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Location, location,
location!

As so often happens, location is everything!
In Nicosia we will be present in the following locations:

Nicosia Scheme Size: 300 SmartBikes / 27 Terminals
Population: 330,000
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90,7 %

TV Ads
Billboard Ads
WEB Ads




See and pe seen!

Success is measurable.

The world is mobile. It's getting harder to reach That is probably why more and more clients and

your target audience via in-home media like TV, brands are using the positive image of rent-a-bikes to
newspapers etc. Out-of-home and ambient media spread their campaigns in a sustainable and highly
are becoming even more important. But here, too, visible way.

there is over-crowding. New ideas are needed to
strengthen media impact.

A German study that was carried out in 2013* examined various media (including the advertisements offered by
nextbike) for outdoor mobile, stationary and digital advertisements. Nextbike UK carried out a study on the basis
of the sample data made available through the aforesaid German study and applied same to evaluate the
estimate of nextbike advertisement viewers. The results, when applied to nextbikes, show a 27.4% "Opportunity
to See" the advertisement and a 90,7% "Acceptance" rate which was much higher than any other means of
outdoor advertisement. This means that this form of advertisement is perceived as a more acceptable means (in
comparison for example to bilboards etc) and people are more sympathetic towards this method of
advertisement.

OTS - opportunity to see

o, 2

- 27.4%

' : i °  Contacts o
(both locals & tourists)
PPM - Price per Person per Month
Range o o
€ 0.14
Acceptance o )

*Reference Source: page 5
AMA 1l - Ambient Media Analysis 2012/13, Survey from Germany Cities > 100 Thousand Inhabitants

We have applied the same percentages to see
the results for our Nicosia project:




Core

belo

*www.nicosia.org.cy/en-GB/discover/squares/solomou
**www.nicheadv.convbillboards.asp?district=1



SHARED
VALUES AND
PRIORITIES

— a bike for your ideas!

COMMUNITY
VALUE

CARE FOR THE SEAMLESS
ENVIRONMENT INTEGRATION

The project that offers more than just
advertisement space!

THE IMPACT:

IMPROVING . b INNOVATION &
Environmentally friendly complimentary CITIES nethl ke JO TECHNOLOGY
means of transport offered to the public!

Seamless integration with public transport!

HR Values: Added benefits to the sponsor’s
personnel! (free bikes and bonding trips)

Good community Relations and Values!

Supporting Students & Higher Education! FAIR TREATMENT SUPPORTING
OF CUSTOMERS BUSINESSES

Zero CO2 emissions or other pollution!

- - SUPPORTING
S B esses!
upporting Businesses: HIGHER EDUCATION

Committed to Sustainability!

Profitability for its users!

Transparency!
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SPONSORSHIP
CASE STUDY

Citibank‘s succesful sponsoring of
the NYC bike hire system

+17roinTs +16

Has increased popularity Raise of new checking
(internal tracking). accounts and credit cards.

+14-0inTs +40%

Is a company Raise of consideration
“for people like me”. of product.

+12r0inTs +25

Has developed Citibank’s image to Raise of the brand
be an innovative company. perception.

Has shifted the overall negative
image to a positive one.

Source: Businessweek (2013): http://www.businessweek.com/article/2013-10-31/citi-bike-citibanks-new-york-marketing-coup#p2
nurun case study (2015): http://www.nurun.com/en/case-studies/citi-citi-bike/




Your fore-runners.

Small investment, big result

Your classi
¢ advertising
- campai
promotions . paign can be compli
, guerrilla marketing, flash mobs m;’“mented using
’ and events

r competiti
communication Opsltltlons on Facebook, use our SMS servi
et a QR code do the talking fo service for further
r you.

Wir sind das GE in GEradelt und GEladen

In 2012, the wind turbine manufacturer General
Electric ran & nextoike campaign in Berlin und Ham-
purg. GE's umbrella prand campaign used the sl0g-
an, “We are the GEin Germany” They used & similar

play on words for the bike advertis\ments: “\yir sind | NIVEA Pure &

das GE in GEradell und GEladen’, meaning, “We ‘ Natural Campai
are the GE in cycling and charging’” A USB port 4 gn
puilt into the bike pasket allowed users 0 re-chargeé '

their mobile phones/ce\\ phones whilst cycling. In \

this way, the sustainable energy generated by GE
was exper'\enced in a haptic and genuiné way.

|

Nivea's “Pureé & Natural” product line was advertised on
nextbikes for ihe second time in 2012. The campaign ran
for two months in 11 maijor German cities.
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1 Nextbike = 2 panels

Media Price List

1-—19 Bikes €80 per bike/month
20 - 49 Bikes €75 per bike/month
50 — 99 Bikes €70 per bike/month
100 — 199Bikes €60 per bike/month
200 — 300 Bikes €55 per bike/month

Production costs
1 to 172 bikes

Example:

Booking 20 bikes:
Media Price 20 x 75.00 EUR and 30 x 20
EUR production incl. installation

Terminals:
€150 per terminal / month

Station Production 100 Euro

Details:
» Exclusive layout

» All prices are net (VAT not included)

 Partial bookings possible for any number
of bikes.

. Artwork to be handed in advance.

Advertising on the nextbike App

Free advertising on the Next Bike App
when advertising on our Next Bikes




Use It
don't wattl

The opportunity to advertise on our bikes and terminals in
Nicosia is here! Our Nicosia project is available for full or
partial bike panels and terminals advertisement.

Don't wait too long before this unique opportunity is taken!

www.nextbike.com.cy

Opportunity to Stand Out
and Ahead In the
Frontline!
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