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kubik Celebrates For the 5th Year in arow - We're it!

After spending months examining trends in experiential marketing, Event Marketer
magazine has once again released their annual "It List" naming the top 100 event
marketers in the world. And for the 5th year in a row, kubik is still “It".

years "We put so much imagination and effort into all of our campaigns that it’s a real

honour for kubik to be recognized like this." said Sam Kohn, President kubik Inc.

with the best still to come. "We take tremendous pride in designing and creating imaginative concepts that . z

September 2008 marks our 25th year in business, and as you work for our clients and we are very proud to be among Event Marketing
kubik contact

might expect, we have some good stories to tell. In the next Magazine’s top 100 firms."
issue of CONTACT we'll choose a few, and tell some tales

about the many projects that went right, and even the

occasional one that went wrong!

kubik and Maltbie
New wins, and Museum openings! | moving ahead on the Web

Kubik Wins: Maltbie Opens: We're delighted to announce that long-awaited new websites for both kubik and

« Saint-Gobain . National Sports Museum Maltbie are nearing completion. All new designs and comprehensive content will be

« Molson Canada Opened June 2008 a dynamic showcase for our clients, our work, and our people.Launch is planned for

+ Ontario Natural FoodCoOp ° East Tennessee October 08. -__,’ u b, k
Opened August 2008

* Jaguar & Land Rover \\*‘ o

. a .

* Harley Davidson ‘\ \
Opened July 2008 beyond imagination
-
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“SHIFT_into gear”

An ultimate, full immersion Nissan test drive

The Nissan Canada team knows from experience that with kubik on

. e : L1 |
their side, they can think as big as they want to, and we'll turn the - E‘-___ — feature .st.ory
vision into rolling reality. For the ‘09 model launch season, we're

a

going over the top, and out on the road with the “SHIFT_into gear”
Experience.

INFINGTN

“SHIFT_into gear” is a totally immersive Nissan experience: a
combination of hospitality, unique and exclusive content, and of : e . o |
course, extended test drives of everybody’s favourite Nissan vehicles. i3 R i P & o

kubik designed and managed elements of “SHIFT_into gear”.
kubik contact

Central to the success of the cross-Canada experience are two

kubik-designed and built trailers - one 26 ft with glass sides that is a

perfect rolling showcase for the fabulous ‘09 GT-R the supercar for
everyone, the other a 53 ft transporter for the tons of equipment,
supplies, signage and other gear needed at each location.

The road trip began in Toronto on August 7, moved to Quebec City
on the 12th, then back to Toronto for Sept 5-6, and moves on to
Calgary, Vancouver and finally Edmonton in October. Nearly 3,500 _ s
drivers will get a fully branded experience, and strong dealer P . P A : \ . ub,k
participation at each location is helping transfer the positive results

of the program to local sales floors.

beyond imagination
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ONLY ONE CANADIAN FIRM WINS BOTH

Silver and Gold at EX Awards: Think kubik.!

g —g. .
TS 7 L2
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feature story

Event Marketer magazine’s Ex Awards have become the event industry’s greatest symbol of recognition for the world’s best brand-side event
marketers and agencies. This year kubik beat out hundreds of competitors and was awarded a Gold in the Best B-to-B Hospitality Event and a Silver in
the Best Activation of an Entertainment Sponsorship for our Infiniti Cirque du Soleil. campaign. purinini

kubik created the campaign for Infiniti Canada, a division of Nissan Canada, to support
the launch of the new Infiniti EX35. Leveraging Infiniti’s existing partnership with the . . b .

world-famous Cirque du Soleile, we created a series of private salons for close to 2,000
kubik contact

Infiniti owners and prospective owners in Toronto, Vancouver and Montreal. The

evenings combined the invigorating, intelligent and distinctive performances of Cirque
du Soleils with an innovative reveal of the newest Infiniti EX35.

“We're absolutely thrilled that the Infiniti Cirque du Soleilo program has been
recognized with these two awards” said Elliot Kohn, Chief Operating Officer and
Principal, kubik."The project gave our brilliant creative team the perfect showcase to
create and execute an unforgettable experience for Infiniti’'s customers, plus it enabled
our team to demonstrate the full range of services that kubik can offer.”

The Event Marketing Magazine awards, are judged by a panel of senior-level brand-side b k
upi

were assessed for clear strategic thinking, innovation, and effectiveness. Winning i ™

event marketing experts. More than 700 entries from around the world (the most ever)

campaigns were judged to have succeeded in reaching out and "touching" the hearts o T beyond imagination
and minds of the target audience.
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PwC GOES ALL OUT TO SUPPORT EURO 2008 SOCCERTEAM

Some fans wave scarves and others sport the jerseys of
their favorite player. But for Euro 2008 - the European
Football Championship - Pricewaterhouse Coopers (PwC)
is showing the ultimate in colorful support.

