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- HOME. ENTERTAI[}IMENT_'{'SVA ;

Formerly’ known as Buena Vista. Plctures DIStI"IbUtIOh _

WEL Dtsney Studlos Motion P|ctures is the f|Im
distributor qwned by The Walt Dlsney Company

' Establlshed in-1953 as Buena Vista Film’ Dlstrlbutlon
Company, the compa ny handles dlstrlbutlon,
marketlng, and promotion for, fl|mS produced by the

Walt Dlsney Pictures, Walt: Dls.ney Ammatlon Studios, p
Pixar Animation Studlos DlsneyToon Studlos Marvel

- Studios, Luca-sflm and D|sneynature

Lucasfllm Ltd. LLCls a maJor flIm and teIeV|S|on
5 v,productlon company based in the Letterman Digital
A ,,-Arts Center in San Franusco CA. Adivision of Walt '
3 '.Dlsney Studros and a subsrdlary of The Walt Dlsney '
Lo .Company, the studio is best known for creatlng and:-
: producmg the Star Whrs and Ind/ana Jones
L 'franchlses, as well as its Ieadershlp in developlng
2 ‘speC|aFeffects sound effects and computer

a-nlmatlon for: f|Im



- Strengths

‘The Star WETS franchise. is one the most prominent b'rand_'s

in the world. Since its creation almost 40 years ago; Star
Wars has become an integral part of pop culture and.in:

itself is a cultural-phenomenon with its Iarge dedlcated fan; ’
base, its immersive experlences in the D|Sney Parks and its

mercha ndlsmg success.
5 Weak‘nesses

As a weakness, there is.a-high expectation for each hew

" movie to maintain or outdo previous |terat|ons to maintain. .
brand equity. The franch|se will-also always be hindered’ by.~'_‘

the negative receptlon of the prequel movies (Star Wars I-
‘111). Rogue One: A Star Wars Story, being .a side step story
in thethe episodic series, will appeal toa smaller audience: -
» and will face different marketing challenges asitisa new
direction in the'Star.Wars narrative and has a new cast.

Sltuatlonal Analy5|s

Opportunltles

'A Rogue One success can strengthen the brand and can
.drive merchandlsé saIes in its toys, apparel, memorabllla

and digital media. A suc_eess.also publically validates

‘Lucasfilm’s future creation of rion- episodic Star Wars
' storyllnes In addition, the ethnically- diverse cast makes '
2 |nternat|onal alﬁlences easier to resonate with.

. Threats'

Advert|5|ng campalgns and movie releases from ' :
competlng legacy studios such as'Sony,’ Unlversal 20th .
Century Fox and Warner Brothers pose an ongoing

threat. Add!tronally, with a declining DVD market, it is

increasingly more difficult to-promoting DVDs sales.

~ Consumers mcreasmgly lean towards digital -

downloadlng such as illegdl torrents, dlgltal copy

: purchases and streamlng



Competltlve Analy5|s

RogueOne | Assas_sln £3 Creed - Passengers o b e e Sing.
Release Date Dec 16th, 2016 : 22 Det 21st, 2016° - B Dec 21st_., 20_16 S ' Dec 21st, 2016 .
" Producer . Walt Disney, e A : . i '20_th. Century ‘F.cix i i Columlgji,a Pictures =1 "Universal Studios
Stlmmary " Ih a time of conflict, a group of .Callu'rn tynch e{(plo.r’es g g spacecraft travelmg toa A_koala.nam'e'd Buster Moon*
1 unlikely. heroes band together on 1" memories of his ancestor Aguilar - | distant. colonygplanet and ; has one final chance to restore
.':hm';S'o:htgtSteiLthE plans to, and gams the skllls of a Master S | transpdrtmg thousands of - '| his theater.to its former glory
e Dea ar, the Empire's : ' : . ,
ultimate ‘weapoh-of destruction. Assassm d|scover|ng he [ - people has a maIfunctlon |n its by p_rodu.c‘mg the, world‘s
: 4 3 SR descendant of the secret Assassmsh sleep chambe_rs‘-.As a result, "greatest singing competition.
A socrety s PRI -~ | two passengers are-awakefted ' :
: b TR A 90 years early.. '
A | ) : .
Value Acts asa bridging storyll‘ne that Stars. Michael ‘.Fassbende'r"Many <1 Anew plot with fresh * _|'ThePG rattng grea.tly éxpa nds
Proposition |. will agpeal to Star Wars” massive { -people are dedicated fans of the | ‘charagters. Chris Pratt and. . 3 Lthe Film'’s Sudidhce. Theseirts
-+ | existing fanbase. A fresh cast .. | video'game. It will most llkely Y Jennifer, Lawrence are big -and good teet desig’n of the film
with a darker tone will also ~ * - translate to the movie. Whether or | “celebrities and have a hUg&n 2 i farnili
attract a new audlence Z | not fans believe that the movie | baseto- draw in viewers. bl iy many any es to
: watch The movie has a star

