BUILDING BETTER BRANDS
FOR 25 YEARS

Z0OOM GOES EAST

RED BULL X-ALPS: A CHALLENGE FOR BODY & MIND

SCHOFFEL: FOR THE LOVE OF THE OUTDOORS

THE LEICA RED DOT: SYMBOL OF AN ICON

MEINL: THE COFFEE CONNECTION

12,00 EUR | 13.00 USD | 1400 JPY

436226 8848-0
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When you start an agency, you step fearlessly
B2V,

into the great wild unknown with one goal in
mind - to succeed. Along the path you pick up
people who share your vision and brave clients
that are willing to scale the mountain with you.
Atzooom, we're constantly mapping out the next
big journey for us and our brands. With an office
in Europe and one in the USA, we're excited to
have set course for the next big voyage: opening
an office in Asia.
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the digital tools and inspiring creative ideas

that launch brands to the next peak. Take a look
at some of the work our team has accomplished

with our clients over the past five years.
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: +1(310) 439 9700
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:+81503198 9117
@zooom.com
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As a full service agency with over 25 years of industry 25F EORB\ERBTHLEIENDT SV REMENICTR
experience, we offer you the complete package. Going  —ho LEDELESHIEZOOOMICETEREELZ TV,
with zooom means thatyou can safely lean backand letus ~ H»5RWBICBE, Z—XICHIHR L. HEZOXREIETS VR
do the rest - we'll take care of your brand and come back ~ OBHNEELEX. MEEZRAELTEDI =TI R—~ECIE
to you with an excellent package of solutions tailored RBLZF T,

specifically to yourindividual needs and requirements.

GREATIVE WORK

The creative brains in the zooom think tank are
always working on overdrive. Whetherit's graphic
design, digital development or compelling copy,
creation is at the core of what we do. Creating
campaigns is at the root of what we do — whether
it’s for print, web, in-store, trade shows, or
public spaces. What we know better than most is
that a campaign is all of those things, and more,
working together.

STRATEGIC SERVIGES

Marketing is about creating customer

DSATIVMRESBRICMEES S ENERMTS
[CREATION | ZEZEFLEOUIAT«TTH 1T

conversations. But between brands, it's still
a battle - for market share and for mind share.
So you need a strategy of what to do when and
how to do it. That's where zooom’s strategic
services come into play. We give you the road
map, battle plan, and strategy to succeed in
getting your story in front of the people who
need to hearit.
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DIGITAL SERVIGES

Finding the right digital solution can be
daunting- the pace of the digital transformation
israpid today. Our time is spent talking to clients,

understanding theirneedstofind the right digital
tools for their consumers’ customer journey. The
full packageincludes - website, digital marketing
solutions, social concepts and paid advertising
as well as building custom platforms like the Live
Tracking we built for the Red Bull X-Alps.
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COMMUNIGATION EVENTS AND EXPERIENGES

Our content-producing team’s expertise? Finding
theinteresting angle that makes your brand stand
out from the rest - your unique voice.

Content marketing isn't always about keeping
the conversation centered around your brand -
it also happens when your brand enables
the conversation. That’s why we build both
shareable, snackable content that’s highly
curated - and authentic, in-depth stories that’s
finely crafted.
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Events — whether it’s a global photo contest or
multi-sport race across the mountains - are a
great way for people to experience your brand
up-close-and-personal. Talk to us to find out
if you could - and should - build a branded (or
unbranded) event of any kind.

Let us help you refine your needs further to
determine what kind of event best serves you.
Experience-oriented? Spectator? Participatory?
Competitive?
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meet the team

Doing awesome work is easy when you work
with awesome people. Our zooomies come from
every corner of the globe and always bring
a fresh approach to the way we work. We've
built a phenomenal team of designers, writers,
editors, photo- and videographers, marketing
and content specialists that build better brands.
Whether it’s time for your brand to expand into
new markets or you're simply in need of an
updated look, we've got the ammunition to hit
and exceed your targets.
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meet the team
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The world’s most

remote terrain with the

#1 experts in heliski trips

luex.com/heliski

ORGANICS

BY RED BULL

With four distinct
flavors to quench your
thirst, you can taste
that ORGANICS by

Red Bullis made with
ingredients of 100%
natural origin. No fake
ingredients allowed.

MEINL

ESPRESSO

Kick start your day
with an expertly
blended espresso
from the brand that
revolutionized coffee
roasting in Austria.

Combine surfing the

world’s best waves

with ultimate luxury

luex.com/luxury-resorts

SUUNTO

9 BARO WATCH

With up to 7 days

of continuous GPS
tracking and an
extremely robust
design, thisis a watch

, " that’s built to last.
LUEX is the number one address for sophisticated surf and at’s builtto s

snow travels all around the globe. We offer premium services

at no extra charge and best price guarantee. Surf & Snow Travel

PRODUGTS
N ThE SPUTLIGHT

LOWEPRO

CAMERA BACKPACK
Protect your gear and
the places you shoot
with Lowepro’s latest
range of backpacks,
made from up to 75%
recycled materials.

SCHOFFEL
MOUNTAINEERING

You know you can trust

the world’s oldest
outdoor apparel brand
to create high quality,
functional clothing so
you can get the most

out of every adventure.

SUNNYBAG

Taking power from
the original source,
this stylish backpack
is environmentally
friendly and designed
for powerful charging
on-the-go.

COOPH

HEATABLE PHOTO VEST
The classic vest just
got hotter. The COOPH
Heatable Photo Vest
hasinternal heating
thatyou can set via
the smartphone app
controlled by THERM-IC.

GASTEINER
MINERALWATER

The natural origins
of this water have

an energizing
effect that keeps
you refreshed and
ready for everything.

LEICA

M11

The choice is yours
with the Leica M11.
Keeping the classic
look, inside you'll find
a powerful full-frame
sensor with Triple
Resolution Technology.



Every year we celebrate the fact that we get a little older, which to
usis great because it means achieving another year of outstanding
work. It is also special to zooom because we know that even more
incredible projects are coming our way! These past 25 years have
taught us that nothing is more important than working as a team,
which is actually really fun when you've got clients and zooomies
like we do. We can’twait forthe next 25... 30... 100 years of building
better brands, together.

MzBEEBEF REEER. HEAERVETILR, ZOOOMIZEDT
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(FB3BESHSETEELHLTVET,

One shot. Three
days of work.
Sequences like
this are rarely
seen. You had to
drum scan every
image and stitch
it togetherin
Photoshop.

1997
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Red Bull Photofiles,
the world'’s first online
stock photography
outlet and our first
major Red Bull project.

§ BLiZZARD

This was one of our first

web projects, setting
the standard for web
design in 1998.
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Kjerag was our dotcom-
bubble bust story. It
was the leading website
for sport registration
Europe-wide.

2001

The Wooden

Shack. We built

the first part

of the zooom

office four years

after the agency

started.
Red Bull Snow Thrill
of Alaska was one
of the first global

W Rededl  gatherings

| bl of the world’s
best action sports
photographers.

The first edition
ever of the
world’s toughest
adventure race:
Red Bull X-Alps

Red Bull = ax

SNoks

2004

Our first chance at a
big global campaign
and we got it.
‘Shave your Wave’
for Braun went on
to win quite a few
awards and kicked
off a decade-long
partnership with
Braun.

Fischer skis gave
us the freedom
to have some
fun - whichis
exactly what

we did with

the ‘Addicted’
campaign.

2006

The most elite
adventure and
action photo
contestin

the world was
launched.

RedBull

From his time with
Ulrich on the Red
Bull Acro Team,

to being the
mastermind of
Red Bull X-Alps,
Hannes Arch will
always be part of
zooom'’s story.

I

Good work

is timeless,
especially when
you're working
with iconic brands
like Suunto.

2009

MKE

The Nike 6.0
campaigns,
designed to reach
an action-sport
audience that had
never thought

of wearing Nike
before.

We expanded our
Fuschl office and
included a climbing
wall, 40-seat kitchen,
and of course, more
creative space.

We launched the Shave
your Style campaign,
making the Braun
Cruzer the best-selling
men'’s grooming product
several years running.



2012
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The second
‘Faces for
Charity’ car hit
the track with
the portraits

of over 30,000
fans.Itwasa
rare chance to be
part of F1 history
and help raise
over $1 million
for spinal cord
research.

2013
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Our new offices
opened up in
Venice Beach,
California.

The global brand
relaunch for
technical outdoor
gear specialists
and long-term
partner, Salewa.

"

SALEIN

2015

Yodobashi
Xtreme Delivery
Service put
delivery vehicles
to the test to

see just how fast
they can get your
package to you.

We wanted a viewfinder
camera ready to resist
the elements and create
with no consequences. So
we told Leica. Then they
made one.

Jeica

A brand of our own -
COOPH, both a media
outlet and a clothing
brand had already
reached over 85 million
views on YouTube.

CQCPH

COOPERATIVE OF PHOTOGRAPHY

YODOBRSHI

XTREME

2017

The relaunch of
Japan’s iconic
brand: ISHII
Sports.

3

ToH M-

ISHII SPORTS

ODLO reaches a
younger audience
with our bold
campaign
#fmykindofcool

COOPH reaches
the one million
subscribers mark
on YouTube.

2020

THE N TREKKING COLLECTION
100°% engineered in Schmabmpachen
with & ralurad 1 B pifection

Julius Meinl
Kaffee hits

the streets of
Austria with a
campaign that
shares their
passion for
coffee house
culture - before
it became trendy.

DEINE
ENERGIE
IST UNSERE
NATUR

WATCHING
BOREFLIX

The oldest outdoor
clothing brand in
the world, Schoffel,
disrupts the outdoor
scene with the
"Don’t Waste Your
Time" campaign.

We gave Kelag

a new energy
with a brand
new identity and
360° campaign.

Hello Tokyo! Our
brand new office
opens upin
Japan.

2022

>>
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What happens when two people from opposite
sides of the world meet over a cup of sake? The
beginning of an epic brand story.

In 2015, Ulrich Grill had a vision to extend
zooom’s network and so, through a mutual
connection, organized a meeting with Kazunori
Fujisawa, owner of Yodobashi. Upon meeting the
two men realized they had a lot in common, like
a shared passion for action sports - particularly
the ones that involve launching yourself off the
top of a mountain. Both men shook hands and a
deal was struck, it was just the beginning of a
long-term partnership founded on mutual respect.

HERLETSYRIS—U—DERTE RIELS/ Y
DOSOYREFODRLAMBERH#RDLECED
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There are many values that Japanese culture holds
which are parallel to ours at zooom. We share the
strong belief that perfection is key and continuously
strive to make work thatis always of a high standard.
The thing that sets us apartis our agility; the ability
to create great work with extreme efficiency, time
and time again.

zooom’s venture East is no lucky draw of the hat -
we aim to open our doors to and help Japanese
brands that wish to grow their brand presence
globally. We're passionate about giving this market
of businesses the same opportunity to grow that we
have had. As a boutique agency with a foot in both
the Western and Eastern parts of the world, it isn't
our first time collaborating with different cultures.
We've spent over seven years creating work for
the Japanese market and in doing so have come to
admire and share the passionately exuberant values
of the people in Japan.

