B 1 L 1t
1L

[ e ™ ™™ v =

I -y

mber 2

fLH

% 0"




Age Ranges Income
40% 40%
30% 30%
20% 20%
H Bl = "=um i n
0% 18-24 25-34 35-44 45-54 55+ 0% $30- $50- $75- $100- $125K+
30K 50K 75K 100K 125K

SOCIAL ATTENDEES
Facebook; 59,613 Friday: 18,000
Instagram: 7,655 Saturda 22,000
Twitter: 17,200 Sunday: 22 000

THE Boston Calling, in a world of over-stimulation and excess, is successful— it
HUFFINGTON s unabashedly about the music, with as few frills as possible. Like the city

POST itself it's blunt and to the point and we all appreciate that.



#WFMBOSTONCALLING

FOR THE FIRST TIME, WHOLE FOODS MARKET WAS A

SILVER SPONSOR OF THE SEPTEMBER BOSTON CALLING MUSIC FESTIVAL.
THIS PACKAGE INCLUDED:

« Prominent logo recognition in all Print Media

« Prominent logo & URL inclusion on bostoncalling.com/partners
« Dedicated social media outreach to Boston Calling audience

« Prominent name recognition in all audio marketing

« Prominent logo inclusion on all email blasts

B Boston Calling retweeted
Whole Foods CRP (@WholeFoodsCRF - 2h
< % Counting down the days until @ Boston_Calling with our partners
] : S CiaoBellaGelato, @wildplanetfoods & @MegaFood!

THE AVETY BROTHERS = ALT-J - ALABAMA SHAKES  HOZIER
OF MONSTERS AND MEN  CHVRCHES < BEN HOWARD - CHROMEO
WALK THE MOON  NATE RUESS * FATHER JOHN MISTY
STURGILL SIMPSON - MISTERWIVES - DAUGHTER
TWIN SHADOW - STEPHEN MALKMUS AND THE JICKS - FIDLAR
DOOMTREE * THE STAVES - GRIZFOLK - BULLY .

DIRTY BANGS < GREY SEASON .
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SUPPLIER PARTNERS

CIAO BELLA , MEGAFOOD,
AND WILD PLANET SUSTAINABLE SEAFOOD

joined us for the 3 day weekend. With this partnership, Whole Foods Market
promoted their products through social media, in-store signage,
in-store Boston Calling Block Parties, and lunch pop up sales.




BLOCK PARTIES

TO RAISE AWARENESS OF OUR PARTNERSHIP WITH BOSTON CALLING
AND TO PROMOTE OUR SUPPLIER PARTNERS, WHOLE FOODS MARKET
HOSTED TWO BLOCK PARTIES AT CHARLES RIVER PLAZA AND
CHARLESTOWN LOCATIONS.
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#WFMBostonCalling

SOCIAL CONTEST
Shoppers were encouraged to 3 -
enter our Instagram contest to All three partners (plus the Boston Calling Street Team!)
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win a pair of 3 Day VIP Passes joined us in-store for our Block Parties.




FESTIVAL WEEKEND
SOCIAL MEDIA

CONCERT ATTENDEES WERE ENCOURAGED TO GET SOCIAL AND SHARE THEIR PHOTOS WITH
THE HOPE OF WINNING AN ESSENTIA WATER PADDLEBOARD
(VALUED AT $1,000+).

Charlestown signmakers
Katelyn and Laura painted
a GREETINGS FROM

. BOSTON mural, which

- became part of our

| #WFMBostonCalling
Social Contest, which
':zF:T‘:E' we partnered with

ESSENTIA WATER.

a brand new Stand Up
Paddleboard valued at over
1




Ciao Bella, MegaFood, and Wild
Planet Sustainable Seafood
brought the crowds over with
sampling of their products.

Ciao Bella:

12,000 Individual Gelato Cups
and assorted Sorbetto scoops
MegaFood:

Nutrient Booster Powder Packets,
Reusable Bags, Juices with
Booster Powders

Wild Planet:

Individual samplings of their
sustainable seafoods

Whole Foods Market
passed out 3,000
branded sunglasses
durm% the day and
000 glowstlcks

at night

for maximum

brand exposure.
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