o %2 - will not succeeded or not, many o
: fans will still -go and see'the film. . SRS b Sl o studded castand includles
1 = S e singing. -
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Target Market Specmcatlons

_Demographlc & Psychographlc characterlstlcs

Prlmary target market £ g e ' e

« 25-45years-o0ld; Income: $20 OOO $80 000

- Science Fiction + Fantasy Fans "~ .- :

"« Enjoy High-Quality Products e : : S
* -Highly value the Star Wars brand and the: nostalgla it creates e !
e Use brands as extensions of their personalrty i
-+ Consume traditional media goods: (TheaterTlckets DVDs) i

« Theyare Ilker to own most of the Star Wars fllms on DVD
. o E

: Secondary target market ‘ : : ‘

'« 13- 25 years-old; Income: Lessthan $40 000 ,

«  Fansof Star Wars, Action, and Fantasy i R

« Enjoy Star Wars, as Pop CuIture '

* Mostare |ntroduced to Star Wars by family members

. * . Enjoys the films’ action and futuristic settings '
.« Watching Star Wars is a family tradition [3]




Target Market Breakdown

_Target Market Statistics = Bt

Secondary Target Market c
Young Adults 13 25 years oId
~ Fémale: 8. 63% of US populatlon (28M)
Ma[e 9.06% of US populatlon (29M)

Prlmary Target Market:
Adults 25 - 45 years oId : B LS
Female 13.81% of US pOpuIatlon (45M)
Male 14 51% of US populatlon (47M)

" Total approxmate S|ze: “I 60-.m|_II|on
" Rationale: *Star Wars is an ever-growmg franchlse that contlnues to permeate beyond
*3its orlglnal market of males with its strong cultlvatlon of-fans and pop culture '
~ involvement throughout |ts eX|stance 14] W|th récent Star Wars releases it has been
‘ promotted towards- men, women and children allke in multlple verticles. Rogue One
~introduces new characters and a female protagonlst in @ war-torn tale that will take a
sidestep from‘its prevrous storytelllng Thls eVOIved film. slrghtly shifts who its target T
audlence is. [10] [13] iy gy e , Rl

-






Product Evaluatlon

Product Iteration Descrlptlons
Release DEICK May 4th, 2017 '

$19.96 DVD with Special FeatUres [16]. -

$24.96 Blu-Ray + DVD + Digital Download * ..
'+ DeathStar PlansCoverSleeve % .-

. SpeC|alFeatures [16] T, = B
-+ “Star Wars: Battlefront2”’\/|deo Game Beta Code L|m|ted C)u.antlty

$49.96 Special Ed|t|on Blu Ray'+ DVD + D|g|tal Download _
* Includes 1 of 4 Rogue Orre: I|thographs OR Limited' Release Funko Pop' &
e+ “Star Wars Battlefront2” V|deo Game Beta Code L|m|ted Quantlty

$15O 00 ‘Rogue One Blu- Ray Collectore Ed|t|on Lewtatrng Death Star i
« Functioning Blu- RayCase '
« Collectible Scale Replloa ofthe Death Star
* Blu- Ray+ DVD film copies T
G Death Star_plans poster
- Download Voucher of Original Soundtrack.




