public Art Installation
Coming To The Oval, May 30-June 6

Oh, wow. The Oval is going to host an awesome (and free) light and digital public art
installation for eight days this May and June

&5 Charles McCallum, Bob Staab, Rufus Greene Jr and 1,234 others Most Relevant ~
like this.

&> 415 shares

Like - Reply o5 1

| Ricardo Padrén Gotta see this!

m Pamela lori Awesome. Of course the artsiest city in the US gets this! Go Philly
i Like  Reply 51
e

ew 35 more comments
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CREATING A DIGITAL DESTINATION — AN EVENT MICROSITE

Wwure Serseto

futuresensations.com

« L |

11T Apps  For quechk pccess place your Bockmarks hese on the boobmadks Dav. InEan Bockmarks noe.,

HOME THE EXHIBITION PLAN YOUR VISIT CONTACT MEDIA RESOURCES

FUTURE
SENSATIONS

May 30 —~ June 6, 2015 —~ Philadelphia, PA

A never-before-seen global exhibition
providing an experiential journey of
science, storytelling, and art making its
only U.S. tour stop in Philadelphia, PA.

DY - BI8 I8 EIE C NS

45 duyn, 18 howrs, 32 minstes snd 13 seconds
wrtsl the event begema’

WHEN?

ABOUY THE EXHIBITION

Lt G s, one of the world's largest building
! 0 ales its 350ch
anniversary with a neverbefcce-seen global
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PAID MEDIA AND EARNED MEDIA




PAID MEDIA STRATEGY

Targets

— Architects & Specifiers - small focus

— Women 25-44, college+ education
Geography

— Philadelphia MSA
Timing

— April 25 — June 6, 2015 (6 week window)
Obijective

— Drive defined targets to the pavilions
while building brand

awareness and corporate reputation for
Saint-Gobain.

e

WHY?

Support Saint-Gobain habitat
goal by reaching architects and
specifiers

Support Saint-Gobain
recruiting efforts for women
and millennial group

Support CT’s end-user target
test of women as decision

makers on household
purchases

Tackle in a cost-effective
manner in the 51" largest media
NEGLH




PAID MEDIA PLAN SUMMARY

Media Detalils

Double Decker Bus, Digital Bulletins, Dilworth Park Digital, Silverliner Screens, Oval &
Outdoor
CCD Banners

Radio WMGK-FM & MORE 101-FM (CT)

Targeted Web Banner Campaign, Mobile Geofencing, Philly.com Weekend Planner,
Digital Philly Magazine Social Campaign & E-Newsletter, Architect E-blasts, Visit Philly
banner campaign

Print Philadelphia Inquirer & Daily News Weekend Sections

Over 17.6 Million More than doubled media spend
Impressions Delivered! with negotiated value add

Approx. 3.33% of overall

event budget spent on paid
media

AN 1



MAY 30 - JUNE &, 2015

Senyamn Franen Farkwas
Eahms 0




Digital Bulletins: Key commuter locations (95/WValt Whitman Bridge)

TO THE OVAL _
futuresensations.com/i
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MAY 30 - JUNE 6, 2r5
penjamin Franklin Par.,,
Eakins Oval

fururesensationcom
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CertainTeed Backyard Playhouse Contest
Sweepstakes runs May 4 — June 6, 2015

Register to win a Backyard Playhouse, built by CertainTeed and valued at $5,000. The playhouse will be an 8 foot x
10 foot house with a 3 foot x 4 foot jut out on the front window. The playhouse is built by CertainTeed--for ower 100

yvears making building products that truly make a house...a home. Comfort, protection, performance—that's
CertainTeed

Enter to win one of three ways:

Register online here

Register to win at designated events throughout the PhiladelphiaiMew Jersey/Delaware area from
May 4 — June &, 2015.

050815 11:30 AM Rittenhouse Square Flower Market Fhiladelphia
05M07FMa8 11:30 AM Rittenhouse Square Flower Market FPhiladelphia
050915 10:00 AM Brides Against Breast Cancer FPhiladelphia
051615 3:00 PM 14th Ann Mt. Holly Car Show mit. Holly




e®oo0o00 Verizon = 6:55 PM

Digital: Philly.com Weekend Planner
@he Inguiver

mobile.philly.com

DAILY NEWS philly®com

philly®com

Bradford limps., Tebow
¢ struggles >

WEEKEND PLANNER
.l-l. THE B - e e e rFU I URE

. 5 [SensStions|
/) ARTS

Take a sensory

SPONSORED E =
Art, Cocktails & journey into the
Jazz future

First Friday! 6.5

Eulinl rv:csaRnesFouNDATION FUTURE &V{JDPU\NNER
o _ s MEMPHIS
- 'Sensations 0 )

SPONSORED SPONSORED SPONSORED

Art, Cocktalls & J azz Take a sensory journey —Pay What You Wlsh Memphis- Walnut
First Friday! 6.5 into the future For Monet This Sunday Street Theatre

780 Philadelphia, PA ph | lly .Com

NBC10 First Alert Weather

BREAKING NEWS @he Ynquiver  DAILY NEWS

. Philly shoplifter's Instagram spotlight

< > T



Saint-Gobain, the world’s largest building materials company,
is marking our 350" anniversary with a free, never-before-seen
global exhibition that combines science, storytelling and art.