Our clients trust us to build their brands - this
includes everything from defining the brand
strategy, conceptualizing the communication ideas,
all the way through to the final execution and
distribution. With our agency successfully based in
Europe, USA, and now Asia - we are a global brand
builder.

If your brand is looking to grow, zooom is the agency
to grow with.
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ol YLISH GEAR
_FOR PASSIONATE
PHOTOGRAPHERS

THE GOMPLETE
REINVENTION
OF THE
GLASSIG VEST

We pride ourselves on being at the forefront
of innovative photography apparel and
accessories. As technology moves forward
at an incredible rate, so do we, that’s why
we created the COOPH Heatable Photo Vest,
which has internal heating capabilities using
smartphone-controlled technology by THERM-
IC! The design was instantly recognized as a
Silver Winner at the European Product Design
Awards 2019 and as a winner of the german
design award 2021.

R EHRICMET B, 7O Y—PII 7L,
BEEROZOHDOEFFALSEEME T 7vIaynk
BR(F T SCOOPH,
FoO0J-—MRERICELLKIFTSS, COOPH
EELE—ABELTOTISTRERICED K
FTVET, BlICRBULEFHFEZEEZXHSIE
EULEOMRVY—LT2ViIRECRERE OIRE
E"THERM-ICE—F VO Y XFTL(REE—S
—)"{&£& 0 [COOPH Heatable Photo Vest] ©
91 [COOPH Heatable PhotoVest] (3F&RE
#hSB<EICEEES . lEuropean Product
Design Awards 2019 [cTSilver Winner((RE)
%&, 20214 (3 TGerman Design Award 20211 %&
ZELFLER!

WOPH

COOPERATIVE OF PHOTOGRAPHY

HANDCRAFTED
WITH LOVE -
COOPH HATS
BY MUHLBAUER

As photographers, we want to look as good as
the images we create. In the past, fashionable
accessories did not provide the freedom of
camera movement needed to create, and that’s
why we decided to change the game. Each COOPH
hat by Miihlbauer is uniquely versatile, with a
flexible brim and broad sweatband, allowing
you to stay at eye-level with your camera
whatever the conditions!

BEERELT. EULWMERERUKBSNDILY DR
[CECEDDEVWENTI LR, Trvayils
BRISEBEMICR(TZ. SETHDI7vIaYy
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NIASKRL—3avIC&BCHOOPHD F v v F//\
wkaALD T3y, BERICBEICESEVNILF
DIWEYVNR, LENHBIRDIVENYRE(HE
2. EDESHERRATCENASETILURILCER
SNBBLED DIREMAIEEIC, 1D1DMIA=—5
THEEN. ZLCO7vyat JIVET7ATLTY,
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A SHARED PASSION,
AN AWARD-WINNING
PARTNERSHIP

EUROPEAN [l EUROPEAN EUROPEAN | pY. W
PRODUCT PRODUCT PRODUCT .
DESIGN DESIGN DESIGN AWARDS

AWARD AWARD AWARD WINNER

2ma

COOPH and Leica are bound by a common
thread; we both love bringing ideas to
life and introducing products that are
different, stylish and enhance the shooting
experience for passionate photographers.
The partnership began with the now
famous Leica Rope Strap, created by
COOPH! In 2019, we introduced the new
Leica Paracord Strap, City T-shirts and
the Double Rope Strap. Look out for more
collaborations, coming soon!

images: zooom .com / Holger Vith

EDEULCBREBIC, BRABEDYSYOTFvIE
#31=—-9BD2RA91YYI I TF1FTLCEE
RNBEREYR— LW PIFT7EPATTR

(TTHEHSEFRBES iz !

COHBEOEZEIF DFAZECOOPHE Leicald B
B —F—CHBIERELE LR,
B#ICCOOPHRFERFIZAAS IS v [Lei-
ca Rope Strap] ISPEERMNSEBINZIAA

“ ; ; 4 [E@(C ! 20194 (CISFMED [Leica  Paracord
We work with skilled d€$79nel’5 Strap] [City T-shirts] [Double Rope Strap]
and specialists from all over the world, to ensure EREL. FHEBENTUI T, SERLBISTS
. . COOPHELeica®ASRPAFLICZSCHIFELE
the highest level of craftsmanship. o1

Ulrich Grill,
Founder and CEO of COOPH



Schoffel is officially the world’s oldest
outdoor apparel brand, setting the standards
for unrivaled quality, functionality and fit.
Since 1804, the family-run business from
Schwabmiinchen has innovated apparel and
accessories that ensure anyone can enjoy the
purest outdoor experiences. Our partnership
began at a significant time for Schoffel, because
in 2020 they were not only looking for a new
brand campaign, but were also in the process of
entering a new sports category.
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Schoffel

Ich bin raus.

Schoffel

Ich bin raus.
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NEW GRAVEL COLLECTION

THE ineered in Schwabmiinchen
100% e:agtufa' passion for perfection.
with 3

Itwasallhands on deckas ourteam reworked the
brand strategy and corporateidentity, including
their logo and font; whilst our in-house
photographers established a unique signature
style for the brand. It was this team spirit that
ensured the brand was foundationally ready fora
disruptive new campaign and new market.

Aschaffel

Ich bin raus,
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DISRUPTING
THE SPORTSWEAR
SGENE MACHT

The 360° brand campaign stands out and pushes

WENN’S
WETTER
WECHSELT

peopl'e to experience the Joy Of: be]ng OUtdoors’ HYBRID JACKET VALVE SOFTSHELL JACKET MANGART
because no matter the season or level of activity, Sap o st e et st e 5 Colbn ol some il Rgen
. . du jetzt ein Maximum an Bewegungsfreieit, AIRMEM® Technologle und vielen praktischen
Schoffel engineers the perfect appare[ so that Atmungsaktivitat und Style in einer superleichten Ventilationsfeatures bist du auf jede Bergtour
Jacke jederzeit mit dabei. x perfekt vorbereitet.

you can get the most out of every adventure.

We experienced sunrises to sunsets and

everything in-between during our over-

caffeinated photo and video shoots; taking us s‘ﬂ?ﬁ.’;ﬂs.
from urban outskirts, to deserted mountain

passes, tothetop offreezingglaciers. Theresult?

An eye-catching campaign that encapsulates

every reason to get up and get outdoors.

Schoffel

Ich bin raus.
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Ich bin raus.
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Ich bin raus.



Ich bin raus.

GREATER IDEAS

The outdoors market is already highly saturated,
which makes it even more important to stand out
and ensure the brand’s renowned qualities are
not lostin the clutter. We wanted to ensure that
the existing brand trust (and, let’s be honest,
brand love) was created with the new target
markets, including the outdoor bike people.
zooom created mood videos, high-tech CGIs,
and some cheeky social posts to get Schoffel’s
message out there.
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BODYMAPPING
SYSTEM

Send Message

THE NEXT
DIMENSION
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There’s a reason that Schoffel has surpassed
every brand with their expertise in functionality
and fit. They use state-of-the-art technology to
ensure every garment enriches your experience.
Our team brought this to life with incredible
animations that truly showcase their human-
centric design, because at Schéffel the driving
force behind every single design is you, the user.
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NUYARN.

[HE FUTURE

Nuyarn is no stranger to world-firsts, this New Zealand company is
redefining what yarn can do for fabrics through innovative technology.
Their environmentally friendly process produces ultra-light, high
performance stretch fabrics for sportswear, amplifying the natural
characteristics of Merino wool. It's a technology with the potential to
change the world by creating a prominent alternative to ring spun yarn.

MUYARN ca. | 15-20 Totara §trea | Lavin BRIC, New Joaland | «B6 21333 9088 | Infofineyaracam | neyars<ang

- We're always expanding our deep passion and knowledge of all things
sport; from events, to athletes, to the clothing they wear - and now we're
going even deeper, right down to the construction of a single yarn. We

are involved at every level. The same goes for the work we do, from
setting up and defining the brand, to communicating the features of their
technology to their customers and end-consumers; we're transforming the

@ : y brand and the future of high-performance sports textiles.
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) YODOBASHI

HIGH-RISING
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Founded in Tokyo, 1960, Yodobashi has grown
from a specialist camera store into a consumer
electronics enterprise with a product range that
never ceases to expand. Successfully executing
a brand relaunch when you’re one of Japan’s
most well-established retailers takes guts, but
then again, Yodobashiisn't afraid to reinvent the
wheel.

As Yodobashi’s creative partner, we've helped
them revitalize their look and feel. With the
launch of the new Yodobashi Links Umeda
Tower came the first implementation of the new
corporate identity, the fresh and bold logo now
lights up the skyline of Osaka.
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Free delivery within 24 hours? That's old
news. Yodobashi, realised early on that the
time customers spent waiting for a delivery
could be greatly reduced by creating their own
distribution system, offering same-day delivery
before it became the norm. Using the renewed
brand CI, zooom created a new logotype for
Yodobashi Xtreme which we placed on everything
from the delivery trucks to the delivery people.

After the success of our first Xtreme Delivery
campaigns which raced cars, bikes and even
Olympicathletes againstthe clock; we decided to
see just how far the delivery people were willing
to go in order to ensure the fastest delivery.
From the urban streets of Tokyo, to a wall tent
hanging 700 m above the ground - no location
is unreachable for these super speedy Xtreme
Delivery people. The videos are a testament
to this, following the guys as they longboard
down windy mountain passes and sprint across
freezing glaciers. There really is no location too
impossible for Yodobashi’s Xtreme Delivery.
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scan to

video

What will deliveries look like in the future? This
iswhat we wanted to test with the new Yodobashi
Delivery App features in the 2022 video series.
Follow your delivery as it glides through rough
waters or simply send off your drone to zip
through the trees and collect your delivery for
you. One thing is for sure, even if you change
your location, Yodobashi Xtreme will ensure a
successful delivery.
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Yodobashi has their own set of specialty stores,
each focusing on a niche market that ranges from
high-end golf equipment to luxurious watches.
Astheirlead creativeagency, wewereresponsible
for the branding and communication of these
flagship stores and specialty stores, which
involved originating everything from their name
toits corporate identity. One of the projects our
team worked on was the transformation of their
liguor store into a premium Liquor World. The
new name was completed with a unique bottle
pattern created by our designers, as well as the
logo which tells audiences a broader story of the
product on offer.
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If you're into serious mountain climbing, like
conquering Mount Everest kind of stuff, Ishii
Sports is the go-to place for mountaineering
gear in Japan. In the brand new Yodobashi
Links Umeda mall, it was time the brand got an
upgrade too.
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PRIMARY ELEMENT FROM

QLD ISHI SPORTS €I

KEEP THE PEAKS

For the redesign of the Ishii Sports logo it
was important to keep the most recognizable
asset, the twin peaks, but give it a clean and
international-friendly update. The new logo,
whilst still visually close to the previous
version, enhances the twin peaks with a simple
and strong fontin both English and Japanese for
the brand name. It looks even more impressive
when it’s projected on giant screens all around
the brand new stores.
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NEW MOUNTAIN CREATED
WITH ELEMENT

WEW ISHI SPORTS LOGO
CREATED WITH MOUNTAIN

GHIAR=YOOTEVZ1—T7ILIBICHD.
RELHAOSNLETSVREETH D 2D0O1L]
EFENLDD BRABDTFZ OB EZRICHRLH
ERUTESRBYYTIINWET Y1 VI LIFEE
MEETUR, BOJTEHLLOTIRERICHE
WTFHTYTHDDODE 2DDLERBTSTY
I VY TIWTHRUBARBEEEBDIAV N E
FAL. 2H05<0O—-IVERRICHE EFFL
2o FEEFHDHEFICREINIZERIDY—V(CHR
LHEnsd e ZOMRE—BEBEARTI,

S

LOGO TYPE

JoH -V

ISHII SPORTS

-3l

COLOURS

cre
CI00MIBTIRI

keep the peaks

S

JoHZMN-Y

ISHII SPORTS

Ishii Sports
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WHAT'S HOT
IN PROTUGRAPHY

LIGHTING BUILT FOR ADVENTURE.

