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$#% % ¢ FIFA World Cup 2006

A time to make friends....
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The situation: FIFA world cup 2006

A unique opportunity to promote and market the country.

The worlds interest is focussing our country for the next months

,r

"-\_I"

Germany
Land of Ideas
SHEODS - v




The idea: Benefiting from the World

Cup

Our goal: to communicate our message as effectively as possible

The main message is “Germany - Land of Ideas".
It expresses a wealth of positive arguments associated with Germany - at home and

abroad.
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¢ The message

Germany is a land of ideas
- Is authentic (speach of President Horst Kdhler)
- Show the image of cosmopolitan, attractive and future-oriented Germany

- Get across the message of Germany‘s competitiveness, its
iInnovativeness and productive spirit at home and abroad

- Offer an identification platform for everybody
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¢ The Concept

“Germany -Land of ideas” is a PR - campaign

— A global advertising campaign costing hundreds of millions is neither realistic
nor desired.

— Land of Ideas create messages that are picked up on by the international
media and thereby gain greater credibility, relevance and visibility.

—"Germany - Land of Ideas” relies on the multiplication of its messages
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¥ The PPP Concept

PPP Project with transparent and professional organisation

Structure

Government Federal Ministry of the Interior
+ different Ministeries

Economy Federation of German Industries (BDI)
+ 23 companies

Operating FC Deutschland GmbH (private)
+ lead agency

Budget total about 25 Mill. €
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§: % ¢ Many stakeholder's Interests had to be
aligned towards an overall Strategyline

Advisory Board Federation of German

Industries (BDI)

V4

Nonprofit Organisations @ Private Companies /
Cooperating Partners Licensing Partners

Government /
Many different Ministries
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Federal Politicians /
regional Associations /
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#¢ The Brand

Brandmanagement
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¢ The Brand

Brandmanagement
~oof brand Deutschland
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Communication brand
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License programm

Commercial license

Deutschland

Land del" Ideen

Offizieller Partner

Non commercial license

Deutschland
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Forderer
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Kooperationspartner
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Medienpartner
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%€ The private Partners in the Land of
ldeas

A license program offers various integrating projects
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Bayer - Offizieller Partner von
"Deutschland - Land der ldeen"
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% Brand integration.
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Projects to reach our goal.:

The PR- and location-based campaign based on six main projects:

|.  The ,Walk of Ideas"

Il. ,365 Landmarks in the Land of Ideas*
Ill. The ,MediaService*

V. The ,FanClub Germany*

V. The ,Welcome to Germany* Initiative

VI. ,Investin Germany — Land of Ideas"
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. Walk of Ideas*

Objective

- Creative and contextual evidence proving that “Germany is a Land of
ldeas”

- Create occasions for coverage (incl. pictures) of Germany by international
media representatives before, during and after the World Cup.
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‘Walk of Ideas*

Realisation
Six giant sculptures were placed in front of German postcard motifs in the heart of
Berlin.

They represent German innovations and are constructed of Neopor, an
innovative

material (made by BASF).

- The Automobile

- The Innovative Football Boots
- Modern Book Printing

- The Theory of Relativity

- Masterpieces of Music

- Milestones in Medicine
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"Walk of Ideas”

Six giant sculptures represent world-famous
Innovations.
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Walk of Ideas

Media coverage
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1. “365 Landmarks in the Land of Ideas”

Objective

— Provide proof that “Germany is a Land of Ideas” with a focus on Germany and
year-round, nationwide presence of the umbrella brand
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1. “365 Landmarks in the Land of Ideas”

Realisation
— Present 365 places (“Landmarks”) that present

themselves and their ideas and innovations to the public on
one day each in 2006

— Nationwide contest in Germany, over 1,200 entries

— Winners selected by a panel of judges chaired by Prof.
Martin Roth

— Business partner Deutsche Bank; media partner “Die Zeit”
(important weekly newspaper)

— Every single event prepared and facilitated by a support and
press relations team
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1I. 365 Landmarks in the Land of Ideas

365 places and events — one for each day of 2006

Herzog August Otto Lilienthal Museum,

Library, Anklam
Wolfenbuttel
Biotechnol Institute for
lotechnology Tropospheric Research,
Founders Center, Leipzig
Gatersleben
o

BASF Three-litre IE)/I(;ri(f:seelsm Manufactory,
House, Ludwigshafen

_ Fraunhofer Institute
Voith Paper Er|angen
Technology Center, —

Heidenheim

Allianz Technology
Centre, Munich



1I. 365 Landmarks in the Land of Ideas

Travel Guide in three languages, weekly ad in ZEIT
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Ill. Media Service
Online Platform, Journalist Trips and MediaClub 2006

Objective

— Furnish comprehensive information and services for international media
representatives before, during and after the World Cup

— Always with a reference to the guiding theme “Germany - Land of Ideas”

— Reciprocal reinforcement of national and international coverage
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Ill. Media Service
Online Platform, Journalist Trips and MediaClub 2006

Realisation
— Three primary measures

Online platform featuring an “articles and pictures” service

Journalist Tours
MediaClub 2006
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lIl. Media Service: Online Platform

Objective

— Create an information platform that international media journalists use
as the central source for their World Cup related coverage
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lIl. Media Service: Online Platform