Come Celebrate With Us!

MAY 30 - JUNE 6 - The Oval / Benjamin Franklin Parkway

Join us for these special events:

Family Day —
Saturday, May 30
A fun-filled day with
face painting, balloon
artists and jugglers.

Veteran's Day —
Tuesday, June 2

Saint-Gobain will
donate $1 to Homes for
Our Troops for every

person who visits.

22 | THE PHILADELPHIA INQUIRER | FRIDAY, MAY 29, 201

Future Sensations
After Dark

Grab dinner at the food
trucks and beer garden,
then experience a dazzling

display of lights.

REASONS TO BELIEVE
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Art Museums &
In_stltutlons

American Heritage Museum 661
Jackson Rd. Newtonville; 609-704-5495.
www._ashmsnj.org. Tue -Fri. 10 am-3 pm.

The Barnes iadobhn
202S Bernjamin Franklin

215-278-7000. wwwbamesfoundatlon org.
Permanent Collection. $22; $20 seniors
65 & over; $10 students & children 18 &
under; free for children under 6.
Wed -Mon. 10 am-5 pm. Closed Tue.
Open 6-9 pm every First Friday and
select Fri. evenings.
Brandywine River Museum of Art Rte. 1
& Rtebrlw&ycrgadds Ford; 6.10—él 2700.
www . brandywinemuseum.org. magine
Brandywine. Horace Plppnn:%he Way |
See It. Imagine Brandywine. Pointed Pens:
Selected Cartoons From the Permanent
Collection. $15; $10 seniors; $6 students
& children 6-12; free for children under 6
& for all Sun. until noon.
Daily 9:30 am-4:30 pm.

Chemical Mapo Foundation
315 Chestnut St 215-925-2178.
chemhentag . The Whole of
Nature & the Marror of Art. Free. Books
of Secrets: Wntmg & Reading Alchemy.
Free. Closes 6/28_ Mon.-Sat. 10 am-4 pm;
1st Fri. 10 am-8 pm; Sun. noon-4 pm.
Delaware Art Museum 2301 Kentmere
Pkwy., Wilmingtorz 302-571-9590.
www_delart.org. & Howard Pyle & His
Students. John Sloan. American Art, 19th
Century to the Present. The C land
Sculpture Park. $12; $10 seniors; $6
chldren 7-18; free for children 6 & under,
everyone on Sun.; $25 family of &4
Wed.-Sat. 10 am-4 pm, Sun. noon-4 pm.
Delaware Center for the Contemporary
Arts 200 S. Madlson St., Wilmington;

ing Constructs. Free. David
isper. Free. New Eyes:
Expenrnental Photography Today. Free.
Crae & Corei Washington: The x
Show. Free. Tue., Thu-Sat. 10 am-5 pm,
Wed. & Sun. noon-5 pm.
The Fabric W: & Museum
1214 Arch St 215- 8888.
www fabricworkshopan

& Richard Tuttle: Both/And icharg
Tuttie Print & Cloth. Free. Closes 6/28.
$3; free for children under 12. Mon.-Fri.
10 am-6 prm Sat-Sun. ncon-5 pm.
University of Pennsylvania, Institute of
Contemporary Art (ICA) 118 S_ 36th St
215-898-7108. www;caphia.
& Barbara Kasten: Stages. Free. Julia
Feyrer & Tamara Henderson: Consider the
Belvedere. Free. Do/Tell: Erin Bernand,
Heather Hart, Rachelle Mozman & Akosua
Adoma Owusu. Free. Free.
Wed. 11 am-8 pm; Thu-Fri. 11 am-6 pm;
Sat.-Sun. 11 am-5 pm.
James A. Michener Art Museum 138 S.
Pine St., Doylestown; 215-340-9800.

www.michenerartmuseum.org. & The
Lenfest Exhibition of Penns nia
Impressionism. Visual Heritage of Bucks
County. The Artist in the Garden. Rodin:
Ehiii-kfnan ‘éei encg/?:ses G/é.d The

odin oses Kate Breakey-
Small Egtarfsy Edward Vatza Street
Stories. $18; $17 seniors; $16 coll
students with ID; $8 children 6-18;
for children under 6. Tue-Fri.10 am-430
pm, Sat. 10 am-5 pm, Sun. nocon-5 pm.
La Salle University - Art Museum
1900 W. Ave; 215-951-1221

www lasalle /museumn. Hizabeth

Catlett: Art for Socal Justice. Free. Closes
6/4. Free; donations accepted
Mon.-Fri. 10 am-4 pm.

