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DISNEY CONSUMER PRODUCTS

CHALLENGE

Drive sales of Disney and Bandai’s new “Power Rangers Ninja Storm” Toy
Line during the busy and crowded Holiday season. The program

required national execution that was extremely turn-key for all
participating retailers but also had a high-perceived value and an instant
gratification component to encourage multiple purchases.

SOLUTION

TRG accomplished this by creating the “Ninja Power Instant Win Game”
with over 2 million prizes. The instant win scratch-off included an
“everybody wins” component, Power Rangers Storm Sticks, that were
redeemed via mail-in redemption. The Grand Prize was the Ultimate
Power Rangers Party, and additional prizing included Game Boy
Advance with Power Rangers game and Ninja Storm videos.

Croe coroaded. mad Bva orgeul Sare Pacs o

Wi
RASLLA PFAT R NS TANT WEN AT

SUPPORT o e~ o kg, . B0d38
e 2.5 million promotionally stickered Power Rangers toys B AN
® Featured in the weekly Toys ‘R Us circular ;

e Dedicated in-store displays

® Promotional tag on both television and radio advertising SAVE 1.00
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The program garnered high levels of participation from all retailers and o B o,
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the promotion was featured in 75% of all Power Rangers national B EXPIRES 10008 ““l“lmm
television advertising. Since this program, Disney has continued to work i s

with TRG on an ongoing basis.
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