~ Product Line Up

pvD + Special. |~ o o | e 27 | Battiefront2Beta | o, . - | LimitedEdition’ | Death Star .
. Product " Features BIu—Ray- 'DIgIt8|._DQYWI|Oa_d = Codet . | .Lllthag:raph‘ Pop! Figur®. -| - Model
' DVD v
- Blu:ray (V4 v @ N4 v °
Funko Pop!
: SpeC|aI Edition V V ‘/ V l/
Lithogra_'ph'.
Special Edition 4 v . v v v
—a
Collector's ‘
Edition . v v v v 4
Dlstrlbutlon

e Funko Pop' veréion Target Amazon Best Buy, and Toys R Us
. e Lithograph version: Disney Stores. =~ L
° Collectorsedltlon Best Buy and Dlsney Stores S S







Marketing Objectives:
Sales 3 ‘ |
o Theatrical Performance
Domestic Box Office $936,662,225
International Box Office $1,122,000,000 g
Worldwide Box Office $2,058,662,225

1. SeII 3MM “Rogue One A.Star Wars Story” dISC unrts by the end of
' 2017.Disc units include both Blu-Ray and DVDs. [9] [1_6]

2. Generate $12.8MM Revenue disc sales Per Month T R e
3.. Gross $90MM in “RogueOne: A Mar Wars Story”. dlscsales by the : Domestic DVD Sales $29.177.676
end of 2017, startinig on its pIanned May4th 2017 release. A e PR oorestic Blu-ray Sales $130,996,253
) ‘ . ; ; e Total Domestic Video Sales $160,173,929 2
- Market Share o 2 "3

' Increase Disney Home Entertalnment S domestlc market share by 4% ($5 33 .

billion marketby 2017 with an assumed.marketdeclme rate of -12. 6%)[1 4]
vh S ias

»Ratlonale : . |
Based on ‘The Force Awakens openmg weekend fgures ourantlcrpated sales :
of DVDs, and the market conversion of 17% from box office sales to disc
sales our estimations capture the essence of our anticipated revenues. Wlth . ’ ' -
the addition of value-added iterations ofthe product we antrcrpatea A% 57 ’xg;" ,..’4/” : 9 \' iy :'/‘
. marKet share.garnfrom value—drlven purchases U e TR : R




- franchise. Because’ ofthls we must Iowerthe|r

j _Ad-ve_'rtisin'g~ Strate‘gy'_ ~Ove r’Vivei' :

| Our advertlsmg strategy tailors our. message to St
our loyal fans, while also mcentmzmgthe 28 e '

secondary. NEGH to convert to the prlmary "',

- market. The: primary market may feel.threatened

by ‘Rogue One’s new take on their cherished

‘guard by inviting them to be apart of the - i o

conversation usmg various campalgns throughout 2
~our timelfne. i
-Targeting our. primary market we are oapltallzmg G
on brand value by using nostalgla asatoolto ™ = -
reach the hearts.of members of our target -
~ markets. We have outlined various |n|t|at|ves to - oy
+  create an mtegratmg campalgn o s et 5




Advertlsmg Program

_Freeform (formerly ABC Famlly) TeIeV|S|on Ads

»

Executlon The advertlsement is an entertalnlng, shortdocumentary plece about Star Wars
passionate fan base-and their dedication to the: brand by dlsplaylng useragenerated content
B (o) showcase their affection-for aII that is. Star‘Vars : -
Rationale: This nostalgia- -focused cOmmerciaI will 'proVide an up-clgse look at the 'Iirh'ited
~ collector’s edition case. Viewers will be entertained by the eccentric history of Star Wars
-fandom and mformed of the product: Informatlon WI|| be prowded about major retallers
carrying the. speC|aI ed|t|on case. ' ' ' '
- . £l : ,
Target Markzt ABC network programmlng appeals to a broad audlence that partly commdes
.to our desired target markets [1] . : : .