BLACK DIAMOND HEADLAMPS

Black Diamond is all about the best possible gear
for your outdoor experiences, like theirinnovative
set of headlamps that provide essential, hands-free
illumination to defy the dark. It’s the ultimate
companion for any of your photography adventures
and provides the best light whenever you need it.

GET INTO YOUR CREATIVE MODE. STAY WARM. SHOOT SHARP
LENOVO YOGA 91 PC COOPH PHOTO GLOVE ULTIMATE
There’s more than one way to be creative and the latest innovation Don’t get cold fingers. Stay ready
from industry leader Lenovo proves just that, with its multi-mode for every moment out on the
functionality, garaged pen and touch screen. You can get the most field with COOPH'’s super warm
out of every project with a full day of battery, super performance goat leather mitts, designed

and ultra-vivid visuals. The Lenovo Yoga 9i PCis a photographer’s for precision handling in

best side-kick. ice-cold weather. You have

the freedom to control buttons,
dials, and touch screens with the
unique inner liner cuts placed on
the thumbs and trigger fingers.
You’ll never miss a moment,

even in frosty conditions.

POWERFUL WORK, SMARTER AND FASTER.

SANDISK PROFESSIONAL PREMIUM STORAGE SOLUTIONS

It doesn’t matter if you're a professional or amateur creator, there’s
one thing you're always going to need and that is storage. Ensure
you're working smart, not hard, with SanDisk Professional’s range of
premium and ultra-fast, pro-grade storage solutions that are built
to flow with you and protect what matters most: your content.

RUN THE DISTANCE.

The finish is overrated. The start is only the beginning.
But the space between, where the miles and moments become an ocean between
the waves, that’s where the magic happens. The experience waits in the distance.

COLLECT INSPIRATION.

WHITEWALL LIMITED EDITION PRINTS
TWO WORLDS. ONE CHOICE. So, now you've got the shot, but what do you do with
LEICA SL2-S it? Well with WhiteWall, the world’s leading photo lab,
The Leica SL2-S is another example of premium craftsmanship you can transform yourimage into a piece worthy of
from the German camera manufacturer. It enables you to achieve an art gallery with their state-of-the-art printing and
the legendary Leica look without compromise, offering separate framing techniques. Looking to start your collection?
shooting modes for both still and moving images. You get an Fill your space with the limited edition prints of the
unparalleled and intuitive hybrid photography experience which Red Bull Illume Winners and you’ll be inspired every

L € means you can get all the action of two worlds with one camera. single day!
(0 Black Diamond
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THE WORLD’S
TOUGHEST
ADVENTURE
RACE

WAGRAIN - KLEINARL

PROLOGUE
JUNE 17

SALZBURG

RACGE START
JUNE 20

SCHMITTENHOHE - ZELL AM SEE

THE GOAL
UNTIL JULY 2

LIVE TRACKING

REDBULLXALPS.COM

mi \/ SUUNTO
SNALEIW

Xlaomili

RED BULL
X-ALPS

“Even though there is undoubtedly an absurd amount of pain, not to mention

the preposterous training, time, dedication, expense, risk and wholesale

relinquishment of anything else important in life that is required to participate in

this lunacy, I've never done anything so repeatedly and remarkably fun.”

Gavin McClurg , Red Bull X-Alps athlete

The Red Bull X-Alps is the world’s toughest adventure race taking place
every two years. It involves around thirty of the strongest and most
skilled athletes who attempt to hike and fly across more than 1,200
km of treacherous alpine terrain by ultra-running, mountaineering,
speed hiking and paragliding, covering huge distances to reach the
Turnpoints and avoid elimination.

The Red Bull X-Alps is an event in zooom’s calendar that is almost as
challenging to organize as taking part in the race itself as it requires
the full spectrum of all our services and expertise. The race was based
on an idea of Hannes Arch and founded by Hannes and Ulrich in 2003
from which we conceived this two-week championship of adventure
everyone has come to know, organizing every single edition since day
one, in partnership with Red Bull. This isn't just another event where
we're looking after brand partnerships, communication and photo and
video productions - although naturally, we take care of that too. We are
in charge of everything, from branding to all digital activitiesincluding
the website and the one-of-a-kind Live Tracking. This is our race.

Any eventis always a challenge to organize, but most sports races have
a defined course and a set location. The Red Bull X-Alps is not like that.
Within days of the start gun firing athletes can be spread out along a
300km course-line over the steepest mountains of the Alps.
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1,041,442,002

CONTACTS IN TOTAL

0O 4,231,022
135,063,010
11,113,426

O 20,000,000
4,444,229
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For the race directors, this can be quite a
logistical headache. It’s difficult in any year.
But in a Covid year? That added a whole new
dimension of uncertainty and regulation that
we had to negotiate. This was our 10th edition
of the race, so there are few challenges in the
race’s history that we have not seen and dealt
with before. Covid just became another obstacle
to overcome - which we did.

LRIEERREENRRC. TrLOS—ICEDTIE
CNAREENHIDIREEODTUVE T, 2 TET X
AELECOL—XRIOFTBTORERZ 5.7
CDEFRRITBHILIL—ILRE D, WDTBEFE
FBARARERMNKTAE L, CNEFRT DD
[CAEEHmBEEERT UL, £(FVX.SEITI10E
BEllx DL —X BEICFAEHRBX 5N
NORERESDT A, JOFTEEDHBZBINE
—DDETUHNEL ARV ERERDOHE AR
CFEllz.



A CHANGE OF VIEW

Sometimes during the race athletes are forced to
commit to the unknown and fight their way through
whatever the elements throw at them, twisting and
turning through the conflicting currents of the air.
We did something a little bit similar, demonstrating
onceagainthatwhenitcomestobigevents, zooomis
the master of quick-thinking, adapting and meeting
sponsors’ needs in an extremely demanding event.
The result was another spectacular race that was
played out via state-of-the-art 3D Live Tracking to
audiences around the world, reaching over 1 billion
contacts. The race achieved a social media reach of
more than 170 million with 88 million video views on
Facebook alone, making us the #1 sports creator on
that platform in Austria for August 2021.
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BEWROS  BETTERGUARDS

A start-up in Berlin knew they had landed on something big when they
invented a technology that protects yourjoints during movement, without
limiting your mobility. Tired of preventative gear restricting movement,
they created the Betterguards Technology. A fluid-based mechanism that
hardens in milliseconds upon impact and releases back into a fluid once
you're moving safely again; it reacts faster than muscles whilst staying as
flexible as the body. The Betterguards system is a component designed to
optimize products like shoes and gloves, as well as medical products like
soft supports.

Logo design

They'd created the perfect solution to sports and occupational injury
prevention but were faced with a new challenge: Getting their brand out
there. That's where zooom steps in, with our knowledge in all types of
sports activities, we're partnering with Betterguards to build their brand.
Just like the Betterguards Technology, we're working together to push the
limits in order to deliver on the best performance for their brand, starting
with their logo and corporate design.
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FLAGHAU'S

FAGE-LIF]

The ski resort of Flachau has a lot of trendy
activities on offer year-round. After a successful
brand relaunch in 2015 it was time for a little
face-lift. We fine-tuned the brand’s appearance,
creating some new CI elements, like a 3D
mountain to be used as a graphic highlight.

‘Am Gipfel der Gaudi’ is the brand claim and,
loosely translated, means: “The peak of fun!”
With photo and video productions booked into
our annual schedules, zooom ensures the brand
emanates fun with a host of colorful and playful
season-specific content.
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“Flachau’s communication has been

recognised as an absolutely unique marketing

approach in the tourism industry. Many

team, who where able to create magic

Andreas Fischbacher,
Managing Director, Flachau Tourismus

thanks for the smart concept by the zooom
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“Always innovative, modern, and creative — with an eye towards the future

and full of ideas. That’s my experience with zooom productions. When you walk

into the agency you're greeted with not only young, adventurous people,

but a friendly and inspiring atmosphere.”

Karin Rehn-Kaufmann

Art Director and Chief Representative, Leica Galleries International

What does it take to create outstanding work for a brand like Leica? Simply
put a team of photography fanatics that understand the intricacies of the
photography world better than any conventional agency. Knowing the
ins and outs of how a photographer thinks, we are able to create a strong
connection to the consumers mind using natural creative insights and
extensive market research that guide us in every step of the process. From
structuring a solid brand positioning, conceptualising global campaigns,
executing the communication ideas and producing assets for major
product launches - we've done it all.

HENM>TULBERDLeica(S11)e CHOTSVRICHZETHDULVWISYRIED
[CANBRBZEBVEITH?EEOELESEEOTOAREE TS, DED.
BRICATIRVABEBERFD. BEEFRDF—LICIEESZIETIT, BEXRD
BEEMPRLLTVBIZEZO0OMDF—LENSCZE DIVIAFT1I&
AT T7ORBLVTBRAEEEN L BREDBMEODETERREI LM
TEB3NTI, ISYRORIIaZyTEEHIN ST O-NIbF+r_R—rn]
VEIRIR. AZ21Z27—23 V71T 7NET. TERBHEFTOLOHOT
wEIEE T, CNB2TEZOOOMMETLE LIz,

Seica DAS WESENTLICHE
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LEICA M11
A LEGEND REINVENTED.

Expand your creative freedom with the Leica M11. As the new benchmark in rangefinder photography,
the M11 is completely reconstructed and well equipped to go beyond the known: An exclusively designed
Full-frame BSI CMOS Sensor with triple resolution technology grants you the choice to produce stellar
images at 60, 36 or 18 megapixels. Express your artistic vision with accuracy while staying truly flexible
with an incomparable level of detail rendition and a wide ISO range. Develop your own creative workflow
with Apple certified connectivity features and benefit from continuous firmware updates with the Leica
FOTOS app. The Leica M11 - a legend reinvented.

Find more inspiration at m11.leica-camera.com
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URAZY OR GENIUS?
B0TH

No other camera brand is bold enough to make
the choices Leica does. While some might
consider them crazy, the many Leica aficionados
worldwide are living proof to the genius behind
their visionary camera concepts.

