
CONNECT YOUR AUDIENCE 
WITH YOUR BRAND STORY.

AN EXPERIENTIAL BRAND 
MARKETING AGENCY.
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WE BELIEVE.

Brands that activate their 
brand essence by storydoing 
more than just storytelling 
are more successful. 

Don’t just tell your brand 
story, bring it to life.

We build consumer and 
customer experience into 
brand essence by putting 
your audience at the center 
of your brand story.
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WHO WE ARE.

Some agencies have insights

Some agencies have ideas

Some agencies can bring ideas to life.

AT LEGACY WE KNOW THAT WITHOUT 
ALL THREE YOU WON’T SUCCEED.

LEGACY, EXPERIENCE IS EVERYTHING
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FOR THE PAST 20 YEARS WE HAVE BEEN 
EVOLVING THE EXPERIENTIAL INDUSTRY.
Our breakthrough award-winning programs have brought some of the biggest brands’ stories to life.

30+
MILLION
One to One Engagements

150
MARKETS
In 48 States & 22 Countries

4,000
PROGRAMS
Created for 100+ Clients
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WE BRING GREAT BRAND’S STORIES TO LIFE.
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CONSUMER EXPERIENCES.
We craft live and virtual experiences that 

create connections

EXPERIENCE STRATEGY.
We help you build an experience-centric brands 

through experience essence integration.

CORPORATE EXPERIENCES.
We make your message felt by employees 

and customers

EXPERIENCE AMPLIFICATION.
We leverage the power of experience to create content 

and deeper community connections
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EXPERIENCE 
STRATEGY.

We help you build an 
experience-centric 
brands through 
experience essence 
integration

CONSUMER 
EXPERIENCES.

We craft live 
and virtual 
experiences that 
create connections

CORPORATE 
EXPERIENCES.

We make your 
message felt by 
employees and 
customers

EXPERIENCE 
AMPLIFICATION.

We leverage the 
power of experience 
to create content and  
deeper community 
connections
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EXPERIENCE 
STRATEGY.

We can help you move 
from storytelling to story 
doing
Customized Research

Consumer and Trend Analysis

Key Audience Identification

Message Mapping

Campaign Creation

Brand Development
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CONSUMER 
EXPERIENCES.

We can help you craft 
shareable brand stories
Virtual, Live and Hybrid Event 
Design and Production

Brand Ambassadorship

Sensory Product Sampling

Capturing Authentic Content

Mobile Tours
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CORPORATE 
EXPERIENCES.

We can  help you share 
your message with the 
people who matter to 
make an impact
Key Stakeholder Engagement

Content Driven Conferences and 
Trade Shows

Boosting employee morale

Maximizing Impact Incentive 
Programs

Internal Branding Initiatives
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EXPERIENCE 
AMPLIFICATION.

We can  bring your  brand 
story to life at a greater 
scale

Content Distribution

Influencer Engagement

Partnership/Sponsorship 
Development

Cause Programming

Media and PR Alignment

Digital Brand Extensions
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OUR WORK MAKES US STAND OUT.
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OLYMPIC
ACTIVATION

PROBLEM
An unfortunate economic downturn and slide in new construction left USG - a global building 
supplies manufacturer - battling low employee morale and industry-wide unrest. The company 
was desperate for a rallying cry to re-energize its employees and customers. 

SOLUTION
In order to hit reset, a cultural shift was needed to make the brand more engaging and 
inspiring. So we created a multi-faceted rebranding campaign centered around the Olympics 
and Paralympics.

With the Olympic sponsorship, we were able to demonstrate new brand pillars through tangible 
growth experiences and hands-on activities that reinvigorated internal stakeholders and 
customers alike. The core engagement was a weekend at the Olympic Training Center in 
Colorado Springs where the USG team participated in Olympic-caliber team-building 
exercises, content-rich business sessions, and guest celebrity keynotes.
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94%
OF ATTENDEES 

ENGAGED WITH NEW 
BRAND POST-EVENT

35%
INCREASE 

IN SITE
TRAFFIC

22%
INCREASE 
IN SOCIAL 

FOLLOWING

$5.5M
INCREASE IN SALES 

FROM TOP CUSTOMER 
ATTENDEES

BRINGING USG TOGETHER FOR A 
GOLD MEDAL REBRAND.
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CUSTOMER 
CONNECTIONS

PROBLEM
Many business incentive programs go unnoticed or rarely have an impact on sales. Knauf 
wanted to change that by rewarding their most valued customers with extraordinary 
experiences. In addition to conveying Knauf’s commitment to their partnership, the experiences 
needed to be upscale and personalized while appealing to a diverse group of individuals and 
their spouses.

SOLUTION
We built a “choose your own adventure” series of exclusive getaways that gave Knauf 
customers unparalleled access to top tier sporting around the country.

