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Supporting marketing campaign

e Traffic driving leaderboard, sky and mpu advertising slots on
newscientist.com

e Full page ads within the print and digital editions of New Scientist
e Dedicated competition emails to the New Scientist audience
e Advertising slot in weekly New Scientist email newsletter

e Permanent homepage slot on newscientist.com for duration of the
competition

e Promotion through New Scientist twitter and Facebook accounts
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In sssociston with %4 Staloil

Dear Reader,

Two years ago we were able to offer one lucky reader the unique chance to visitthe {op of the
world and the botiom of statol, tatoil again and are
delighted to be able to offer another reader the chance o go on this fantastic expedition.

‘Our winner and a friend will get o visit the high Arctic, Svalbard, Longyearben, Bergen and the.
ghost town Pyramiden. Take a helicopter to a giant oil platform and visitthe seabed. Oh, and a
stay on board a luxury cruise ship is thrown in too

For your chance to win this fantastic prize package, all you need to o s tell us which energy
technology you think will have the biggest impact on our lives in the near future, and why.

Enter our competition

Good luck!

The New Scientist team
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thenear future, and why. That docsn'just mean energy-generating lechnologies,

world-changing ndustry or behasiour.

To find out moreand to enter the competition
goto newscientist.com/energyideas

“It's difficult to work with a client and a
brand that’s adamant on challenging
norms because you can never be
satisfied with what you've achieved;
whatever we do has got to be exciting,
new and improving on what has
preceded it.

Working with the team at New Scientist
eschews any kind of “them and us”
attitude because everyone shares the
same goal to be interesting to the
readers. It's very professional to do,
results in very rewarding campaigns
and is very much what most of us come
into the industry to do.”

Scott Nelson, Universal McCann

Results
e Competition: ¢ Microsite:
Total no. of entries received - 3,263 Total page views - 67,003
(Target entries - 1,200) Unique users - 17,004

Countries entries from - 37% UK/ 33% US

Winning entry - The smart grid; an integrated energy
system where information and flexibility drive new
relationships.

e Advertising:
Each print ad seen by 498,234 readers
(NRS Jan - Dec 12, Publishers Statement)
Over 1.5m ad impressions over campaign (CTR: 0.10%)

Contact the Sales Teamm= 020 7611 1291 m displayads@newscientist.com