Every decision at Leica is made with the photo-
grapher in mind, creating a world of products
where true creativity and reduction to the
essentials of photography are key. Leica cameras
are not only famous for technical benchmarks
they continually create, but are considered iconic
in their design and usability too.
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LEICA 3
The One

zooom supported the brand by starting at the
very beginning - building an ironclad brand
communications strategy. This involved working
closely with the client to define the brand equity,
ensuring a clear vision and mission for the future.
Along with highlighting unique target markets,
we continue to provide insights that guide every
piece of communication from Leica.

zooom provided an extensive array of photo
and video content, tailor-made for each of
Leica’s core markets, as well as executing major
product launches worldwide; such as the Leica
S3, the Leica SL2-S, the Leica Q2, the Leica M10
Monochrom, and the new Leica M11 - the latest
pinnacle of rangefinder photography... just to
name a few.

scanto
watch

the video

“I've been a Leica Q user for the past few years and
I simply love that camera. It’s the ultimate

compact pro tool for me.”

Ulrich Grill, CEO and founder of zooom productions
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Break the rules. Change their view. Tell the bitter truth.

Challenge the status. Stand strong. Don’t look back.

Find the spark. Risk. Fail. Repeat. Succeed.

LEICAM
Whatever it takes - be original.

beoriginal.leica-camera.com

LEICA. DAS WESENTLICHE.

JOING [T
THE M WAY

Leica M photographers are a unique and rare species. Known to stick to
their own paths, they work hard to find their own visual style and often
leave a mark in photographic history. No surprise that the Leica M family
is home to some of the most creative storytellers out there. In a project
that took us from Europe all the way to the US West Coast, we set out to tell
their stories against the most inspiring and bizarre backdrops one could
wish for.

On agrey and rainy day in London, we found out how liberating limitations
can be with black & white specialist Alan Schaller, followed by a lesson
about the legendary Leica glass by engineer Peter Karbe. We got to visit
a Californian ghost town with street photographer Joe Greer, met an
abundance of colorful characters on our way and got reassured that it’s
always worth to walk the extra mile - whatever it takes!

scan to watch
the video with
Alan Schaller
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scan to watch
the video with
Joe Greer
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bk [ GLUSER [0 THE
UNES YOU LOVE

For passionate photographers, getting the
perfect shot is just as important as capturing
the most special moments in their lives. This is
why Leica conceived the Leica C-Lux: a compact
camera with a powerful 15x zoom, that brings
you closer to the ones you love.

We told the story with several assets including a
video and key visual that was shot using a classic
car from the Salzburg historical car race. Our
360-degree campaign also featured a unique
in-store handout, creating a tangible way for
customers to experience the benefit of the
product.

LEICA C-LUX
Get closer to the ones you love.

u all the power you need in this moments you love

Find more inspiration at www.c-lux. leica-camera.com
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scan to
watch

the video

Worth half a million in insurance alone, we
created the visuals for the 10 year anniversary
of the Leica S-System using extensive amounts
of original camera parts. Designed specifically
for professionals, Leica’s most advanced camera
system set the standards for all others to follow.

THE MOST EXPENSIVE PROTO
WE'VE EVER TAKEN

Leica S-System (S17SYXFL) DI10AESLR
ZEHUT. Leicad VI FILDAXS IR (IRBREES
[(TTES0BRILTY ) ZRECERALZETI 2T
WEFELZ U, ZOMAFICERIICEEIET N
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NEW BRAND
POWER

WITH KeLAG

We're dedicated to building better brands at
zooom, so when one of the largest green energy
and heating producers in Austria partnered with
us to reenergize their brand, we knew it was a
great match. Kelag is extremely passionate
about creating a positive future for our planet,
and to be frank, so are we. zooom has been
working closely with the brand to create their
new brand strategy, corporate identity, and
even their slogan - with the ultimate goal of
strengthening their brand identity within the
Austrian market.
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NACHHALTIGE WARME FUR IHR A |
GRUNES ZUHAUSE Al

100 Prozent nachhaltige: em.
Mit dem Kelog Warmepumpe Plus Tarif
sparen Sie 2usdtzlich vier Jahre lang bis
zu ein Drittel der Heizkosten.

Mehr dazu auf kelag.at/heizkosten-sparen

Bringing all of this into the digital space was
equally important because this is where Kelag
interacts with most of their customers. The look
and feel and tone of voice were incorporated
into their website, and we also redesigned over
200 icons to be used across the site; regardless
whether someone came on looking for quotes, to
check their usage, or even to read up on saving
energy. Our team crafted a comprehensive
corporate design guideline to ensure clear and
continuous brand awareness at every touch point.

VSV ETEREETDIENRZKelaglcE D
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~When looking for an agency that would take our brand to a new

level zooom was the right partner for Kelag at the right time...

The collaboration with the people at zooom was congenial,

creative and constructive - in short: zooom did it!”

Werner Pietsch, Head of Corporate Affairs, Kelag

DHINE ENTRSIE
15T UNSERE WATUR

SPREADING ThE
GREEN LIGHT

The new brand identity is now incorporated
into every aspect of Kelag, because consistency
is key when you've got multiple offices that
communicate all across Austria. This included
updating the layouts of their monthly
magazines, modern new screen designs, car
branding, collateral, and everything else you
could possibly imagine. Of course, because
they’re an eco-conscious brand, we ensured
that all paper and printing is 100% sustainable.
That's simply because every little detail counts,
especially when it comes to saving our planet.

DEINE ENERGIE
IST UNSERE
NATUR
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[HE GUFFEE
GONNEGTION

On an auspicious day in the year 1877, Julius Meinl II revolutionized coffee roasting, making
his family name synonymous with exceptional coffee creations. Nearly 160 years laterdulius
Meinl Coffee is one of those brands every Austrian knows. Famed for their uncompromising
quality and their connection to the Viennese coffee house culture, you are most likely to
enjoy their products at a café, watching people walk by in the old city of Vienna. : Julius Meinl

W 862
Julius Meinl Coffee is active in more than seventy countries and is firmly rooted in the
international food retail scene as the leading premium brand in the hospitality industry. They

reached out to zooom in order to modernize and grow their brand, starting with a national
brand campaign within their home market of Austria.

Our ambition to position Julius Meinl Coffee at the top of every coffee lover’s mind began
with three main visuals, crafted from scratch by our creatives. If you're one of the 9 million

inhabitants of Austria then you’ve probably already seen these throughout the country,
reflecting on the brand’s age-old love for coffee - even before it became the hot new trend.

Wir haben Kaffee schon
geliebt, bevor es cool war.

18774, Julius Meinl Il (AYDX-VYrViL2)c k>
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Den Mu?wntmgenietien kammt née aus der Mode
- Kaffeeliebe seil 160 Jahven,
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Gasteiner

The story of Gasteiner water begins at 2,200
meters, where it’s filtered through 300 million-
year-old rock strata for nearly a century before
finally being bottled and served. The water
tastes pure and fresh, having an energetic effect
because of its lower mineralization, thanks to
its origins from the natural springs of the Hohe
Tauern National Park, Austria. Gasteiner briefed
us with transforming their brand strategy and
then, naturally, developing a highly recognizable
tone of voiceand bold new signature look.
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GIVING FREsH AND
FRUITY AKIGK

We squeezed some fresh creativity into the
communications strategy with bold animations,
powerful visuals, and sporty imagery. Our team
also integrated the new personality and CI into
their website relaunch and all of Gasteiner’s
social media channels. Once the basic (and most
important) assets were establisheditwas timeto
bring it to life with product-focused campaigns.
One of the first was their new delicious fruit-
infused water: the perfect thirst-quencher for
every fun outdoor adventure.

We produced a series of visuals centered around
the can, created YouTube pre-rolls, and a huge
out-of-home campaign which was seen all
throughout Austria with the tagline: Real fruits
for real moments of power. It’s safe to say that not
only do their products have an energizing effect,
but now their entire brand image does too!
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Welcome to a new world of possibilities: the L-Mount, developed by Leica Camera, marks the start of a new era of creative

freedom. Never before has one lens mount standard allowed for an almost limitless array of options in combining
different interchangeable lenses with cameras featuring different sensor formats. Leica Camera, Panasonic and Sigma
are set to offer a user-friendly solution that will allow photographers to ‘mix and match’ any of the three manufacturers’
APS-C and full-frame cameras with any lens from each other’s product portfolios. Regardless of which combination
you might choose: virtually all functional and qualitative characteristics of each respective system will be fully retained.

The L-Mount thereby opens up an almost limitless spectrum of new creative possibilities.
Discover the possibilities at www.l-mount.com

| —

An Alliance by uﬁa_a; SIGMA

A NEW ERA

U GREATIVITY

In a world where everyone competes, Leica
cooperates. Realising  the limitations
photographers have been facing, Leica decided
to form an alliance with two key players in the
market - Sigma and Panasonic. The L-Mount,
an original invention of Leica, integrates into
APS-C and full-frame cameras of all three
brands, allowing countless lens and camera
combinations, bringing the photographic
community closer together as a whole.

To spread the news to the masses, our team
at zooom created a unique and visually
striking concept, supported by a wide range of
promotional materials. From the initial creative
spark to eye-catching video production across
different continents, our campaign marketed
the L-Mount Alliance in a way that lines up with
Leica’s premium character. The main message:
this is not just a revolution of inter-camera
compatibility, this is the birth of a whole new

world of creative possibilities.

scan to
watch
the video
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zooom has always found its home in nature, with our
head office in the center of the beautiful Fuschl am
See, Austria, it's easy to see where our passion for
protecting the planet comes from. We've taken lots of
measures to cut down emissions, for example, using
C02 neutral heating, installing solar panels, and
switching to energy efficient devices. However, it's
not just about reducing, it’s also about offsetting any
emissions that are produced.
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"It’s a little bit ironic, because in order to become neutral, you
actively need to pick a side - you need to be Team Earth.”

— Ulrich Grill

One of the biggest parts of our consumption is the
building’s heating and cooling, especially when you work
inaregion that can range from +35 to -10 degrees Celsius.
Keeping a building warm in the wintery months can result
in the production of large amounts of carbon emissions.
Changing to a natural wood heating system a few years
ago has helped us decrease our C02 levels tremendously,
whilst keeping us nice and cozy during the cooler months.

We took another big step closer to our goal of becoming
a more eco-conscious company by decreasing our
carbon footprint with ClimatePartner. So far, we have
compensated for 151,934 kg of C02 with the climate
offset project, which means we financially support
sustainable projects in the alpine region of CIPRA. The
funding goes towards assisting with internationally
recognized climate projects, making sustainable
changes in agriculture, as well as projects that secure
natural forests and alpine regions. Of course, that'’s
justthetip of theicebergasourjourneytowards saving
more CO2 than we produce powers on.
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Founded in 2010 by Stefan Ponsold, the Austria-based company SUNNYBAG
is on a mission to bring the power of solar energy directly into the hands
of consumers. Their environmentally friendly products range from stylish
solar-powered backpacks, to powerful yet compact charging banks;
allowing users to charge their devices while on the go.