Print;

Mid-Atlantic Center for the Arts 1048

Washington St., Cape a 609-884-5404.
www._capemaymac.org/. Light Particularly:
Alice Steer Wilson's Cape May. Free.

The Noyes Museum at
Hammonton 5 S. Second St
Hammonton; 609-561-8006.
www._noyesmuseum.org/hammonton.htmi.
Tue-Wed. 11 am-6 pm; Thu. 1 pm-9 pm;
Fri.-Sat. 11 am-7 pm

ia Academy of the Fine Arts,

youth 12-18; free for children under 12
and military. Tue.-Sat. 10 am-5 pm;
Sun. am-5 pm.

Pennsylvania Academy of the Fine Arts.

Samuel M.V. Hamilton Building 128

Broad St; 215-972-7600. www | pafa.otg

& Mural Arts Trolley Tour. $30; $28

seiors; $26 children 3—12 Mu'ai Mlle

Walking Tour. $20. ve Letter

Traan Tour. $20. Closes 5/31_ $15 $12

seniors over 60 and students; $8 youth

12-18; free for children under 12 and

military. Tue-Sat. 10 am-5 pm;

Sun. 11 am-S pm.

Philadelphia Museum of Art 26th St &

Benjamin Franklin Pkwy_: 215-763-8100.
www_philamuseum.org. Shelle:

Keep the Home Flresg&rr-tgy

seniors; $14 students and

seniors 65 and over; $14

children 13-18; free for children 12 and

under. Tue. & Thu, Sat.-Sun. 10 am-5 pm;

Wed. & Fri. 10 am-8:45 pm.

Philadelphia Museum of Art, Pereliman

Building Fairmount Ave.; 215-763-8100.

www_phdlamuseum.org. Take One:

Contemporary Photographs. Northern

Lights: Scandinavian Design. $20; $18

seniors 65 and ove’ $14 students and

children 12-18; free for children under 12

Tuee-Sun. 10 am-5 pm.

Philadelphia Museum of Jewish Art

615 N. Broad St 215-627-6747.

www.rodephshalom.org. Free. Mon.-Thu.

10 am-4 pm; Fri. 10 am-2 pm.

Rodin Museum Franklin Parkway at 22nd
St 215-763-8100. www_rodinmuseum.org.
& $8: $7 seniors 65 and over:

Wed-Mon. 10 am-5 pm.
Rosenbach Museum & Library
2008-2010 Delancey Pl 215-732-1600.
www.rosenbach.org. 6 $10: $8 seniors; $5
students & youth free for children
under 5. Tue., Fri. noon-S pm; Wed.--Thu.
noon-8 pm: Sat.-Sun. noon-6& pm;
closed Mon. and holidays.
The Temple Judea Museum 8339 Oid
York Rd_, Ekins Park; 215-887-2027.
www_kenesethisrael.org/mus htm.
Mon.-Fri. 9 am-5 pm.
Trenton City Museum at Ellarslie
Mansion 319 E. State St Trenton;
609-989-3632. www ellarslie.org. Blarslie
Open 32 Free. Closes 6/28. Donation
suggested: $5; $3 seniors & students
Tue-Sat. 11 am-3 pm; Sun. 1-4 pmu
Berman Museum of Art at Ursinus
C Main St Collegeville:
m-SSDO W uvsnus edu/berman.
George Tice: Iconic Photographs of the
Urban Landscape. Free. Free. Tue-Fri.
10am-4 pm, Sat.-Sun. noon-4:00 pm.
Woodmere Art Museum 9201
Germmantown Ave; 215-247-0476.
www.woodmereartmuseum. it
Reail: Recent Acquisitions ofogzrrabveng
Realist Art. Closes 6/7. Frank Brambiett:
See ART on W24

A A | PHILLY.COM

Philadelphia
=kt [nquirer & Daily
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BUILDING EXCITEMENT -- IT’S ALMOST HERE PRESS EVENT — MAY 21!
Leveraging Consumer tactics for a B2B company!
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Namibia

Botswana Limpopo

biquezopw

Mpumalanga

North West S2uteng Swast.
lanid

South Africa

Western Cape

Kwasulu-
Matal

Free State

MNorthern Cape { esotha &

Eastern Cape e S T % b

South Africa X\
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MEDIA COVERAGE

L_)—*. NBC10 First Alert Weather pl |llly e bul I l

" News Sports Entertainment Business =~ Opinion Food Lifestyle Health More v

CELEBS 2 GOSSIP THINGSTODO TV MOVIES MUSIC THEARTS VISITORS GUIDE OUT 2 ABOUT GAMES COMICS WOROSCOPES FIND AN EVENT

Show Ad ¥

1
June 4, 2013
Last Chance: Future Ser ns At The Oval, An Imzr ive Exhibition, h

loses This Saturday, .