More than just luxury travel and accommodations, we meticulously designed each getaway to 
subtly but effectively communicate the Knauf brand ethos. The output teed up the perfect 
opportunities for Knauf executives to deepen their customer relationships in the nation’s most 
surreal settings.
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95%
OF CUSTOMER ATTENDEES 

WOULD RECOMMEND KNAUF

72%
SHARE INCREASE 

AMONG CUSTOMERS

22%
INCREASE IN 
YOY SALES

CREATING AN ADVENTURE TRAVEL 
PROGRAM TO IGNITE SALES.
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GO 360º CLEAN 
TOUR

PROBLEM
Trying to get college students to keep up personal hygiene is tough enough, but getting them to 
adopt a whole new face-washing system requires an incredibly unique engagement.  

SOLUTION
To introduce L’Oréal Go 360º Clean as a whole new way to wash your face, we created
a whole new mobile marketing platform—The L’Oréal Go 360º Clean Airstream: part mobile 
salon, part brand activity space.

The product-filled airstream complete with washing stations and brand ambassadors boldly 
stood out on campuses, drawing in crowds of students. We even created two washing station-
equipped electric GEM cars that drove around campus and dramatically increased engagement. 
Additional program elements even treated students to yoga sessions, study breaks and 
personalized wake-up calls from spokesperson, Freida Pinto.
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4M
SOCIAL MEDIA 
IMPRESSIONS

4.25/5
PRODUCT 

SATISFACTION

82%
POST ENGAGEMENT 
PURCHASE INTENT

61K
1-TO-1 

ENGAGEMENTS AT 
15 TOUR STOPS

GIVING MOBILE MARKETING 
A FRESH FACE.
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THE CLASH 
LAUNCH TOUR

PROBLEM
Wilson created a tennis racket called The Clash that revolutionized the game of tennis and set a 
new bar for the sport. If your product changes the game, the launch should to.

SOLUTION
Traditionally, a new racket is launched with club pro demos and retail display activations. For 
The Clash, anything traditional wouldn’t be acceptable.

So instead, we unveiled the racket with a mobile tour that crossed the country in search of the 
fresh tennis influencers—younger, social media savvy and high-energy players who, like The 
Clash, would revolutionize the game. We met them on their home courts and supplemented the 
engagements with a social campaign that featured game-changers in art, fashion and 
photography. The combined tour and social campaign catapulted the racket to its place as the 
most successful launch in brand history.
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#1
PRODUCT RELEASE 
IN WILSON HISTORY

37
EVENTS IN 

18 MARKETS

900k+
IG IMPRESSIONS

2500
LIVE INFLUENCER 

ENGAGEMENTS

REINVENTING AN ENTIRE 
SPORT’S LAUNCH STRATEGY.
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EXTRA TICKET LIVE

PROBLEM
When you’ve been the #1 import beer and category leader for decades, you run the risk of losing 
relevance amongst younger consumers. It was imperative for Corona to refresh their approach 
to create authentic connections with 21-28 year-olds. 

SOLUTION
We reinvented the traditional bar program by swapping games and giveaways for socially and 
culturally relevant experiences that now have millennials genuinely excited to “find their 
beach.”

By tapping into up-and-coming musicians from around the country we created Extra Ticket 
Live: a tour of intimate, live performances exclusively for Corona consumers. By creating a 
user-friendly CRM opt-in platform, Extra Ticket became a hub that seamlessly pulled all of 
Corona’s sports and entertainment programming into one space for consumers to explore. 
Instead of latching onto millennial experiences, Corona now creates them.
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67%
INCREASE IN 
TOP-OF-MIND 
AWARENESS

CREATING NEW BEACHES FOR 
MILLENNIALS

26%
CASE DEPLETION 

LIFT

422
PARTICIPATING 

ACCOUNTS

2.6M
IMPRESSIONS
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LOVE THY 
NEIGHBORHOOD 

BLOCK PARTY

PROBLEM
Over the last 20 years, Jameson has become the bartenders’ brand through iconic grassroots 
relationship marketing. But Jameson looked to build upon that success and share it with a 
greater community of consumers. When you already “own” the bars, the next logical step is to 
“own” the neighborhoods those bars are in.

SOLUTION
We created Love Thy Neighborhood: a program that celebrates America’s great 
neighborhoods and the tastemakers that make them unique.