Timeline:' May - J'uIy

DECEMBER 16



'Advertlsmg Program
Magazme Advertlsmg (RoIIIng Stone)

R B
Executio'n Our advertising program wiII include p‘rominent advertis‘ing’space on the Rolling
Stone magazrne which has.previously featured Star Wars "The Force Awakens- on their
coverfor 2015. The ad will feature a- dramatic deScrlptlon of the' new caston the front cover i
-as well aga three—page feature artlcle in the fagaziné to introduce readers to a brief hlstory A

: of Star Wars’ fanat|C|sm as well as’ plctures and descrlptlons of the new “Rogue One Blu-Ray .

CoIIectors Edltron LeV|tat.|ng Death Star

Gold and Back 17 Gnlm'lﬁgs 7 'l'herdU

Ratlonale The’ artrcle WI|| connect to our pnmary target?narket 0} celebratlng the enJoyment
.of collectlng Star Wars memérabilia and then prowde coverage ofa new, high value DVD
: collectlble casethat is about to enter the memorabllla market
Target Market: Rolllng Stone has the: Iargest readershlp S|m|Iar to our target market age
2 bracketW|th 6.9MM readers between the ages-25 to S4eand its wide entertainment coverage
featurlng music, film, and sports appéals to a broad audlence who WI|| respond favorably to a
Star Wars advertlsement [8] : 5

Timeline: May = .* - .0 [F o



Advertishg Progran

Lic_en'si'ng

Execution: We will orchestrate releases of a wide breadth ofIrcensed consumergoods
spanning food products, toys, and clothing. ‘Ourfoods Ilcensmg will feature.a StarWars:
Rogue One-themedcereal; with cereal pieces inspired by the new characters and symbols of
the film. The cereal box covers will also mform customers ofthe phy3|cal f|lm copy release

+ and oursweepstakes offefings,. . = ¥ 5 . . e s ey ;

Toys licensing will shift its focus from box office sales to dISC sales, as we contact coIIectlbIes =

and hobbyist goods manufacturers to deS|gn excluswe ﬁgurlnes or repllcas from Rogue One -

“include with disc copies.” - o : L s

. Clothing licensing will not see redesrgmng However, we plan to reduce Ilcensmgfees for g
clothing.in‘'erdérto Boost manufactu ring and sales of Star Wars / Rogue One cIoth|ng They

will also'serve as POP ads to attract attentrontc‘Rogue One physrcal copies.
. 3 :

Rationale‘ Ourcereal and oIothing licensing operations serve to remind customers'of Star- :
"Wars and the Rogue One filmjust before and dunng therelease-of the DVD Exclusrve toy
desrgns are onIy purchasabIeW|tha bundleddlsc copy e : :
Target Market Cereal and clothlng brandlng appeals to Star War's broad customer base that -{
is a combination of our primary and secondary target markets Ourtoys’llcensmg strategy .
targets both ourprlmary and secondary target market :

2

Timeline: Apri|'4th - October4th :




_'Advertlsmg Program

". Moblle In-Game Advertlsmg

_' Execution 'Banne'rads and video commercials featuring the Rogue One discreleaseto be

‘ placed into StarWars s existing popularfree mobile games (“StarWars Galaxy of Heroes
“StarWars: Commander ‘and “LEGO Star Wars: The Force Awakens”). ‘
Ads can alse be placed in'other popular mobile 9 es spannlnggenres of Actlon Strategy
SC|ence Flct1on and Fantasy games as weII : ;

B

Rationale Ov'vne'rs of Star Wars games wiII be more Iikely to respond favorably to R09ue One
afterbeing exposedto eurads: “Galaxy ofHeroes and Comn@nder’ both reached over 1 Os
million downloads; and “LEGOStarWars reached over.1 million users,, meamng there is

: _ngnlflcant reach and exposure potentlal forourads. Fans ofAct|on Strategy, Science Fiction, :
and Fantasy game genres are more likely to share an |nterest W|th StarWars since the .
franchtse features elements of»allfour & o ;

'Target Market The moblle gamlng market is* domlnated by nwtbers ofoursecondary'target
market and like the popular games that they pIay, Rogue One eatures eIements of’ act|on '

[ smence fiction,-and fantasy that will appeal to them

Time,Iine:May-October- : = o



i Sa’Iés Pr'or'noti'(_)_'n'»Progr_‘am :
'Trade Objectlves & Consumer Objectlves b e e .-

. £ .