As a big fan of all things sustainable, our team at zooom has had the
pleasure of working on many exciting projects with SUNNYBAG. Following
a brand equity workshop, we set about revitalizing their corporate design,
creating a new logo, producing key visuals and branding their stationery.

We also supported them with the photography and video production for the
launch of their latest backpack the Sunnybag ICONIC on Kickstarter. We're
looking forward to collaborating with them on a lot more projects to come!

20104 (CStefanPonsoldBREITZ LA —X =Y P E#E &9 BSUNNYBAG(E.
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CONTENT - *
CONNDISSEURS

Inspiring sports scenes, stunning portraits and unforgettable visuals -
our passion for photography and videography is supreme. We shoot
everything, everywhere. There’s no place too far, too high or too cold for
our content creation team! Our flexibility is our specialty, whether it's
-20°C on a 3,000-meter high mountain or downstairs in our large, cozy
studio. The ability to do everything in-house is the reason we're able to
create great ideas (and fast). This is a time of rapid change, in both the
making and sharing of images and videos, and we pride ourselves on being
at the forefront of innovative photography and video content.
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Julius Meinl Coffee

Creating powerful imagery to tell individual
stories is all part of how we build better brands
here at zooom; from our YouTube channel,
COOPH, with over one million subscribers, to our
community of world leading photographers and
videographers, our intuitive understanding of
branded content across the marketing spectrum
is unparalleled.
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Schéffel Pro

Mountopolis Mayrhofen




Shooting the Leica Q2 Campaign

Rider: Gerfried Schuller
Photographer: Ulrich Grill

Location: Galena, Canada
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Mountaineers: Roman Rohrm

Photographer: Ulrich Grill

Grédner Valley, Tyrol

Location:
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Schoffel Photo Shoot for Fall Winter Campaign

Riders: Gerald Rosenkranz andAfaZamorano
Photographer: Ulrich Grill
Location: Wildkogel, Austria




DIGITAL-TEAM
[AILUR-MADE
DIGITAL SOLUTIONS

The world is always evolving and introducing
new ways for brands to interact with consumers
and vice versa, especially online. It’s crucial to
have someone that you can rely on to ensure
your brand stays up-to-date. We spend a lot of
time consulting with clients, discussing their
strengths and finding out where they can grow
using digital marketing ideas that fulfill their
needs- bringing all of their ideas into one
holistic concept. This can range from website to
e-commerceintegrations, newsletter campaigns
to fully automatic e-mail marketing setups,
social concepts to paid advertising and also
to a custom Live Tracking solution that brings
the action of a Red Bull X-alps adventure race,
taking place over the whole Alps, into your living
room using latest I0T technologies.

Want to know the most incredible thing about
investing in digital solutions for your brand? It
doesn’t require an elite army of trained hackers
to get your voice to the right people. All you
need is an effective digital marketing strategy
to raise awareness, performance, and revenue.
We do this by working closely with clients to
tailor the perfect solutions for their brand,
based on their needs.

STRATEGY

UX &
WEBDESIGN

TAILOR MADE
IMPLEMENTATIONS

WEB &
E-GOMMERGE
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The success of an avalanche rescue all comes
down to finding the victim as quickly as possible
- that’s where PIEPS comes in. The Austrian
company has been working with professional
mountain guides, mountain rescuers, ski
instructors and scientists for over forty years to
produce and develop the world’s best avalanche
transceivers. In order to modernize the
brand, while staying true to its origins, PIEPS
was looking for an agency that was not only
international, but also understood the alpine
world. Being based in the heart of the Austrian
Alps, with offices in California and Tokyo, we
naturally understand everything about the
mountains, and can relate to the brand’s values
and goals.

Pieps

TRUST IS
[RANSGEIVED

trustis transceived
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The direction was clear - PIEPS was looking
for a rebrand that focused on the technology
they engineer. Our team came together and
redesigned everything from the brand colors to
the brand house, as well as the logo. We brought
PIEPS into a clean cut and high-tech space, while
incorporating flux lines into the new logo as a nod
to the underlying technology behind avalanche
transceivers and their years of experience. The
fresh identity is the start of a new chapter for
PIEPS, one that the brand will proudly own for
many years to come as they continue to innovate
lifesaving devices.
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In the heart of the Zillertal mountains, you
can find the Mayrhofner Berghahnen cable car,
offering access to one of Austria’s most popular
areas for mountain sports. It's so much more
than just a mountain lift operating between the
famous peaks of Penken, home to the Harakiri,
Austria’s steepest groomed ski slope, and Ahorn.
It’s a ticket to enjoying the mountain all year
round. The company wanted to let the world
know what they have to offer, from skiing in
winter to hiking and biking in summer, and so
they approached us, seeking bold new ideas.
They wanted to bring their countless mountain
activities to a broader audience with an eye-
catching refresh of the brand.
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Introducing... MOUNTOPOLIS - the ultimate
adventure park for outdoor lovers. Two peaks,
united by the Mayrhofner Bergbahnen,
offering access to numerous possibilities in the
mountains. The big idea needed something that
stood out amongst the crowd and showcased all
the many activities possible from the cable car;
from hiking, biking and paragliding in summer to
skiing, boarding, snowshoeing and tobogganing
in winter. So what did we do? We created an
entire landscape out of paper (trees and all)
measuring 3x2 meters and shot it for print and
video snippets. Actually two. So popular was the
winter edition, we created a completely fresh
one for spring and summer too.
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even more mountain

Mayrhofner Bergbahnen



FINALLY

The traditional family hotel in Fuschl am See,
foundedin 1958 and located amidst the stunning
landscape of the Salzkammergut and the shores
of Lake Fuschl offers countless possibilities
for a uniquely wonderful getaway. Our ongoing
partnership with the Ebner family began in
2005 when they decided to completely relaunch
their brand. We created a congenial, familiar,
yet traditional and natural visual language
that fits the Ebner’s Waldhof philosophy and
atmosphere perfectly. The fresh illustration
style has become synonymous with golf days,
spa days and lake days at the hotel and has been
thoroughly established throughout all of their
communication materials.
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Griig Gott und ein INHALT
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AEBAANDING

For cyclists, triathletes, trail runners and the
active, there’soneAustrian hotelwhose reputation
stretches around the world. Until recently it was
known as the Hotel Mohrenwirt. Situated in the
beautiful village of Fuschl am See in the heart of
Austria’s Salzkammergut, it provides the perfect
venue for anyone serious about their training, with
great trail running, swimming and cycling on the
doorstep. Owner Jakob Schmidlechner approached
us to do a complete rebrand. For us, it was a huge
honor and exciting creative challenge. Today, it’s
known as Hotel Jakob.
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Jakob Schmidlechner is a local legend. As an
IronMan athlete, he’s synonymous with the
hotel’s sporty spirit, so the decision to change
the hotel’s name to Jakob and transform his face
into the logo came naturally. Italso pays homage
to his father and grandfather, also called Jakob,
who ran the hotel before him.

The logo was our starting point. From there
our creative team developed a complete new
corporate design for the hotel's stationery,
menus, signs and vehicles. We also developed
new logos for the popular Jakob Café and the
Jakob Bike Rental, where tourists can rent
anything from a high spec road bike to an
e-gravel bike. Being a sport hotel, he had one
additional request - to create a completely new
design of their sportswear collection for their
amateur and pro teams. It’s an impressive look,
even more so when you see them in action.
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BY EXPERTS

104 Black Diamond engineered by experts

The American-born brand, Black Diamond, is renowned for engineering
equipment that allows people to go higher, push further, and return safely.
They're responsible for inventing the gear that has progressed mountain
sports and formed a welcoming community completely devoted to the
outdoors. The brand is well-known and loved by all levels of mountain
sports athletes; from the weekend warriors all the way to the record-
breaking pros. Black Diamond is always exploring new ways to share their
passion and empower the future of mountain sports worldwide. The brand
decided it was time for some new rock-solid ideas and appointed zooom as
the agency to help pioneer the way forward.

We're working with Black Diamond, starting from the ground up by
redefining the brand’s vision and implementing our strategies and
creativity to guarantee that it all comes to life. Our extensive expertise
of mountain sports and the outdoorsisn't the only reason they’ve selected
us-abig partofitis our experiencein managing a client with international
needs. Serving as the global lead agency for a brand such as Black Diamond
requires universal knowledge, strategic know-how, and some very creative
problem solving. We've already kicked off our adventure together with
an outstanding campaign that resonates with the brand and all the
communities involved in mountain sports.

e
COMMITTED.

There's only one way ta reach the top. You try and try again, There's
always failure. You learn from your past mistakes. Train some more.
Gain exparionce. Then you try harder. Fail and fall again. You take a
beating. Get hurt, And keep coming back. But in the end, when you pull
past the paint of no return, steady your breath, and stars down what's
between you and success, you knew what you have to do. Commit. We
know what it takes. At Black Diamond, we're committed to eatching

tha falls aleng the way.

<0 Black Diamond

Brand Campaign Visual

SHO® THE FULL COLLECTION AT
ELACKEHAMONDEG UTPHENT.COM

£# Black Diamond

Collection Campaign Visual

FDEL BINTE ZLTCRZEILBET B, V51 VH\SEFEITNEIR
EBREDISTZVIRF T CLL{M5NE7AUNEFENDBlack Dia-
mond(FSvOF1TFEVR). N—RFT7ORRL(TTHEL [ER(CEM
TEBT7IORRT7EFRDEHDIAZ 1 =71 IKDICEBL. VIV TY
ZAR—YERSERTETOE T, BRICEKRELTELLANSLO—

REREFOTOITRLVBLSZFINE TS vIITTFEYR, Lh
L. ISYRDEREERBR R RIS FHEE T TP IURE
REEZ. SEOEEH(CHDEAVTUVS/IA—~—E L THARS5ZO00M
ECIBRIEEE LI,

£» Black Diamond

SHOP THE SREWT AT
BLACKDLAMONDEGUIPMENT.COM

{» Bloack Diomond

Product Campaign Visual

IEEDEIEEBEHE JILBRE T B ENSTSVITA VT EYRER(C
CONSTSVROEIIVEBERL. BEICV IS YT VI ERRS
HREHBEERCENTVE T, ISA=VIPT7 IRV ICETIEELSE
FIX0EETZ (T RFA 25 ZO00OMZE B R LIZEBBH TIF L EERNEZ—X(C
WHETEDITSYRDVRIRA Y MNEFTZREIELRHOFDI1DTLIZ, T
SYIHIVEVRDOELSEHANAR ISV REBY L. LEEREZES|
I3 O0-NIVLAERBEEVSIIBE LTS HREEDE. BigDn./
DIN\D, HICEBUVDHEW I Z—IISRBEFERENRBESINE T, Bl
ZOOOMETSWOAAVEVRIEVI VT Y RR—YICENDZIETHI=
AT AENREUEF v IR—VICTRIFT I VIO R EFICHTH
=N, BROBE—HE L THRICHHBDECSTI,



ENGINEERS
OF ACTIVE
LAYERS

WITH

0DLO engineers eye-catching products that are
innovativeand premium, with attention to detail
that is uncompromising. The brand reached out
to zooom in search of a modern campaign that
targeted a younger audience, but also stayed
true to their heritage. So, we overhauled 0DLO’s
brand compass, injecting a sense of fun into its
corporate identity and focusing on what matters
mostin sports: getting out and doing it.
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o SETTING THE PAGE

UOLU

BEHNTHEE. BESIKBHNLET S Ui, £
TIEHEVWT"EREHFSLEVWEI/ DD &IV ET
MMIBIFTUWBRTIIFEDIR—Y DT T ITSUR
ODLO(ARO), "CNETHODLON A A—I&ESF
DDDE BWRES - v CUizFroR—Y
Z{TUV W EZOOOMICTIKFEIBE. TSV RA
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WORKING WITH WORLD

RENOWNED DESIGN

One of the ingredients for ODLO’s success is a
unique, genre-transcending collaboration with
the world-renowned team of designers around
the late architect, Zaha Hadid. It all started
when ODLO launched an exciting new product
line at the end of 2018 that combined the
aesthetics of architecture and sports, earning
them massive recognition in the international
sports community.