! Posted by Filed In: 3RTS ATTRACTI E i Things To Do Philly About This Blog

. m - 1 grest events festvals museums partes.
. Weekend event picks: ‘Future s moves peromances w3 a1
1

1

Get our top stories
P

Follow allieevolpe ()

,* “ N { Sensations,’ Philly Beer Week & = ;"
| \\ L1 \\ . e | R [

W Follow @allieevolpe

70% off

CURATED DECOR

MAD MONEY DOW - 28

Cramer’s Going Vis-A-Vis With Saint-Gobain’s Top
Leaders To Bet Their Read On The Global Economy

Omah (BTN) 4.79 A001 Buo'ﬁme (BTX) 4. 53 AO. 01 Burcon (BUR) 2 SS

For Internal Use Only AL

ily Local News s g,
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concrmts onsTacE resTivaL THEATRE REVIEW

Grammy-nominated StEAITh TigHtRopE at SlyFox presents Famiy, friendship -

Steeldriversarecoming | Spotiight Theatre for Taps, Tunes & Trucks affemedin Candelight's Elshare | FIED | @ Print
to Ardmore Music Hall improvisational theater Saturday Steel Magnolias’ DAILY

saaes s ey mors o

Samt Gobain Turns 350,
Announces Futuristic Global To aceess free product
Exhibition Coming to Philadelphia ~ information, click here

May 30 thru June 6 EU""EEI

Saint-Gobain commemorates its

350t annivarsary with a naver.

OUR BLOG »

experlence vith five distinct

5 Websites about Architecture Trave!
ephemeral pavilicns that take .

LEED and he LBC

\\ /\\/i

Living for e Fulure

world The touring
ik tops

Center City

R ACTIONNEWS . D across th ofooe, Inciucing Shanghl. China; S50 Packo, Brazil Pars, Franca; and Phiadelgha - tho I The Come b Transperency
- L3z T3 only tour stop in Nerth America and home of Saint-Gobain's domastic headquarters. “Future

Sensations” exhibits May 30 - June 6, 2015, ot The Oval. located on the northwest end of

LRI RIER L YANIA TASYH 6 - 03-10-12-18-38 8 PENNSYLVANIA EVENING PICK Philadelphia’s Benjamin Franklin Parkney October 14 - 16, 2015

“Philadeipiia is honored to serve as the f

hip city in North Ameica to help Saint-Gabain Tamps Convention Cente
& ihy

Sensations” exhibition on Benjamin Franklin Parkway, which was modeled on Parls’ own Avenue
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BUT WHY DID WE DO ALL THIS?
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CREATING A DIGITAL ECOSYSTEM =...

News InAg: Siﬁron
coverage - ac ?nd
Artists print, online onceale

Claim of and TV Digital Ads Commercialsim

Plagiarism Billboards

Third Party —
Partnerships/
Credibility

Social Media
coverage

Radio o

partnerships

Social Media
coverage

ATTT
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“UNEXPECTED” SUPPORT IN RESPONSE TO “ATTACKS” — ARTIST’S CLAIM

Well, clearly Mr. Boruchow has the right to all art made of lines and angles. Ever. His
email reads as a sad, hacky publicity stunt more than a sincere effort to protect his
intellectual property. He must know that his claim is weak, at best, if he is not going to
move forward with it. There are a range of legal service options for artists, even those
that fall into his gap. It doesn’t take much integrity to fire off a public email.

FWIW, the Future Sensations piece has lines that cross the boundaries of the cells, is
sculptural in three dimensions and has a clear technological component. | don’t know
what “legal experts” he has consulted, but, if he had enough money to pay them, he
should ask for it back.

While | certainly understand Boruchow’s worries, this isn’t plagiarism. His design is
much more clustered and frantic. Future Sensations has a very open type of feeling to
it and, as mentioned in the comment above, adds new features to it such as the cross




“UNEXPECTED” SUPPORT IN RESPONSE TO “ATTACKS” - INGA

lhdylan < Ah once again Ingra the great strikes. | will offer my critique. It was FUN. Cool shapes and neat placement of the
lights and while maybe not the most spectacular inside interactive presentations to have ever been made. It was FUN. | saw
lots of other people having FUN on a Saturday night in the city. Add the beer gardens and the food trucks on Eakins Oval,
boom you have a really FUN night. Couple that with our fair city being the only stop in the Country to have this, well Ingra, how
about just sitting back at a table in the beer garden, sip on a beer and watch all the people walk around and enjoy themselves.
After all something's in life do not need to alter the universe. They can for the briefest of moments simply allow us to forget
about our everyday troubles and enjoy what is presented and offered to us to view and experience. That's just me though, a
simple man enjoying his life with no need to pretend to be something | am not.