Realisation
—dpa as media partner

— Scope: 1,000+ articles in 20 different languages / 400+ pictures
— Trilingual site: German / English / Spanish

— Topics: 12 venues - 31 country Kits in the national languages - dossiers —
partner material — image material — TV footage - 365 Landmarks

—“Made in Germany” module:
Furnish information about Germany as a business location for the international

press, credible presentation in investor media
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Ill. Media Service: Online Platform
Extensive articles and pictures service in cooperation with dpa
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Ill. Media Service: Online Platform
Theme Kits for all World Cup participants in their national
languages
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11l. Media Service: Journalist Tours

Objective

— Present Germany in a vivid and lively way by giving interested journalists
accredited by the Media Service a first-hand impression of innovative places,
companies and institutions in Germany on special journalist trips.
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11l. Media Service: Journalist Tours

>100 international media representatives from 23 countries

— Insert photos
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lIl. Media Service: “MediaClub 2006”

Objective

— Create a central journalist “lounge” along the Federal Press Beach
(BundesPresseStrand) in Berlin for international media representatives and
multipliers during the World Cup, for background talks, Networking and
entertainment
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l1l. Media Service: “MediaClub 2006”

Realisation
— QOrganised and realised in cooperation with the Federal Press Conference and
the Federal Government's Press and Information Office

— A combination of beach (relax) and office (work)
— Infotainment: View all World Cup matches, daily MediaClub newsletter etc.

— Daily happenings and events, incl.

Event on the 100" anniversary of the German Foreign Press Club (VAP)
Information event by the South African Embassy

Reception for German-Brazilian Business Day participants
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l1l. Media Service: “MediaClub 2006”

> 4,500 accredited journalists
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V. “FanClub Germany — Land of ldeas”

Objective

- Create a positive atmosphere and motivate people in Germany to feel to shape and
part of Germany as Land of Ideas

- Public emotional involvement
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V. “FanClub Germany — Land of ldeas”

Realisation
- Build up a membership club/virtual community

- Kick off on 3rd of October 2005, the German Unification Day
- A nationwide road show to all world cup hosting cities

- Sign your free memebership at “FanClub Germany” under www.land-of-
ideas.de

- Online lotteries and games

Attendance at future important events
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V. “FanClub Germany — Land of ldeas”

> 50.000 members till now
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V. “Welcome to Germany
- Land of Ideas”

ldea

- Close Cooperation with cities, federal states and Foreign Office with
its associated Institutions abroad to express a warm welcome to all
visitors
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V. “Welcome to Germany
- Land of Ideas

Realisation

— Production of a Welcome Film presenting a multifaceted, contemporary
picture of Germany and worldwide marketing in cooperation with the
Ministry of Foreign Affairs

— Adoptions have been Broadcasted by the Deutsche Welle-TV and during
Lufthansa’s in-flights

— Providing Posters, Flags etc. for airports and railway stations, towns and
federal states
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V. “Welcome to Germany
- Land of Ideas”
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VI. Invest in Germany — Land of Ideas

ldea

- Communicating Germany as an attractive business location to foreign
investors

- Intensify the cooperation with Invest in Germany, business location campaign
financed by the Federal Ministry of Economy and Technology
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VI. Invest in Germany — Land of Ideas

Realisation

- Expenditure of the Media Content Service by the category “made in Germany
especially for business journalists

Publications “Imagine what the world can do for you” in five languages,
“Economy in Germany”, “My Idea of the land of ideas”

- Station Domination: Advertising Germany with Claudia Schiffer in London,
Tokyo and New York

- Invitation of potential investors to special events
- “Germany on the ball”, Film to present Germany as a business location
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VI. Invest in Germany — Land of Ideas

Publications & Events
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VI. Invest in Germany — Land of Ideas

Testimonial
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VI. Invest in Germany — Land of Ideas

Station Domination
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First results and response up to now

— 3.5 billion contacts worldwide

— International TV-coverage > 30 TV stations, amongst others by BBC (GB),
CNN (USA), KBS (Korea) & MBS (Japan)

—In Germany over 14,200 articles have appeared in connection with the “Land
of Ideas”.
(Interim Report, July 2006)
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FIFA World Cup 2006
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FIFA World Cup 2006
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FIFA World Cup 2006
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FIFA World Cup 2006
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Outlook

—“Germany — Land of Ideas” campaign will continue beyond the World Cup year
2006.

— Germany's federal government favours a close association with the private
economy.

— A number of projects with various partners will be realised under the powerful
“Land of Ideas” brand to advertise Germany domestically and internationally.
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10 Learnigs for South Africa 2010

Start early with all activities, that means start now.
Cooperate with FIFA and LOC.

The world cup is the emotional platform. Use it as a vehicle and
catalysator

Work with a single and unique roof brand and message.

Organise a commercial and non-commercial use of brand (PPP)



10 Learnigs for South Africa 2010

6. Offer possibilities for participation and integration. Every single one is part of the
move.

7. Add the interests of the continent Africa. Let others take part..

8. Use your friends and networks as ambassadors and let them multiplicate your
message.

9. Don't stop at crises. It's a long way to 2010.

10. South Africa has to go its own individual way and find its unique solution.
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Thank you for your attention.
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