Our shoot days were full of action and everyone
was geared up from head-to-toe in ODLO’s
latest innovations, so performing at their best
came naturally. The stunning visuals were
complimented with a unique font and logo design
we'd developed, alongside the refined tone of
voice which we'd established. The result was an
enthusiastic and inspiring full-scale campaign,
delivering a unique look and feel, and most
importantly, the brand’s claim Engineers of Active
Layers became multi-sport and multi-season.

ODLORE Wk ULIzE oMFEEDTZ1DIC THRIGD
LTE | EEENTZEER, #Zaha Hadid(H/\-/\
T R)ERLETIHRNET T F—F—LED
ASRL—23avRehET, COIvVILEBZ
A0 TOI IO RRERE IR—YNDES
ERAETEIZH S 7 Layered Space ” (L1 — y

R-2R—Z) EEBHL. BROEIR-VATE | s

BEAVRHIZNTY, ' odlo ! s

REHYUHEIBERS D AR—YDOEET RS VIR
ETURR, RFERMAESEOODLONBE AN
FTT7ICEEGINTULEIHNT T RENBRLER
BORITA—VIRERBLTULE U, RE TR
BRUEEBANBROE I 17V AZ—=DIET+Y
eOIFH1 . ZUTCR—Y - AT IR1 X TH
—(bETERER. 1V XEL—TavVERIBI KX
BB IR—VERRIZIENTEE LR,
CNIEKDODLOSLE, bW DT r—ILDFEFM
LMD, ODLOMRO—H > TdrBEngineers  of
Active Layers (PO F+J L V—DRAKE) "7
—JLRAR—Y - A=Y= VICHETDEDAE
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THEHERITAGE, i e -
AENEWED E e

The power to pull someone into a story is one of
the purest forms of magic and one of the oldest.

WETZLAR

Leitz produces the highest quality camera
lenses that enable cinematographers to craft
captivating stories. It's something they've e i
successfully been doing for a very long time.

Previously known as CW Sonderoptic, zooom Ths Logm
worked together with the client to restructure Versions
the brand and ensure it feels like a part of the

‘Red Dot Family’. Renaming the brand to Leitz

was just the first part of the integral relaunch.

Second, came the logo design. Our team worked

on building an identifiable brand asset that was

reminiscentofthe original Leitz logo, integrated

with theiconic red dot.

The Colars

Leitz Red

The renewed brand identity was incorporated
into every single part of the brand, from the
website, to corporate stationery, all the way
through to the packaging.

Leita Light Gray

YIEOIHR(CZITAFBT I BN H<HBAL
i CREESZHITCEE L. REBERAODTLS
. oo a0 i TLLYRERS BELTOBLeitz(5TY)IE
ECHEDBEEBDFTHSLYIEBLTAL

e (CYMBEELZ. BBOBEENTHEITVE,

CW Sonderopticc ULTHISNTUL\EIREDLeitz
NDIITSUTA VI EITSCHIZDRICNEANTZ
=&, LeitzBAL YRRy ROTTHECHDLeica
NRINEHTHDERDNBDLIICTEIHRTL
IZo LeitzADTSYRBOEFRERYID(CEDE
ATEOROTFTY 1T, LeitzdZ )T FH)uOd
NDRETEELDD. #FENA—BRTHANSZOI%ZEH
BU. RBRELYRRYRE—IRMESTEBETK
DHHMDPIL T VD RDHZOTANE#ELSTE
lemTEFFLUR

COUTHELL. £FNEDozLeitzD TSV
R4V F17 13 BEDDI I +hStt
ATHERITEZIRT—Iar)—  BHTANRBICTS
RYT—IICEBDET. RIEBEHAHATN
TnE9,



JIlume] MAGE QUEST

Truly great photography has always been our passion at
zooom. It's at the core of what we do but we are equally
passionate about celebrating great photography - and
that’s what Red Bull Illume is all about. Founded in 2006
by Ulrich Grill, we have established the world’s largest
and most authentic adventure photo contest that not only
celebrates the images, but the photographers who go to
extraordinary lengths to capture them.

Red Bull Illume Image Quest is the world’s greatest
adventure and action sports imagery contest and it
showcases not only the most creative images on the
planet, but also highlights the photographers behind the
lens who capture the passion, lifestyle, and culture of the
scene. To be crowned overall winner of Red Bull Illume
is considered the highest honor among adventure and
action sports photographers.

In2021,theglobalcontesthosteditssixth editioninwhich
a total of 41,447 images were submitted by thousands
of photographers from more than 100 countries. Every
edition sees new talent and trends emerge - but wow, the
quality and exceptionalism of the 2021 edition surprised
even us. Selecting the winners was an incredibly
tough job for our panel of 53 renowned photo editors and
industry experts.

DICE<ELVEE, ZOOOMMEBRIILFR., BICIBHETE
BOBATEREDTT, FIMFIZITFICEEETST BNI/FR
I (CIADHIZV FAEBUVAREEESTHRE LIZDOMR2006
FUIric Gril(DJLDwE - JUL)ICKDBIERSNZED A+ ~TY
F X TRed Bull Hlume(LwWRIILrJa1—L)] TY, it
REWRELZCOIVFTIETIE BBEBEEERTET DR
RIUF v —&TDIIVIAR=YVETr—Fv—L. BHLW
FRIFEEZADE AFRTHRE TDIERPEABNEMZ. 7
AT ST 7—DHRESLTEHRAERHKELTUVET,

HRERDTVRAYFv—R7D3VAR—Y T4~V FTR
~'Red Bull lllume Image Quest(LwRrRIJL-1Ua—L-
X—TJ DI TIEIMKECREIVIATIJEEER
P—hrELTRRIDEEEIC. TANTST7—DEE(CK
IBIER. NILF v —POS7 IRITIVLEERDERICH D
RSVICERRY RS RESTTULE T, [Red Bull lllume]

TOMREBBBEVWDITRUETRARYF+—_& 703X
R=YDITA TS T7—DREITREDREEINTUVE T,

Overall winner shot by Will Saunders 6EIBICHZ2021EN T4 ROV TS ICHIRHKTL
2o 100 EOE MFAD T T ST 7—HoHFEo5NT
IBEHITA AN A4TRR | BRIFEF BEO LY R
CHoIELTVWE TR 2021FEDOF ) Fr—DE TS
ETEENSINZI U, SO53RDERZLE T4 RIFT 55—
E(RDEMREEFBICURZEEERELI LR EE
[FRS(CEDTEREH LN OIZIGEVH DT A,
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There are many strands to organizing the
Red Bull Illume Image Quest. The submissions
phase involves a massive outreach to the

“- SUBMISSION D|i’ J U DG IN G world’s action sports photographers and their
communities - and building a platform with the
> PHASE PHASE capacity and bandwidth to handle the data.

It also involves setting up partnerships with

SEP OCT some of the biggest brands in photography,
technology and adventure sports - including
Lenovo, SanDisk Professional, Black Diamond,

UNVEILING B GLOBAL Leica, WhiteWall and CCS Fabric Frame.
WEEK ~ | EXPOSURE

IRed Bull lllume Image Quest] MFF#EIC(F. L
O ELE T EBNRNERAIRTT, BEICHIZ
D HEREBOT7OIaVIR—Y I T ST 7—&
=125 (CRRMICT TO—F9 3 ERBKEIC,
T—ENIBISEHOBRECTERBERFT DO TISY
RO A —LEBRUELTNEEDFEEA .

&5(C. Lenovo(Ly/7R)APSanDisk  Professional(
YT XOTFOTT v 3aF)b). Black Diamond(
TJSvOFIVvEYR)ICLeica(Z 1) White
10 CATEGORIES FOR SUBMISSION 53 jupaces A r s s o Pt
TPV DIU—L)EENBENTH /O —,
TRRYF v —2R=YDDBTERLETS VRN
SHEEENDCEEEELEXTVITUR,

CREATIVE by Skylum

EMERGING by Black Diamond

ENERGY by Red Bull Photography

INNOVATION by EyeEm SELECTING

LIFESTYLE by COOPH Lenovo  © SonDisk

MASTERPIECE by SanDisk Professional ::|\I/||\,IA\%L|§T '

PHOTO STORY  <NEw {# Black Diamond Seica [l wHITE WALL

PLAYGROUND by Whitewall CATEGORY R o ccs SRR L
byt WINNERS |
BEST OF INSTAGRAM by Lenovo T R e \(,)VY,E,\RIEAA'L v

@ ¥ -
1 OF A KIND EXPERIENCE IMAGES ON DISPLAY

° R
o ° o
PRIZES WORTH o PY " o
°® o
o
_ C Ve
(o] P o
[ o

Energy by Red Bull Photography Category Winner shot by Rod Hill
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WINNER
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RED BULL ILLUME
2021 PHOTOBOOK
AVAILABLE AT
SIURE.GOOPH.GOM

-

CATEGOR
WINNER

e

images: zooom.com / Holger Vath, Julio Arellano

AN UNVEILING
UNLIKE ANY OTHER

Making the biggest impact is important when you're announcing
the world’s greatest adventure and action sports images. Our
creative solutions for the 2021 edition involved transforming a
single event into one week full of exciting live content which ran
on the @redbullillume Instagram account. Every day we announced
two winners with the help of former overall winner Chris Burkard,
our judges and Red Bull athletes such as Anna Gasser, Jon Olsson
and Will Gadd. This all built up to the final night where the overall
winner was revealed during a ceremony in Aspen Snowmass, CO, USA
on December 4, 2021. The live feeds allowed fans from all over the
world to follow the unveiling for the first time.

Red Bull Illume Unveiling Week was a truly global event, reaching
576,985,274 contacts in owned, shared and earned media which
is 74,5% more than in the previous edition. It was an incredible
success for Red Bull Illume as a brand, its partners and even more
so for the photographers whose friends, family, and fans could join
in and share the celebration. With the Unveiling Week, we shiftinto
event managementand communications as the winners are revealed
and then displayed around the world in a unique global exhibit tour.
In 2022 the global tour was kicked off in Aspen Snowmass, CO, USA
and travels to Europe and cultural hubs around the globe.