The PwC head-office is located along the busy Amsterdam
highway and visible to thousands of people every day. B memsn
kubik's idea was to go big - really big — and wrap the '

whole building in a 1,000 sq. meter mega-graphic that i

|
i

covered 16 entire floors! This unmistakable public &

message of team support was made even bigger with an i R _'ﬂil'“-“ |
internal marketing campaign that invited 5,000 : ' A
employees to play “head coach” for themselves. Players

from 16 separate offices of PwC in the Netherlands
selected their own idea of the best team line-up for the
games, and one lucky person won an original, signed
Dutch team jersey.

kubik’s innovative idea and design made it clear to all that
PwC was a proud and prominent supporter of the Dutch _ {§l.|
team - and PwC enjoyed both massive exposure to public — ! ; - o : _ ub,k
view and company-wide participation in a major team
building initiative. =

beyond imagination
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“G-Men and Journalists”
A Newseum exhibit. Built by kubik.

e 2

feature story

In 2008, kubik engineered, fabricated and installed a new 3,750-square-foot temporary exhibit,“G-Men and Journalists: Top News Stories of the FBI's
First Century,” at the Newseum, the interactive museum of news in Washington, D.C.

The kubik team integrated a wide array of elements, including news
graphics and video footage, interactive kiosks and approximately 200

FEFINGTE
artifacts from the FBI evidence vaults, many in large scale. Highlights

include a courtroom replica of the D.C. sniper’s car, the electric chair in

E'_ :

which convicted Lindbergh baby kidnapper Bruno Hauptmann was .
executed, the Unabomber’s cabin and a full-scale replica of longtime

FBI Director J. Edgar Hoover’s office. For more information, visit
kubik contact

Wil
.
e
-

www.newseum.org.

kubik handled production and installation of the exhibit, which explores
the role of the media in shaping the bureau’simage and the sometimes
cooperative, sometimes combative relationship between the press and
the FBI. On display through June 2009, the exhibit looks at such
high-profile cases as the Lindbergh baby kidnapping, the capture of i
gangster John Dillinger, the kidnapping of Patty Hearst, the Unabomber, : Ublk

the Oklahoma City bombing and the D.C. sniper. ’ = .

beyond imagination
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PHOTOSENSITIVE, CANCER SOCIETY AND KUBIKTEAM - UPTO
SUPPORT NATIONALTOUR

How cancer affects countless Canadians

PhotoSensitive, a non-profit, national collective of photogra-

phers, the Canadian Cancer Society and kubik have joined feature story

together to create Cancer Connections - a unique photographic

exhibit that documents the broad range of how cancer affects

the lives of countless Canadians. (SMINrEy

Cancer Connections documents and explores a wide range of
. . . breaking news
emotions associated with cancer,such as sadness, loss, hope and J

redemption. kubik's design places the exhibit’s gripping
kubik contact

photographs within a modernist overhead structure, which

forms an arbor or tunnel that enables observers to pass through,

surrounded by photos on all sides. The exhibit, having started
with just 300 photos, has grown at each stop to now include
more than 1,000 images, and the clean, simple design of the

structure helps to underscore their powerful impact.

kubik created a supporting structure that combines heft,

presence and impact, yet is simple enough in its design that the b k
emphasis remains on the powerful photos and compelling uoi

™

stories being told. The structure invites and welcomes visitors,

but keeps the focus on the photos. beyond imagination
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MICHELIN GOES BIG AT CONEXPO - CON/AGG

il \
'\a MICHELIn #

w

|
PMFINLTE

Las Vegas is a place for thinking big. After all, CONEXPO - CON/AGG is the biggest construction show in North America, our client Michelin is one of
the world’s biggest tire manufacturers, and the all-new kubik designed and built Michelin show booth was a big hit with show-goers. Designed to
meet Michelin corporate guidelines with the use of curved surfaces and blue glowing walls, the new booth featured an 800 sq.ft.upper deck that was
used as a meeting space with a large office in one corner, closed door internet lounge, and social area with a serving bar and lots of soft seating.

Above the 2nd storey was an 18' diameter ring with three big logos that gave the brand maximum visibility from anywhere on the show floor. Ample
overhead lighting highlighted all the clients’ products on the main level and large beauty shots were placed around the surface of the entire booth
showcasing Michelin product in application scenarios. ub,k

™

The booth will again be used in September 2008 at the MINExpo International Show in Las Vegas in a 50' x 80' configuration. MINExpo is the biggest

Technology, Services and Products Show in the Mining Industry in North America and takes place every 4 years. el e e

www.thinkubik.com ©2008 kubik inc. Allrights reserved. kubik, think kubik and beyond imagination are registered trademarks of kubik inc.


http://www.thinkubik.com/
http://www.thinkubik.com/
Mailto:kubikcontact@efactory.ca