With a series of block parties, we brought to life local entertainment, immersive builds, unique 
drinks, food, and more to capture the characteristics of each city’s best neighborhoods. We also 
brought Jameson’s Irish neighborhood to each event, which featured elements of the famous 
Bow Street Bar. Then to tangibly give back to the neighborhoods, we built a thoughtful 
partnership with Keep America Beautiful for a positive environmental impact. Jameson is now 
your neighborhood’s favorite whiskey.
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CARRYING JAMESON OUT OF 
THE BAR AND INTO THE 
NEIGHBORHOOD

67%
BARTENDER + 

52%
CONSUMER 

OPT-INS

15%
INCREASE IN 
CASE SALES 
POST-EVENT

400
ACCOUNTS 
ATTENDED

26M
IMPRESSIONS
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COMPLEXCON 
ACTIVATION

PROBLEM
Less of a problem and more of a golden opportunity to strengthen relevance with their younger 
audience, we found an authentic way to place Modelo’s Fighting Spirit within the cultural 
happenings of ComplexCon.

SOLUTION
To celebrate the inaugural ComplexCon Chicago event, we brought Modelo, RSVP Gallery (a 
globally known streetwear shop) and Blind Barber (national barbershop/bar) together for the 
#RSVPbarbershop.

The kickoff event joined local designers, artists, and musicians who all embodied the Fighting 
Spirit to create a collaborative experience. In front of the space, we hooked passerbys by 
passing out branded totes from the back of three Lamborghinis. Each kit included branded gold 
combs, Modelo Cocktail books, lighters, sneaker cleaner and t-shirts. When guests walked in, 
they were offered free haircuts from the Blind Barbers and custom nail art from the famous 
AstroWifey. In back, a hidden bar served exclusive Modelo cocktails surrounded by Chicago’s 
best DJs. The event attracted some of the top influencers in the country which created a social 
boom and solidified Modelo’s place in streetwear culture.
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750+
MODELO 

DRINKS SERVED

BRINGING THE FIGHTING SPIRIT 
TO THE FOREFRONT OF 
CULTURE

375M+
IMPRESSIONS

290
ATTENDEES

15+
SOCIAL 

INFLUENCERS 
PRESENT 
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PROBLEM
Absolut's super-premium brand, Absolut Elyx, flew well under the radar of most consumers. The 
brand needed to build awareness and create relevancy amongst its target audience. An increase in 
visibility was imperative.

SOLUTION
Building on Absolut's long legacy of charity and social consciousness, we strategically partnered 
Absolut Elyx with the global charity, Water for People. Since water is an important, almost sacred 
part of the Absolut Elyx distillation process, the partnership was a natural fit that generated both 
a significant increase in incremental Absolut Elyx trial and sales. It also helped spark consumer 
conversations about water scarcity around the globe.

The centerpiece of the program was a fully-restored and converted turn-of-the-century water 
truck. This truck became part mobile billboard, part pop-up retail space as it toured New York, Los 
Angeles, and Miami during the holiday shopping season. With every purchase of an Absolut Elyx 
bottle or iconic copper pineapple gift set, the brand donated several weeks' worth of drinking 
water to those in need. The program was further supported through a menu placement program at 
high-end bars that matched donations when consumers shared their Elyx cocktails on social.

ELYX WATER 
TRUCK
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AIDING THE GLOBAL WATER 
CRISIS WITH ABSOLUT.

35K
ONE-TO-ONE

ENGAGEMENTS

23K
WEEKS OF WATER 

DONATED

26%
RISE IN SOCIAL 

POSTINGS
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PROBLEM
With Manchester City’s participation in a newly-announced International Champions Cup 
tournament, the team needed to grow its U.S. fan base, which significantly lagged behind mega-
club Manchester United. 

SOLUTION
Legacy developed and executed a three-tier activation strategy to build fan affinity in the U.S. 
First, we created a community activation in each tournament city focussed on the youth. These 
experiences included skills and drills interactions with Man City players as well as immersive 
entertainment such as a V.R. experience that transported fans to Etihad Stadium.

We then created Man City Fan Zones at all three matches, providing an environment for an 
interactive soccer kick, animated photo sharing, and database development for their 
international supporters club. A few lucky attendees were even awarded the opportunity to be 
directly on the pitch with their heroes during halftime.

Lastly, we created pre-game events at local bars in partnership with Carlsberg, the official U.S. 
Beer Partner of the Club. Supporter Clubs from Long Beach, CA to Melbourne, Australia were 
represented. The program included live trivia, legend appearances, highlight reels, and drink 
specials leading up to the match.

US TOUR
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BRINGING MANCHESTER CITY 
TO MAIN STREET.

2.5M
SOCIAL IMPRESSIONS

3+
AVERAGE HOURS OF 

DWELL TIME

150K
LIVE IMPRESSIONS
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We’re Ready To Lead Your Brand

Our teams work with each other, and work with you, to come up with memorable 
experiences that surprise your customers. 

We adjust based on data. We provide results based on what actually works.



THANK YOU
Email LetsTalk@legacymarketing.com

to set up time to talk today!