Our trade and consumer objectlves are. employlng a varlety of tactlcs to dr|ve short-term sales '
h through mcreawd store traft" C and to mcrease brand awareness




g beta access to the games

Sales Promotlon Program

.Star Wars: Battlefront2 Beta Testlng Access b
Promotion = . =, | &7 il mieg s ‘

BATTLEFRONT

Execution: Topenetrate the massive video gamlng market we WI|| partnerW|th EA Games to”’
provide distribution of “StarWars Battlefront Z‘Wdeo game betaatestlng access codes W|th

' phyS|cal copies of Rogue One : . ; D
Rationale: “Beta-acce'ss to popular ant|C|pated V|deo games is hlghly desirable forv1deo ‘
gamers, as it gives participantsan excluswe opportunity to trial gamesthey are mterested in :
and give game developers critical féedback priorto Iaunch [7] Beta-access codes bundled with 7
physical copies of Rogue One will glve buyergaccess to the, closed beta phase ‘ofthe highly
anhmpated’StarWars Battlefront2” video' game Wwhose predecessor sold over 14 m|Il|on units:
[5] Other popularvideo games have also succeeded in boost|ng pre sales by offenng closed ;

.a -

%/ J "‘ |

\r_-__m..m_
lBATTLEFRONT

Target | Market Similar to the mobUe gammg market the hame V|deo gaming market is . :
dominated by members ofoursecondary target market, and like the populargamesthat they
play,the: Rogue One filmand “Star Wars: Battlefront2” feature theactlon smence flctlon and
fantasythatappeals to them, e ; 3 D al '

.

Timeline: May (release date until'supplies last) -



‘Sales Promotion Program-
| Coll.lfec't.ib_ler Funxko"s Poip!l V|nyl Ro.gue_'One'.Fi.gur‘es

Executlon Collaborate with' Funko to deS|gn and distribute new Pop' V|nyI Rogue One Blu- ray
-_edltlon f|gur|nes with unique poses, costumes accessorles and actlons bundled eXcIuswer with

Blu- QaycomesofRogueOne' s e P ’

_ Rationale: Funko s immensely popularPop' Vinyl brand Ilcenses from V|rtuaIIy every popular
. TV, film, and. comlc book. In 2013 Pop!Vinyl raised. over$23 million in sales for Funko. Though
Rogue One. deS|g ns have afready-beenreleased, specraiedmon figures of individual characters’ .
with' unigue features will be hlghly valued within ourprlmarytarget market, Past unlque editions
of Pep! V|nyI flgures such asthe Marvel charac’ters Deadpool. orSplder Man, who have multiple ;
_deS|gn reV|S|ons valuated from double to trlple the ongmal design. :

.. e
- -.'

'Target Market ThIS promot|0n |S|ntended to targetourpnmary and secondary target markets £

21 R L L e e

.