We also produced a limited-edition photobook featuring the top
256 images, each one individually numbered and stamped. The
photobook is not only a beautiful coffee-table book; it’s a fitting
tribute to the photographers and their incredible images that make
up Red BullIllume Image Quest 2021.

MRed Bull lllume Image Quest] DEREZEMDEBHERTRDIBE
BRCEDEFBIARETITLR, 2021 FEEERHICOUIITTEA
FEETBEL. BEEERKRI DY Y TIIEARYNE, Instagram7
AoV (@redbullilume)ZERBLDODDOF 557 JIVTF Y Vs
TBREICDENEHREITSEVS A —IHAEASELTEEL
zo TRed Bull lllume Image Quest| REEES 17 MNURIFETH S
Chris BurkardDBNEB T BEETEHDRed BUllDTIU—KT
»BDAnna GassertJon Olsson. Will Gadd/dk&E & H(CHEH2 AT D
BEEHK, COREIHREBBERKROBICATTOLFDONMAT
N RIEEHDO2021F12B48(C7AUANTASKRMN T IRV - R )=V
A THONEHRUHOBRE S JBREICLDERPOT 7
[CERBEERKCMBIDCENTER LR,

BERICHIZDEEME LTz TRed Bull Illume Unveiling Week ] (& A
RAT AT VI TAT AT =Y RAT A FICH VT, BiE&E74.5%_E
[B15576,985, 274 ANZ)—F L BRIVEXARY LEFEDF Uz, C
DAY &EFBLT IRed Bull llumel EWDSTSVROFBRELITS
NECEFEERATR—FLTEVWZRESE. 405770
RIEORA T7YDESAR—ERELDBEKRICHRE TS EVSER
CDARYEDBENDENT T, MEBBERRD ANV IMESERKRT
Lietgld WRHP(IFRERRUENRSES20224 88100 0~/
VP—[CAFTTAIRYRBEEE =227 -3 EEBC AL TL
FTAVADOSRMTRIRYZ =Y ZH5T—0w/S ERFPO=
A—ITLA/NRT I VI IR—ITOERETVE D,

Fle. ER256ERENRCEENZI U TIVF VN—NEDRERD
T VOERIE, COREL T4 T vDIE1 VT UTELTEREFL
WI—E—7—"TITvDEeLTIEFEEARANDIE. TRed Bull lllume
Image Quest 2021] (CTEBSLLVMMIIER LIz D4 0507 —&
ERADRUE1—RTwOE L TESNDICAEIGL WED T,
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YOU SPOKE.
WE LISTENED.

bag can be

improved on. That's why we updared the ProToctic™ Il for better

access,

s, We ane

thrilled about the next adventunes you will toke us on.

ProTactic™ Il
Mission Critical Access

HRBADAAS/NNYIX—H—LoweproDFE HF
[ZI3. R<SADBEEELLSHEMHET>TLEL
fzo BOUVLWEBERFDOILAY IAILZTDITSY
KLoweprofiifE=EsrD DD, ISVREERSHE
BEVSHBEMNZN—DTLI, LoweprodT SV
R-IO17+ BEE. 1=1=5—YavVyv—il,
ZU Tt EDBHESKREFMICAHRL. 1DFD
BECHBUTULLILEIC YT—FTE@RT—D
RILI—~ADETY VT FEHSREREERE
LD X1V ZF T b BPetaluma(RIILV)
FTREEU. ISYR -IJ1F7rERIIazZy
FloOVWTHD—I Y avFE2HBI(cHizD Bk
IIEE, BEERCH(F THRATAEN ST O
—FLTnEFLrc,

CHBANER. LoweproDTSYR -ITH15+
EFXavegmEsErzo0-NILATS 1> ICap-
ture Lifel DEA(ICUDBELCEMTETEHL, it
RABDARICESDTENDHL USP(AZ—-H Y
VR YRNETSYRMNRBIET ARMEEEHA
ATZ Capture Life] EWVSEE, LoweproiAaX
SNYIDEEICRENEANTLSEBUZE [Cap-
turel [S3A8H, TLife] C(3. BARIFRIFRELEBM
LRI wWIHHEL "Great Outdoors”(KER) (3
IRIERROPRAODTIFEHAHSNTLE T,
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Repositioning the world’s largest camera bag
manufacturer comes with a lot of baggage. How
do you stay true to the rich heritage of this North
Californian brand while rejuvenating it at the same
time? We started the process with an in-depth
analysis of Lowepro’s brand equity, its customer
segments, communication tools, and competitive
landscape. To support our research, we held in-
depthinterviews with stakeholdersin key markets,
as well as a two-day brand equity and positioning
workshop at our client’s office in Petaluma.

Jowepro

lowepro

Brand
Guidelines

Based on these results we adapted Lowepro’s
brand equity and condensed it to the new global
tagline ‘Capture Life’. This phrase is easily
understood around the world and encapsulates
the USP and aspiration of the brand: While the
word ‘capture’ reveals Lowepro’s primary focus
on producing camera bags, the word ‘life” brings
across the explorative nature and appreciation
for the ‘Great Outdoors’ of its legendary founder
and dedicated staff.

Capture Life




In 2021, the brand knew they could once again
trust zooom to bring their idea to life with the
launch of their GreenLine initiative. Kicking off
with the new PhotoSport I1I, their first series of
photo-hiking backpacks are made using at least
75% recycled materials or more. The backpack
protects your gear, the places you shoot, and
sets a new milestone for all of their future
products.

o
E
g
:
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PRO ADVENTURE
PREO PLAMET

Any active photographer will tell you that being
passionate about the outdoors goes hand-in-
hand with wanting to protect it, because you
can't be pro-adventure without being pro-
planet. Our team was responsible for bringing
this philosophy through in concept and final
executions; from a go-to-market strategy, to the
look & feel, to final print and video executions.
The PRO campaign also came to life on their
global website, social media and out-of-home.

ZOOOMTHNEFTITFERBLTINB LIE
FHU\CEE. Lowepro®DSDGsS 1 [Green-
Line] OFRICHEVBUCHKEBELEEEE LR,
[GreenLine] HFEEH(CIV —XFE 1@ LTS
BLEZOB, T=# LN\ H—DABIC{ESTTZ [Pho-
toSport NI(T#RR—YII)] , CORGRSEE
N75%CV 1D FEMEFERALTVE T, e
FOMBRET S, 2L T. S#EDLoweproBRDIE
Lo fe [PhotoSport  111] MLoweproMIFR
EFBIZALRES UV ST [GreenLine] &
HESEBICEMTEELR,

PORRFPERDICEELTVSEIA LT ST 7—
FSBERCMERRIBEFDRZVEVSKRIFTEHEFE
ZB3ENTY, ABESTONERRTHIES(E
BRI, ZUCHIEREZE T3 TSRy L(HER) DT
OCEHBINS5TY, CDLoweproNBZEEHIA
ARAYE—IEREICFREIT TSIk HIHEEA
BIEHNSILY D& T r—Ib. EIRIMPF v IR—IE
TADBEHICESIT. HEL—BMEZEERE
FTCHEYSETEEZ U, Lowepro®DPROF v
R=YF. DIIYrLETREEEBA.Y—TvIL
XF 1 TPOOHRT r PIEETIRILEAST N, &
B3#BS5ICEHEEHF LI,



Prove your mental power!
The global hub for challenges that stretch the mind.

Red Bull’s Mind Gamers project is a unique brand-building mission - it's
1 not telling or selling a story, but inviting you to be part of creating one.
Escape-the-room puzzles, memory games - this unique installation-event
. had to literally capture your attention. Competitors qualified through a

series of online games before being invited to the compete head-to-head,

in real life and real time. ‘Escape the Room” and Rubik’s Cube specialist
are battling at various regional events worldwide, leading up to the World
Championship Showdown in Boston. We worked on both!

Our task was to help develop the overall look and feel of Red Bull Mind

Gamers’ visual communication. With a strong nod towards gaming culture
in both color palette and design, our visuals had to make a message clear:
this was fun, but challenging - and requires a high level of mental acuity.

zooom created various visual possibilities for use in both 00H and in print
magazines - including image retouching, copy and concept, and visual
language.

JSYRZwYaVERICETCAZI-VEARC7IO0—FLETOI O~
At TRed Bull Mind Gamers(LWRJIL - V1Y RT—=V—X) 1, fHELIZD SV
RIAL—U—EREITDIDTEEL BMEICETSVYRIAN—V—%{FZ—8
[CHEOTESDSEVDSETILHEVWERBED ARV NTY, COTOIIINT
FBRET —LOH#EBEER D, T—LICEBRICHE L TES D6, 21
BOEEZESIKEDTHIINEEDFEATUZ, 7Y S7VEBU TR EE R

BLZEMEIECRRE ZROFR TITON ST EREC CIBR,. AT
FBRHBT—LEI—EvOF1—TDFERTON RV THRESNSIER
FEBREH(CETTRVBOBEDLFTSNTVE LR, COEHFHPITERULT
RYKCIEHERBEDOTUBDTL& DN, EESAFREZ000MTT!

ZOOOMM=wZ 3~ =[Red Bull Mind Gamers] PEIa7)LI=Z15—Y
IAVEBEDILY DR T —ILOBREETR—LTBE, "BUOXVIILEET DM
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VIINELTRELF LT,
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RUBIK'S CUBE
WORLD CHAMPIONSHIP
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Prove your mind skills and compete at the
Red Bull Rubik’s Cube World Championships 2018

redbullmindgamers.com




EXPLORE.
REGHARGE.

Powertraveller, a provider of high-end BMER—FTIFv—Iv—PY—5—/IRIU "—i&-

portable chargers & solar panels, was looking EREL. ENTILST IEYR—LTULSBPow- PO . o SR

for a partner to help them lead a strategic  ertraveler(J3D—hSARS)MSTSUR - RIZ T ekl ) ::“ S_P:II:":”"]NS

repositioning effort to carve out a market niche AaZVINRELEREL. MBOMIBEYIDEEVT ; mwluw,m,_ﬂ,,.u.n :;'E%gf;j;f;;“m

they could own. To that end, our agency engaged WERL EZOOOMIC IRV 2R EF LT, s my‘::,j{.'t.::m <t POWERTRAVELLER e of the adge

in a straight-forward immersion process that " E3 = £ Sreleidia

consisted of three phases: OV ORERNCEL ZHICREERRTUE - vl i":,.l.::ms"fn"“" <l
Dld. KENDYYINEZDDIT—X T, : TRME\"’ER ol . [ e

In Phase I, we analyzed Powertraveller's — Jx—X1:PowertravelerD¥l&, 8FHR—~T % 2 PGWER ""'":me s privitvbitecniiat

strategy, their product portfolio, and roadmap, UZ O—RYvITEDL. BEDEEAN—XER - = ::.feuf*'“““ .

reviewed their current customer base and RAOBERETIAY NERIEL. e RE AT,

untapped customer segments, and studied the

competitive landscape. TI—X2: 05147 VFDREBOCEEF—L £
EHBORBEEE L/ NFTEEEDIN 1 OHEHE B

In Phase II, we further deepened our UCTEIRRCN T DEBESSITRD D,

understanding of the client’s business by

setting up one-on-one interviews with their J1—X3:71—X1. 2CTEOHMBEENL.

management & sales teams, as well as selected RIEISYR - IRIVaZ v EIIEH T,

distributors and retailers in key markets.

