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= Streaming Video= Cable = Internet Replays/iTunes
Blogging, Community

= DVR= Network

The marketplace has evolved into a much more complex 
and diverse landscape filled with choices and control 

���THEN

Clutter, media distribution fragmentation and scarc ity of blockbuster television hits 
have significantly impacted the consumer viewing la ndscape.  

CLCC crafted a strategy for the Ram Launch to creat e a more meaningful presence 
given the  investment, timing and competitive situa tion.

Needed a unique launch platform for the All-New Dod ge Ram 1500

· Create Ownership position for a new product to break through clutter

· Maximize brand linkage to build momentum

· Target audience demos align

· Generate Hand-raisers 

Maximize benefits of unique content association

· Drive “pull” behavior with sweepstakes

· Capitalize on engaged viewers

· Build off brand recall established in initial seasons for the new vehicle launch
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Leverage NBC’s & FOX’s promotion of properties

· Generate awareness and linkage 

· Own episode with Limited  Commercial Interruption to break 
through clutter

Chart new territory placing Ram in a position to be  first

· Leadership position builds PR and awareness

· First ever Thursday Night Partnership
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In-show truck
integrations

Grand prize mentions and 
truck giveaway

Leaderboard
sponsorship

Consumer sweepstakes 
and promotion

NBC.com sweepstakes 
microsite

America’s Toughest Jobs employed RAM Trucks during the launch 
window.  
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Exclusive automotive partner and Grand Prize sponsor 
Ongoing in-show integrations 
Season-long leaderboard sponsorship
Four Ram giveaways to show contestants - winner and runners up
NBC moved “America’s Toughest Jobs” show launch to accommodate the Dodge Ram launch schedule

“Never Back Down From A Challenge” consumer sweepstakes
One Ram giveaway to consumer
Custom :10 billboards supported the sweepstakes 

Custom microsite promoted sweepstakes and collects entries
NBC.com/ramchallenge

Dodge Ram received sponsorship presence throughout the “America’s Toughest Jobs” microsite
Dodge customized homepage logo
:15 video pre-roll
300x250 companion ad unit
Sweepstakes microsite and banner ad promotion

100% category exclusive sponsorship of the “America’s Toughest Jobs” microsite for entirety of show

100% sponsorship of streaming video in the “America’s Toughest Jobs” microsite video player and premium placement in NBC 
Rewind
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In-show integrations throughout the season incorporated RAM vehicles into various 
challenges.  The RAM was featured as a key character on the program
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Co-branded, :20
tune-in promos

Co-branded :60 co-
branded
vignettes

Co-branded, :30 “Watch 
to Win” spots

:10 lineup open

NBC.com
sweepstakes 

microsite

Co-branded print ads

With our Thursday Night Comedy Promotion, we worked with NBC to craft the first ever 
partnership promotion with their Thursday Night Comedy Lineup.  This promotion 
culminated the week of our truck launch. (10/20)

First ever Thursday Night Fall Launch partner

Four Dodge Ram trucks awarded to Primetime viewers through a  “Watch to Win”
Sweepstakes on 10/23

The Dodge Ram “Watch to Win” tested viewers’ knowledge of NBC’s Thursday Night comedies 
and gave them a chance to win a truck
Biggest ever single-night auto giveaway on NBC 

Co-branded, custom content supported the “Watch to Win”
Incorporated Dodge Ram vehicle and the comedic tone of NBC’s Thursday Night lineup
Drove viewers to NBC.com to enter to win

A custom microsite promoted sweepstakes and collected entries, and housed the 
“Watch to Win”

NBC.com/dodgeram

Co-branded print ads promoted the sweepstakes and 
NBC’s Thursday night programming lineup

ESPN Magazine, Sports Illustrated, and USA Today  
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This network integration utilized 3 different on ai r promotional
units (:20’s, :30’s, and :60’s) created by NBC at o ur direction.

Each served a different purpose with a specific tim ing.

:20 second spots raised awareness for the Thursday Night 
Comedy promotion

:60 second spots reminded viewers of the promotion and 
highlighted RAM product features

:30 second spots directed viewers to enter the Thursday 
Night Comedy promotion

:20 second spots raised awareness for the Thursday Night 
Comedy promotion the week prior to the promotion an d the RAM 
Launch

:60 second spots reminded viewers of the impending 
promotion and highlighted RAM product features the week of the 
Thursday Night Comedy promotion the week of the RAM  Launch

:30 second spots directed viewers to enter the Thursday Night 
Comedy promotion and coupled with our product spots  raised 
awareness for the RAM Launch the night of October 2 3rd
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:20 Tune-In Promos drove viewers to “Watch to Win” the week of 10/23
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:60 Co-Branded Vignettes incorporated Dodge Ram vehicles and Dodge’s brand 
positioning.  Each of the four spots - “Marathon”, “Fiancé”, “Bear” and “Hot   Pepper” –
drove tune-in to a Thursday Night Comedy program
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:30 “Watch to Win” spots aired within each show on Thursday Night and drove viewers to 
NBC.com to enter to win
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On-Air Calls 
to Action

Vehicle Integrations

RAM Truck 
giveaways

Limited Commercial 
Interruption Episode

NBC.com sweepstakes 
microsite

Co-branded 
print ads
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This stunt included the following elements:

On-Air: 
Two Vehicle integrations in “Terminator: The Sarah Connor Chronicles”
Ongoing on-air bonus vehicle placements in “Terminator: The Sarah Connor Chronicles” throughout 
the first thirteen episodes of Season 2
Eight customized on-air calls-to-action (four in T: SCC, four in MadTV)
Seventeen additional calls-to-action (fourteen in Primetime and three in Sports)
October 6th episode presented with Limited Commercial Interruption presented by Dodge Ram
Four tagged promos in support of the Limited Commercial Interruption episode
Five additional tagged promos in support of the Limited Commercial Interruption episode

Online: 
Dodge branded microsite on FOX.com where the Dodge Ram sweepstakes lived
Sweepstakes- FOX and Dodge gave away four Dodge Ram vehicles (one per week) for four weeks.
MySpace Branded Community
FOX on Demand sponsorship
Hulu Sponsorship

Co- Branded Marketing:
Two Co-Branded Print Ads (one page in Entertainment Weekly & one page in Rolling Stone)
Two Additional Co-Branded Print Ads (one page in Entertainment Weekly and ½ page in TV Guide)
Online Marketing Exposure
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Sweepstakes Promotions
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In Show Integration
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• Alignment of timing and audience composition are critical to 
success.  

• Promotion, promotion, promotion!

• Re-Aggregation.  We want to follow our audiences 
everywhere they are.  If our audience watches re-airs on 
Hulu, Fox.com or NBC Rewind we want to be there.  If they 
read Rolling Stone or the USA Today we want to be there.  
If they blog on Yahoo or My Space we want to be there.