Your Welcome.- Saint-Gobain « Funny how every time | go to Philly.com | am blasted in the face with obnoxious, corporate
sponsored advertisements. Try to read an article? Video advertisement starts playing. Try to click on a link a screen sized
advertisement banner floats down. | guess corporate greed is good when it benefits you with money in your paycheck- as
opposed to a corporate sponsored art project that benefits all residents. | am tired of the corporate bashing that goes on in this
newspaper. Its no wonder your failing.

Kim Jung Il - Wow, you mean a company would pay for an event like this and would actually dare to advertise during it? What
Is the world coming to?

mikenphilly < Or you could go to the many other FREE corporate sponsored things happening in the city this week...oh wait,
there arg none. Had a great time last nlght as it looked like the huge amount of people that were there were also. Since this is

ATTT
SAINT-GOBAIN
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https://disqus.com/by/phillydotcom-b42c09ebe9a81d4c871df0d257b4e380/
https://disqus.com/by/yourwelcomesaintgobain/
http://philly.com/
https://disqus.com/by/ghenghisjohn/
https://disqus.com/by/mikenphilly/
https://disqus.com/by/jim_samuel/

SDIALOGUE

Submit letters to: The Inquirer, Box 8263, Philadelphia, 19101

150-word limit. Writers must include home address and day and evening phone number.

B inquirer letters@phillynews.com | & Fax: 215-854-5884

OP-ED

BY FAIRMOUNT |

PARK CONSERVANCY
IN RES

PONSE TO

INQUIRER ARTICLE

i strengthening our
n_',r and workforce.

arch highlighted by the
al business-leader group

Nation shows that
ng in these programs
up to $26,000 in net

rm economic benefits for

Famous singers from the 1950s are honored on a crumbling mural in South
Philadelphia. MCHAEL PRONZATO / Staff Photagrapher

child served. In addition,

rlvania communities
ing expanded access to

experience an immediate

~nic stimulus from their
— ment, with returns of

or every $1 spent.

ISSUE | MUSIC BUSINESS

Humming a big hit that might have been

What on earth has happened to the music industry? I grew up on
Neil Young, Janis Joplin, Bob Dyvlan, and others. I became a

Making room
for civic space

By Kathryn Ott Lovell

hiladelphia is a
resilient city
that has worked
hard to raise its
global profile.
Despite its struggles with

the recent eco '
turn, the city
looking for ways to attra

corporate investment and
business development in
its communities.

As city funds are
stretched, areas of civic
need grow, and nonprofit
organizations — with the
support and commitment
of the corporate communi-
ty — do their best to fill in
the gaps. When it comes to
the health and wvitality of
our city, including free
and vibrant civic space,
the need for engaged cor-
porations to demonstrate
their civic responsibility

tour. Philadelphia is its
only stop in North Ameri-
ca. While the free exhibit
only lasts this week, the
effects of Saint-Gobain’s
presence will be a lasting
one. Along with fellow
sponsor PNC Bank, Saint-
Gobain is a major support-
er of the third summer sea-
son of The Owval, which
will provide six weeks of
free programming begin-
ning on July 15. More than
90,000 people have visited
The Owal since it was
transformed from a deso-
late surface parking lot
into the city's “Park on the
Parkway.”

In addition to the Owal,
the Fairmount Park Con-
servancy has a thriving
park stewardship program
that has built a network of
more than 100 neighbor-
hood park friends groups,
leading biannual citywide
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Industry Displays

 Residential Construction
e Commercial Vonstruction
* Energy

* Transportation/Aerospace
e Medical
e Tech
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FUTURE

VALY Event Schedule - May 21 - June 6

INVITE ONLY OR
TIME LOCATION DESCRIPTION PUBLIC EVENT CONTACT

Wednesday, June 3

Performance Plastics Foams

Embassy Suites = - More details needed. Invite Only Steve Jette
7:00 a.m.— 5:00 p.m. Business Meetmg
7:30 a.m.—11:30 a.m. Sofitel Executive Committee Meeting Executive Committee Meeting, continental breakfast Invite Only Christine
served Hammond
Y Sofitel Performance Plastu.':s Internal meeting, dinner offsite, visiting pavilions 8:30 Invite Only Tom Kinisky
Management Meeting p.m. approx. (25 people approx.)
—y Sofitel, Performance Plastics Meeting of new employees. Dinner offsite. 8:30 p.m. = Eric Licht/
11:00 2.m. = 6:00 p.m. The Oval New Team Member Meeting visit to pavilions (approx. guests 90 people) iovite Onty Tom Kinisky