-Time‘iine:'May(reIease 'dat.e'untilsuppﬁes last) 5 i




‘Sales Promotion Program-
'Goog,le Cardboard \.lirtual Realit'y: A Rc',)gue“‘()'ne:E)'(’pe}iénés |

Execution: Collaborate Wlth Google Cardboard to deS|gn Rogue One themed \nrtual real‘ty "

~ viewers as self Hiquidating offers included wﬁh statidard. Blu- -ray copres The V|ewers will come ot
packaged with an activation-code to redeem Rogue One themed V|rtual reaI|ty enwronm%s

for the Google Cardboard apphcatron : i

"_Rationale: Star Wars as a scrence ﬁctlon franchise is relatable to the technology mdustry and iy
its innoyations. The mnovatrveness and novelty of Google Cardboard V|ewers will be an L
effective sales booster for standard Blu-ray gopres In addltron they are aISO mexpensrve E
products to &,trrbute as self Iqu|dat|ng offers ' G s

.Target Market ThIS SLO WI|| appeal to thh our prrmary and secondary target markets The

SLO constitutes as both a drgltal and coJIectrbIe phyS|caI good and the interactive. .

environment is also inspired by content materlal from Star Wars: Rogue One; attractlve to

both markets i ' L a .

 Timefine: May, (release date until supplies last) * . Py T SO



Sales Promotlon Program (Consumer)
Sweepstakes for a tr|p to Star Wars Land

.

; Executlon One Ilieky famlly will be. chosen to take a tr|p to the new and hlghly ;
- antlc;lpated Star Wars Land.opening in 2019.. The family . will also have FastPasses and
" be able to experlence aII the rides and S|ghts Along with access to Star Wars Land we
'WI" also prowde the winners with an entire vacation experlence including an all-
expenses pald resort stay and a Star Wars(merchandlse bundIe for the entlre famlly

.

Ratlonale DISney is very famlly orlented We want to contlnue that tradltlon and create .
-.an. opportunlty for a’family .to spend trme W|th thelr Ioved ones. The sweepstakes wil
‘gain consurnerinvolvement.an.d drlve__DVD and BIU- ray sales through an enticing prize.

T arget Market: Primary target'de'rnographi.c _'and their families

- Tlmelme There will be atlnk to enter on the Rogue One website. The sweepstakes
will be closed two, weeks prior to the DVD and Blu- Ra’elease Winners will be
" announced within 48 hours of the Closmg of the sweepstakes. The trlp will take place
. June 23- June 25. Channels of communlcatlon is through soolal media handles that
Rogue One already holds. .- oW :

&



Sales Promotlon Program (Consumer)

Sweepstakes Allenware Custom PC

Execution: Three winners will be chosen to win -a ‘custom Rogue'One'themed :
AlienWare Desktop Computer ($2000 value monltor and computer) bundled with”
~ the new “Star Wars - Battlefront 2” game releised riear the end of 2017 :
Ratlonale The sweepstakes will galn a vast amount of consumer mvolvement and
~drive DVD and Blu-ray.sales through an enticing glft Fans of the Rogue One
~_movie arelikely to be interested in the game and have already enJoyed the flrst
Battlefront. video game. PIayers will- be entlced to play the- second edltlon due to
the new Rogue One content that will- takethg main focus of the' new addition “to the
game series®There will be a,co- branded webS|te wrth Allenware and Rogue One

' .where fans W|ll be able to enter : : ML e S

Target 'Market: ’Se'conda_ry 'target market

o

T|melme ‘May- JuIy Wnners WI|| be chosen at end of sweepstakes perlod then ;

awarded upon video game release at the end of 2017
. .'

2

ALIENWARE AURORA

STAR.WARS

E D1 T 1 O N




Sales Promotlon Program (Trade)

' ]}Pomt of Purchase Dlsplays -

s o ,
Executlon:.Best Buy stores who can accommodate;a Rogué One U-Wing . .

- spaceship display that will hang from the ceiling’ over the area where the Rogue
sl S One DVD and Blu- -rays WI|| be sold. At Target stores, we will feature a 5 foot-tall AT-
-« ACT walker dis¢ box shelf dISp| W|th the’'DVDs inside its cargo container. We
" plan to have fife-sized Death Tr ers cutouts placed by the checkout lines with.
> DVDs as a remlnder to purchase product at Wal Marts Toys R.Us and grocers.