\

POWERTRAVELLER

4  POWENTRANELLER

LOCOTYPE HEICHT

<& POWERTRAVELLER

In Phase III, we consolidated our findings and
came up with a new brand positioning strategy.



EXPLORE.
REGHARGE.

This in turn led to a complete rebranding effort
including a logo redesign, new tagline, brand
book, as well as product packaging, POS tools,
and sales & marketing materials. The interview
process also enabled us to set up a list of mar-
keting priorities and support the sales strategy
through targeted marketing initiatives right
from the start.

COTOTRETSETHOSH D IRBEERR
9B 009351V TSVYRTWD, HE
RyT—J POSY—IL. E—ILR =T TV
BERLEEE T T U RETBIRBELDT
SUFVIERBYSETETI U, e T
VOE1-—CEORBEREEE(L. YT T1VID
BRIEMUEREL. I—T vhER VT T«
VO ETSECRGHIEE Y R—~9 3 E A ETRE
[CEDZE LT,

FALCON

3
H
®
&
E
4

~Working with zooom to rebrand
Powertraveller is an enlightening experience.
The team is enthusiastic, professional
and full of creative ideas.

Gerard Reusing, CEO of Powertraveller
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We set out with a mission to build a community
of people passionate about photography using
our YouTube channel as a way of showcasing
awesome DIY photography tutorials explaining
tips, tricks and hacks. Reaching 1 million
subscribers is an awesome milestone, but by far
the greatest reward is knowing that there are
so many enthusiastic photographers out there
being influenced by what we create!

check out
the COOPH
YouTube
channel

MAKES 113
FIRST 1,000,000

SUBOGRIBERD
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GUESSWHD

Differer;tjobs, different working styles.
Well, this is how we do it - every profession brings
its own unique workflow.

Can you t.e.ll which desk belongs to which zooomie?
Find the sotution on the next page.

- 'Rider: Gerald Rosenkranz
b zPhotographer: Ulrich Grill »y_,

Location: Fuschlam ?e, Austi
nd)

00" guess who zooom 131




THE TRUTH GOMES OUT CQ2PH

COOPERATIVE OF PHOTOGRAPHY

Norayr Dallakyan
Digital & Social Media Manager

What do you do all day?

Nothing but creating those viral hits.

Best thing about the job?

What Ishould say: The great feeling of getting to know the heart of a
project or event and its fans by putting in night shifts of analyzing
audience data and performance metrics. What it really is: Getting to
scroll through Instagram all day. And Monday morning pastries.

APPAREL & ACCESSORIES
FOR PEOPLE PASSIONATE
ABOUT PHOTOGRAPHY

www.cooph.com

Géza Ricz
Art Director
What do you do all day?

Best thing about the job?

W M
QA x‘r ==
2 3. k.

1. 5.

Chiara Hipfl
Project Manager

What do you do all day?

The day starts with checking and responding to mails so tha- wait, need to
answer a question from the creative team and then I- the phone rings and
it's the client with a new brief but - s@#t it’s the next meeting already.
Back at my desk to crunch numbers - the phone rings...

Best thing about the job?

Blessed to have 1,000,000 things to do with one of the greatest views.

Christian Lorenz
Photographer & Content Creator

What do you do all day?

A bit of everything. Working on a new storyboard, shooting
photos for a current video, editing photos for a client,
organizing upcoming shoots and joking around with

my colleagues.

Best thing about the job?

I have such a variety of tasks I never get bored.

Hannes Maier
Head of Digital

What do you do all day?

Bring the digital DNA into the projects, coordinate between clients
and teams and analyze tons of data & KPIs to always get better.

Best thing about the job? COOPH GmbH youtube.com/thecooph

Red Bull X-Alps Live Tracking: Develop the concept, coordinate the whole )

design and implementation together with a great team - and watch Felderstrasse 12 instagram.com/thecooph

the result 24/7. Highly addictive! 5330 Fuschl am See facebook.com/thecooph
Austria twitter.com/thecooph

guess who
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It takes a strong support system to run a non-
profit organization, especially one like the Wings
for Life Foundation which was set up in 2003 to
\“ \ “G S Fo R l_! [.'E find a cure for spinal cord injury and paraplegia.

: We know that achieving something of this
magnitude doesn’t happen after one donation.
It requires ongoing and unwavering dedication,
because in order to reach any goal, you need
serious determination and real commitment. This
is why zooom is, and always will be, a Wings for
Life supporter.

.

EEFNRGEEZEE T B(CE. BAEZREHHNTR
TA‘C?O 2003 E(CRI LTz, BHEIBEEET¥
BMEORBEMAEBRE I3 Wings for Life
EOBE [} TS5 ZNERBELTVET,
CNFERRLENEERT B(CIE. —BRITE
MEINEERVEVDSRICEVEFZEA, KH5S

Thank you for your generous support. NTLBDIF. SNFICHE L TRDECHET

Using your valuable: domﬂnn}mﬂd class sr,lmmm!fr.mn T, CAKBETE. ERT3ICEEREREL

[ pek o acure BEOIZY XY SRREZNASTY, ZOOOM
[FIREEZ L TSEE. Wings for Live & 3218
LIsFET,

y]__(JDDM

WINGS FOR LIFE .
" E1VE THOUSAND EUROS

a lifelong partnership Wings for Life



GAME ON!

UI“ il i th ey JPRR LA ERCNOT O
aPRE G : [ ge LIVING IT!

It'sadog's life.

Friends, fire, and food in Fuschl. Nothing beats a birthday balloon bath.

CURIOUS TO SEE WHAT
HAPPENED TODAY?
CRECK OUT OUR
INSTAGRAM GHANNEL
@Z000OMPRODUGTIONS

Smiling to the top.

The ghosts of Fuschl.
b i T _;\-_.__-- 0
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GAKES

If you want to make zooomies happy - bring a cake!
We love cakes so much that we think we should honor
them with a full double page spread in the magazine.
Voila! Here are the Best of Cakes 2021/2022.

bak:ing
for b etter
brainds




THANK YOU
FRUM NI

They say the most creative ideas are realized when
a person feels truly inspired. Well, its easy to feel

0 UPNEX

"If I was with you right now, I would hug

every one of you with tears in my eyes, that’s how S Ch 6ffe|
good the campaign idea was presented!”

Ich bin raus.

Reiner Gerstner, Senior Vice President Marketing Schéffel

inspired when you're surrounded by a passionate
team and great clients - that’s you!

We wouldn’t be where we are today if it wasn't for
your dedication to making products and services
worth talking about. Thank you for choosing our
awesome team at zooom and entrusting us with
building your brand, we're looking forward to
making mountains of memorable work together.

DD DODOCER REOVIAT &
TPAFTEEFHEITEEDNTULET, WDTE
DO ETKNBIBERNLEF—LEDSTT
VR (BEREOETT ) BLWBIHSTERAL
CRWPITF7HRUOSHLDTTY | SO ZOOOM
RH3NE. FBEICHBILSHERLERPY—E
ZEEDEFTOERVEVSETADERENS
MNFTI | ZOOOM MFEES UWLWF—LEFHED
BE. HEEOXDEITS Y RBEODETE(EE
EHEHFFEBVELESE. REBICHOMES STV
F9, cNHhSERKSADAICREREERITHT
SNBILSH(CEHETTVUETEL £S5,

/(9/?21’ vl

Niki Grill
Co-founder, Co-owner, CFO zooom productions

Out of nearly 2,000 companies, we
have once again been selected as
one of the top branding agencies in
the quarterly report. An evaluation
which focuses on those who stand

out in the fields of branding, brand
identity, and project work based on
our credentials, expertise, projects,
and most importantly the feedback
from our valued clients.

POHIC & (247 2,000 (DA 538 H
&t 3 'TOP 50 BRAND AGENCIES ]
MD14&LTZOOOM MIABEHEE
nELE! ISYTr VIEEDY —
EXICEH (I3 EE - M - XD,
ZLTHMESICEDTEREEELD
SATPIRNSDTr—RNYvIICE
JULTELE TN S ITOP 50 BRAND
AGENCIES | [CBlEhfzCEldETE
HREECTCY,

Panasonic

For this job Panasonic tasked us with creating
an exciting beauty campaign, which launched
in November 22. Originally conceived for the
European market, the campaign is ultimately
slated to roll out globally.

Jowepro’

Capture Life

When the world’s market leader in camera
bags asked us to help with their sustainability
brand campaign, we were only too thrilled. We
recently went carbon neutral ourselves and were
perfectly placed to guide them on this journey.
Can’t wait to make that happen.

Better. Guaranteed.

Our friends at 0X0 already put their faith in us
this year when we promoted their iconic glass
Salad Spinner. Since then we're rolling ahead
with a clever brand campaign for the kitchen
accessories brand.

Technology

When two giants of photography, Leica and LUMIX
come together to form a new cooperative culture,
it’s natural they should come to us. Our first step
was to create the name and logo of the Leica-
LUMIX partnership. Looking ahead, the goal is to
increase brand awareness over the long term.

Dol

Notall our clients come from the worlds of sport,
technology and photography. Rosenthal is the
premier manufacturer of luxury porcelain and is
known for their original craftsmanship. Our role
will not only see us provide strategic support,
but also deliver engaging content.

10F1

From world renowned global brands to local start-
ups, wedoitall. 10f1isanewroad and gravel bike
company near us and we've been excited to be
helping to build the brand every step of the way
until they launch beginning of 2023.



TAKE THE NEXT STEP
N YUUR GAREER

AT 2000M

image: zooom.com / Christian Lorenz

Integrity, focus, and excellence - our values
not only define our work, they're exactly what
we look for in our team members. See, zooom
is not your average creative agency, we pride
ourselves on being approachable and down to
earth. We're a young and dynamic team with
more than 15 nationalities from all over the
world. Together, we inspire and aspire to push
the boundaries of each and every project we
engage in. Our diversity and openness are what
enables us to adapt and stay a step ahead to
deliver outstanding results.
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GHEGK OUR
UPEN PUSITIUND
IN SALZBURG, TOKYD &1A

FUSCHL AM SEE LA ]

Does this sound like the type of environment you
can see yourself working in? Check out our open
positions and getin touch!

ZOOOM M—BE L CTEK BN X—I TS
g5, BIEBEFOBEEFIVIL. SIS
BEL TV, 2L Zooomies D—EICE XS

HZEULHICLTLET !

scan to
see our open
positions
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AND ALL OTHER AGENGI
ARE VERY, VERY BAD.
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“1000 ISh

Roman Denkmayr

Head of Concept
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~ BUILDING BETTER BRANDS

Fuschl, Salzburg + Venice, LA - Shibuya-ku, Tokyo