_ Sofitel, -
12:00 p.m.— 10:00 p.m. The Oval Carmen Ferrigno
Kimmel
12:00 p.m.—1:30 p.m. Center for the Derek Malmquist
Performing Arts
. Sofitel, N .
To be determined The Ol Minas Apelian
Thursday, June 4 . ;
. Sofitel ::rt:.m‘r Roofing Team Small team meeting for Roofing Invite Only Tom Smith
10:00 a.m.— 12:00 p.m .
= Sofitel, NOVA and R&D Team A = . .
To be determined The Oval P a——. Meeting at hotel Invite Only Minas Apelian
Performance Plastics Supplier ) N . R ) I
1:00 p.m.—6:30 p.m. i:ﬁt;vl' L Day Conference and Mini N'le.:tmg‘, -cock(t::,l;al?c.!t:mner e h():beL 8:15/830 p.m. Invite Only snc L:(’Chu
e Ova o —————— visit pavilions visitors approx. om Kinisky
To be determined The Oval Vetrotex S V20— 300 PUTLBRPEa. 2 § pla = Invite Only Paul Batt
simply a tour?
Jo be determined people (TBC) — simply a tour?

— —






: Help us restore the gitt of freedom
-, and independence to our natiow's most
t severely injured Veterans.







METRICS HIGHLIGHTS
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Aﬁ“ 114 498 total attendance over 8 days ofe:”
exhibit — this is 8% of Philadelphia
population

— ——



Traffic to Saint-Gobain’s corporate website
increased 122% during exhibit compared
to weekly average
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Future Sensations, Philadelphia — PR

KEY PERFORMANCE INDICATORS

VOLUME DIVERSITY

UNIQUE PIECES OF NEWS EXHIBIT ATTENDANCE
1 93 8 0O/ OF PHILA.
0 POPULATION MEDIA
: COVERAGE E
VISITORS: 114,498
EARNED MEDIA IMPRESSIONS . "0 00 X & BY TYPE .
38 Million +  ereasep 1rarFic To .
SGNA WEBSITE
ADVERTISING VALUE 0/
EQUIVALENCY ‘ 1 22 0
11 5/30-6/6/15: 9,423 .
$1 M I I I Io n + AVG. WEEK: 4,239 COI{’I/EEIEGE
PRESS RELEASES & AVG. TIME FOR VIP BY AUDIENCE
MEDIA ADVISORIES SENT WRISTBAND SELLOUT .
1 0 1 1 8 MINUTES  _




Future Sensations- PR

EDITORIAL QUALITY

HONE & OPTIMIZE METRICS

anniversary announcement
MEDIA COVERAGE THAT MEDIA COVERAGE THAT INCLUDES — . - |
INCLUDES PHOTO/VIDEO SAINT-GOBAIN IN HEADLINE OR FIRST PARAGRAPH eer .. Cele ak‘?s coming
eakins

67 % 59 0/0 eXhibition file french fun

fUtU re fUturiStiC garden global

MEDIA COVERAGE THAT
MEDIA COVERAGE THAT INCLUDES S
INCLUDES LINK TO THE OVAL innovation installation light .. manufacturer
OR EXHIBIT WEBSITE 3 OR MORE KEY MESSAGES | lonlift St
o 52 0/ materials mayor ru_Jtter Ova park
24 % 0 saroway .. philadelphia philly
MEDIA COVERAGE THAT picks pop-up SAINT-gobain
WEBSITE REFERRAL SOURCES
INCLUDES SPOKESPERSON of the top site referral sensations sensory

0 sources to summer technological top traveling
22 / 0 FutureSensations.com week weekend  years

are attributed to PR yoO uthbuild



RESEARCH METHODOLOGY

« Partnered with Peppercomm and research firm Beresford

* Leveraged 90 on-street interviews pre-event and 90 on-street
Interviews post-event

* Only those from Philadelphia region were included in the interviews (to
remove tourists from pool)

* Collected 525 qualified responses from event attendees
(combination of 325 on-site interviews and 200 surveys
proactively completed by attendees using a QR code to an online
survey).




Doubled
company
awareness
from 18%
to 36%
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Succeeded in having 91% understanding of company
as green (a 47% increase)
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Succeeded in having. 94 % 'ndé"‘rfs"’:c'anding of




SUMMARY DASHBOARD

Pre- and Post-Exhibition

Heard of Saint- Saint-Gobain is an Age of Saint- Positive Feelings Positive Feelings
Gobain employer of choice Gobain about Saint-Gobain about CertainTeed

18% 56% 0% 63% 70%

Relating the pavilions to Saint-Gobain Products

LOOK LISTEN | COLOR | CREATE | DISCOVER




HIGHLIGHTS FROM ATTENDEE SURVEYS

Two-fifths ( 39%) of those attending the Future Sensations exhibition had heard of Saint-Gobain; of those, three-fifths
(59%) had heard of Saint-Gobain prior to the exhibition.

Overall, 77% of attendees had not heard of Saint-Gobain prior to the exhibition.