: Ratlonale ‘Our dlsplays wiill catch the attentldn of consumers to lead them to the
Star Wars sectioris where the 5’ AT- ACT disc box- dlsplay shelves will reside. The

§ life- size Death Trooper dlsplays will be strateglcally placed in- alsles before checkﬁ
; out to entlce customers-to grab product before paylng

. Target l\'/larket‘.-Rr.imary'and ~secondary targ‘narkets"
Timeline:, F.irst_3 mo‘nths'of D.\?D and Blu-ray release e




Sales Promotlon Program (Trade)

_Trade Contests e Eah RN e a _
Big box retailers such as Target Walmart, Best Buy, and Toys R Us will part|C|pate ina competltlon W|th|n dlstrlcts natlonW|de :
against other locations of their' same store to earn'the hlghest Star Wars Rogue One disc sales flgures The winning store from
each dlstrlct will win cash rewards for the entlre team. ) ' Iz :

. Ty
: K.

Retall excluswes |

' _Retail- speC|f|c merchandlse create a sense of scarC|ty pulllng consumers to stdres ‘ ;
Many consumers are in the purswt of Self—Unlqueness through consumptlon to dlfferentlate themselves from others.
A good amount of our target markets are those |nd|V|duaIs who strlveto obtaln excluswe items to sny this need



“May the Fourth Be Wlth You Weekend” Conventlon

2017 Presented by lesan

Executlon Star Wars fans unite to celebrate the 40th An nlversary'ofthe StarWa rs franch|se
and the DVD release of Rogue One with an array of fantastic attractlons prewews and-
.panels at the Anahelm Convention Centerln Callf@nla taklng pIace May 4-6, 201 7.

Vendors: Each ofourprlmanly selected vendors/sponsors has had a relatlonshlp W|th Dlsney
in the past orwill provide a reIevant funct|on orproductto ourconvent|on : /
ANOVOS (Costumes) - -

Nissan : = o
Intel (Drones) * e o
HP 3D Printing : 7

LEGO WU e
Vans = .. ' . :

F‘anels;CastMe’mberQ&A,:" o & 5

Production Crew Q&A
Meet and, Greefs .

Exhibits: Droids of StarWars = *
Vehicles of StarWars - :

Costumesof Rogue One

i i '_-:!~= it

Speual Event




Speual Event

-“May the. Fourth Be W|th You Weekend”
Conventlon 2017 Presented by lesan

Exclusive Merchandisé"
Souvenirvideo and picture of your, experlence G Y
Convenhon-excluswe version of the Rogue One Blu- ray Thisis another \
opportunlty to seize direct sales without needing-a, distributorora retailer. = .
‘Giving our.customers even more value while maintaining ourmarglnSJs an ’
excellent way to strengthen ourrelatlonshlp W|th ourl”oyal fans.. .

Ratlonale To build excnement forthe StarWars brand and |ts new movie release,
the event willbe hosted and live. streamed Reachlng out to StarWars fansto attend
will build the community and remforce'brandi u.age Usmg the'event as.a platform to
promote anesell copies of the DVD will give direct. sales to'the campaign and - s
promote the new movie. Rogue One, with'its S|destep of its original storytelling & and s
new cast, needs to gain the trust of the community, as so many new takes on a well
"established franchise can worry onallsts This eventcan strengthenthataspect and
may uItlmater lead to hlgherconfldence among consumers and Sales to matchit.

Target_Market: Primary and secondary target_markets

Timeliie: May.4-6; 20475 5 .7 . "« [ 28 SN et



Sponsorship.
'Nissvan Motor 'Com'p‘any-.' - Wy R i, .
lesan will be- the t|tIe sponsor for our event They WI|| have four exh|b|ts to promote

their cars anng with branded event actlvatlons and name placement on event S|gnage
~and pnnt for $300 000 over the course of- the event |n excaange for V|S|b|I|ty By

‘allowing N|ssan to sponsor the event we WI'|| be able to create positive i |mpres3|ons for.:

| ~our target NEC of lesan throUgh Nrssan S efforts to reach out to the Star Wars
communlty e G il ‘




