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OVERVIEW

Since March 2023, Musashi has broughtlisteners The Daily
Agenda podcast from The Alternative Commentary Collective

PROMOTIONAL ELEMENTS AND EXPOSURE

During the sponsorship period:

Musashi's key messaging was
integrated- into every ep|sode \by the
podcast host

Promot|on of Musashi Energy dmks
and new products 4

Preand. post roll spot for Musashi -

~brand ads in every- eplsode

Musashi logo inclusion'and tags in

every ACC social post and webpage A%

dr|V|ng to the podcast

Text to win competition to keep our
audience engaged with Musashi
products

Short interviews with Musash| brand -
ambassadors on The Dally Agenda -
podcast Lo .

Promot|on of Musashl across other
NZME radio brands including ZM,
Flava and Radio Hauraki- :

AARON SMITH INTERVIEW -
PART 3: SHRED s

WHAT WE DID

BOOSTED AWARENESS

* Athird of Males 18-44 aware of
Musashi unprompted, and jumps to
62% when prompted

.» ACC Podcasts are. the #1 place where

Musashl has been seen/hea_rd

CONSIDERATION ISUP

45% of those who have seen or heard:

about Musashi through our The
Agenda have purchased Musashi
1 products., with 77% that would. .
jconsider purefiasing’in the fut'u"re',(
SR 5

Daily Agenda: "No Sleep Til Victory Is B.

By o @c ¢

INCREASED LIKEABILITY

* Onceaudiences are exposed to
Musashiin environments like The
Agenda and other ACC channels, the
brand is seen as more likeable with two
thirds (66%) saying they 3 Musashl

ENGAGEMENT - =
'+ ‘©Over. 1 million impressions via . -

NZ

y
NEW ZEALAND
MEDIA AND

~ The ACC's sacial media

- 103,873 downloads of The Agenda
podcast in August (an all-time record!)

ENTERTAINMENT

'EVERYONE'S HERE.
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