Attendees generally feel Saint-Gobain is “an innovative company” and “a ‘forward-thinking’ company.”
This Look pavilion was visited most by Future Sensations attendees, followed by the Listen pavilion.
Just under half of attendees understood the relationship between Saint-Gobain and the pavilions.

With exception of the DISCOVER pavilion, 90%+ of attendees liked the appearance of the pavilions, and over 80%-+ felt
that the pavilions “excited” them

More understanding of the DISCOVER pavilion than the others which suggests that it aided the attendees in their
understanding of the other pavilions.

40% of attendees aged 55-64 did not think Saint-Gobain was an employer of choice.

30% of attendees aged 18-24 did not understand how the pavilions related to Saint-Gobain.

The Color Pavilion had the least impact overall.

Half of attendees aged 55-64 could not see how the elements of the pavilion could impact their lives.
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DEMOGRAPHICS

Age Gender

Under 18
18-24

Male, 55%

25-34 25%

35-44

45-54
55-64
65+

Q18. How old are you?

Q19. Are you male or female?

Base: N=525

Source: Saint-Gobain Future Sensations Exhibition Attendee Survey
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DEMOGRAPHICS

Employment status

Employed full time
Employed part time
Self-employed

Not employed (combined)
Retired

Student

Homemaker

——

7%

W 7%

B 5%

B 4%
N 179

F 3%

Q20. What is your employment status?

Q21. What is your approximate household income?

Base: Q20 N=525, Q21 N=512

Source: Saint-Gobain Future Sensations Exhibition Attendee Survey

Household income

Under $40,000

$40,000 - $59,999

$60,000 - $79,999

$80,000 - $99,999

$100,000 - $124,999

$125,000 +

- 21%
B 14%
B 13%
Bl 13%
B 12%

_ 25%
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HIGHLIGHTS FROM ON-STREET INTERVIEWS

Awareness of Saint-Gobain in the on-street interviews is up significantly following the exhibition (from
18% pre- to 36% post-exhibition).

Awareness of CertainTeed did not rise significantly(from 11% pre- to 13% post-exhibition).

Surprisingly, attitudes of Saint-Gobain being an “employer of choice” decreased after the Future
Sensations exhibition (from 56% pre- to 41% post-exhibition).

Those interviewed post-exhibition were more likely to feel positive about both Saint-Gobain and
CertainTeed.

e 100% of those interviewed felt positive about CertainTeed.

Respondents were most likely to have learned about the Future Sensations Exhibition by seeing the
pavilions.




WHAT SAINT-GOBAIN DOES/MAKE

This Word Cloud was created from responses to the question, “What does Saint-Gobain make?”, which was asked to the attendees during the
exhibition.

Everything! Home productsDesignpPlastics  Sound proofing Architecture firm
Ceramic Materials [nnovative products Tubing installationMakes glass, plastics,ceramics, and building materials

Technological things construcionC0O0Ol/INNovative products

--Bullding
materials/products

Glass . Sreen products (Construction materials

ceramics Everything Makes big tvs Not sure

Q4 Please tell us what you think Saint-Gobain does or makes. [open-ended for unaided awareness] Base: N=525
Source: Saint-Gobain Future Sensations Exhibition Attendee Survey
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KNOWLEDGE OF CERTAINTEED

Pre-Exhibition Comments

Not sure
Construction

Part of Saint-Gobain

Post-Exhibition Comments

Not sure
Building materials

Part of
Saint-Gobain
Construction




ATTENDEES FEELINGS ABOUT CERTAINTEED

Please indicate your level of agreement or disagreement with the following statements
about CertainTeed.
(Slightly agree/Strongly agree)

CertainTeed is a good corporate citizen, supporting m
local charities and initiatives 100%
Pre-Exhibition, most of the people that did
. . . . 40% not feel positively about CertainTeed didn’t

CertainTeed is an innovative company h 100% have an opinion on the company, which
. may indicate a lack of awareness.
CertainTeed is a “forward-thinking” company “ o
100%
CertainTeed makes products that help solve world - 30%

problems 100%

m Pre mPost

Q15. Please indicate your level of agreement or disagreement with the following statements about CertainTeed. Please rate each
using a five point scale, with 1 = Strongly disagree, 3 = No opinion/Don’t know and 5 = Strongly agree. (Top 2-box scores)

Base: Q15 Pre/Post N=10/12
Source: Saint-Gobain Pre- & Post-Exhibition On-Street Interviews
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Thank you to everyone in the City of Brotherly Love who helped Saint-Gobain celebrate
our 350 anniversary with Future Sensations — a global exhibition combining science,
storytelling and art at The Oval on the Benjamin Franklin Parkway.