PubI|C|ty + Actlvatlons

Rogue One Battle Reenactment in Major C|t|es WorIdW|de

Execution: We will host 5 battle reenactments in 5 maJorcmes across the world-and |nV|te StarWars fans :
to participate. The reenactments will feature a scaled model of the-new Rogue One AT- ACTwaIkervehlcle
introduced in the film, and actors willbe costumed with Rogue One battle costumes. The reenactments il
take place in popular, open areas with h|gh foot-traffic, -among theworld s most populated cities such as - :
. Tokyo, England Paris, New York, and Los Angeles. Walt D|sneys marketmg departments willalso .
participate to record and feature footage of the reenactment’s onl|ne Event coverage WI|| be synd['ed by
all retevantsub3|d|anes ofThe Walt Disney- Company e :
' Rationale: StarWars fans eX|st in great) numbers all overthe world L|ke ourlntended target market they ¢
take the franchise as an ‘extension oftheir personalmes and would pamClpate with great enthu5|asm As
these reenactments will occur in areas'with the highest density of foottraffic aroumdthe world, they will
attract the grgtest amount of attentionand buzgfrom the publlc and media.[15] Due to |ts t|m|ng before -
physical release off|C|aI and unofficial.coverage ofthe stunt will- create antIC|pat|on and exp.osu re ofthe

~upcom|ng disc products and thelrnumerous speC|aI edltlons y

Target Market ThIS pubI|C|ty stunt appeals greaﬂy to both ofourtarget markets aIIowmg members from :
eitherto appreciate the opportunlty to interact with the Star Wars univérse to express therrfandom orto
withess the novelty of an excmng sménce flctlon actlon performance in thelr own cities.

Timeline:Sat.urday,Ap'riIZch (Weekend before phys'icalrelease) ol ik 8




© Budgeting -

.

Promotion Cost (USD) : R s e e »

Convention | 895,000, e @ Convention

- ® TV Spot

l1vs oi s 7| 350,000 :
.| TV Spe | = @ Magazine Ad

Magazine - 233,700 ® sales

——— T ; Promotions
SalesPromo . . |605,738

® Licensing

| Licensing 67,892 - - @ Mobile/in Game -

B _ T BT Ads
‘Mobile/In Game Ads | 100,755 .

@ Rogue One
Reenactment

.

‘Battle Reenactment | 1,640,000 -

CTotal |- . 3,892,605



Blidaening”
Rationale for,cost'; Tl i 2 A sk i b e .

Convention - $795,000
The costof the’ Conventlon is based from the eVent rates of the Anahelm Conventlon Center
: "+ - These numbers mclude rgntlng out the rooms and exh|b|t haIIs as well as hlrlng staff for three days
TVSpot $350 000 - L. b L '
' il This number is based on the ABC 2016 Medla Klt Rt T
Magazine - $233 270 -
- This is based off. the 2016 Rojllng Stone Medla K|t 2 SR RO
Sales Promo - $605,738 - - - ‘ e e R B
This is an estimate basqi on S|mllar sales promotlons that were: executed =0
L1censiﬂg $67,842 - aus :
. This is.an estimate of how much it would costfor thehcensmg w1th the brands that WI|| be rnvolved W|th Star Wars e
Mobile/ln Game Ad - $100,755 : g ‘
The cost for. these ads is an estjmate based on rates from the ads from the Iego ﬁe Force Awakens app
Rogue One Reenactment - $328, 000 . - 8 BE ; MRkl
; These numbers |ncIude the costof hostlng the event rentlng out the space for the event in each Iocatlon
Also to employ staff menibers. to oversee the event and malntaln ‘the part|C|pant's safety '
PubI|C|ty (_Domestlc & Internatlonal) gt = S OSTRC ROS



~ Timeline

- Promotions

Mar

Apr

May

Jun

Jul

Aug

Sept

Oct

[\ [e}%

Dec

Television Ad

RollingStone Ad

Licensing

Mobile Ads

Battlefront Beta

Pop! Vinyl

Google VR

Star Wars Land

Alienware

Trade Contests
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