A special thank-you to our partners who made this all possible:

Honorable Michael BDP International The Oval Meeting Alchemy
:;‘}Jthei:ailne?;rng = Le) Brownstein Group Philadelphia Parks Peppercomm

: & Recreation 2 :
21GO Communications Fairmount Park Steel City Displays

Conservancy Philadelphia Port el = .
Access Philadelphia e o Authority Visit Philadelphia
The Barnes Foundation Philly Beer Week Yards Brewing Company

Kintetsu World Express

saint-gobain-northamerica.com
Tt
SAINT-GOBAIN

REASONS TO BELIEVE
v IN THE FUTURE

Keep it Classy:
Thanking partners

in Philadelphia
Inquirer

@he Anguirer

DAILY NEWS philly®com



A TRUE TEAM EFFORT

« Communications * The Businesses

* Legal * Finance

* HR * Project Management
« EHS o IT

» Purchasing * Risk Management

 Logistics




TWO QUESTIONS:

So What?
Now What?

360



WHAT DID WE ACCOMPLISH?

What measureable and meaningful goal(s) did we accomplish through
branding and communications surrounding the 350" Anniversary?

« Raised profile significantly in North America at both the national media and
Industry levels

« Established strong baseline for who we are as a company

« Created a proven and replicable third-party advocacy system very strongly
based on our reputation and ability to say what we will do and then do what
we say

« Demonstrated the power of the SG brand when we partner with and
coordinate working brands using common systems and approaches




WHERE DO WE GO FROM HERE?

« Leverage promotional and reputation successes at regional and business
levels

« Apply a smaller budget more effectively in areas where we can achieve
biggest, most strategic results: Employer brand, marketing value of the new

HQ
* Review our communications capabilities across the region

« Move from individual contributors in each business or function toward a
centers of excellence approach

« Conduct communications skills audit to determine best way to organize
resources and create a strong communications discipline across the region




QUESTIONS?
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THANK YOU!

For Assistance with Planning Your Milestone
Anniversary,
Please Contact, lisa@anniversary-university.com

©Anniversary University 2019
All Rights Reserved



	Slide 1
	Slide 2: From Sun King to Space Exploration:  Celebrating 350 years with Saint Gobain corporation
	Slide 3: con·flu·ence:
	Slide 4: Executive Summary
	Slide 5: Executive Summary
	Slide 6: Marquee Branding Events/Announcements
	Slide 7
	Slide 8
	Slide 9: The Context
	Slide 10: How did we turn this around?
	Slide 11: BY building relationships…
	Slide 12: BY building relationships…
	Slide 13
	Slide 14: Corporate steward of the year
	Slide 15: Love Park
	Slide 16
	Slide 17: How Did We pull off this event?
	Slide 18
	Slide 19: Leveraging third party equity….
	Slide 20: Announcement highlights
	Slide 21: Creating a digital DESTINATION – an event Microsite
	Slide 22: Paid Media AND Earned Media
	Slide 23: Paid Media Strategy 
	Slide 24:  Paid Media Plan Summary
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29
	Slide 30
	Slide 31
	Slide 32: Earned Media
	Slide 33: Building excitement -- It’s Almost Here Press Event – may 21!
	Slide 34
	Slide 35
	Slide 36: GOBAIN OR GO HOME: MEDIA TOUR
	Slide 37: Media Coverage 
	Slide 38: What else?
	Slide 39
	Slide 40: But Why did we do all this?
	Slide 41: Creating a digital ecosystem =…
	Slide 42: “Unexpected” Support in response to “attacks” – ARTIST’s CLAIM
	Slide 43: “Unexpected” Support in response to “attacks” - INGA
	Slide 44
	Slide 45
	Slide 46
	Slide 47
	Slide 48
	Slide 49: The Village
	Slide 50
	Slide 51
	Slide 52
	Slide 53
	Slide 54: Beer Garden
	Slide 55
	Slide 56
	Slide 57
	Slide 58
	Slide 59
	Slide 60
	Slide 61
	Slide 62
	Slide 63
	Slide 64
	Slide 65
	Slide 66
	Slide 67: Veterans Day
	Slide 68: Architects Event
	Slide 69: Metrics Highlights
	Slide 70
	Slide 71
	Slide 72
	Slide 73
	Slide 74
	Slide 75
	Slide 76: Research methodology
	Slide 77
	Slide 78
	Slide 79
	Slide 80
	Slide 81
	Slide 82: Summary Dashboard
	Slide 83: Highlights from Attendee surveys
	Slide 84: Demographics
	Slide 85: Demographics
	Slide 86: Highlights from On-street interviews
	Slide 87: What Saint-Gobain Does/Make
	Slide 88: Knowledge of CertainTeed
	Slide 89: Attendees feelings about CertainTeed
	Slide 90
	Slide 91: A True Team Effort
	Slide 92: Two Questions:
	Slide 93: What did we accomplish?
	Slide 94: Where do we go from here?
	Slide 95: Questions?
	Slide 96

