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Brand integrated content (whether in concept or development):
webisodes, mobisodes, web series, micro-series, interstitials

Brand integrated content = where the brand is
integrated into the story line

= review and identify brand sponsors
for your entertainment property,

= produce a written brand integration
and product placement strategy,

= produce an on-line monetization strategy
for your entertainment property,

= gssist in pitch development and
execution of brand integration strategy,
= develop a comprehensive on-line
syndication strategy with

a guaranteed audience ,

= produce a proprietary IPTV Channel
for brand integrated content

T0 ASSEMBLE
“CO-WORKER OF THE YEAR"

THE BUSINESS MODEL: @iefive days
onYouTube&asyto Assembldas been
picked up by CBS in a deal that will have
new episodes of the show running
exclusively oifV.confor a week after each
release, starting Monday the 29th. The

w created by and starring
llleanaDouglas rasked up over 300,000
views since itdebut Monday This will
mark¢ + & Ofsyf@ay into original
scripted content.

Content Creators and Protiucers — fund content production
throug d integration partners-

e Legacy Proauctons, siwww.tnelegacyproauctions.com 6 ex 29—3366
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http://www.easytoassemble.tv/
http://www.easytoassemble.tv/
http://www.easytoassemble.tv/
http://www.tv.com/
http://news.tubefilter.tv/2008/09/22/ikeas-easy-to-assemble-kicks-off-today/
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A new model has emerged that also guarantees engagements,
but instead positions the video in-page as content rather than
in-banner as an advertisement. These units are positioned
under the CPV structure, but the video players are larger and
they are promoted editorially often with accompanying
articles. This type of placement feels more organic to the user
and helps better capture the value of the investment

in video content production.

What Makes the TLP Strategies Different?

Editorial Placeme e Vldeosw
publishers to pagsition the vide@s compellingonte
tting the expectations of the consumer

in the right place.

Accountablé Metrics with guaranteeduserengagement
setting financialncentives aroundiuthentic
engagementather than impressionOur model is
basedupon the number olser-initiated (or Click2Play)
views they deliver as defined kiye
Interactive Advertising Bureau.

Seaml
integratio

s Brand Integration = we develop brand
strategies inttong-form video which
adds to the value of the content

(or atleastdoes notdetract from it).

ihe Legacy FProauctions, sldWwww.thelegacyproauctions.com:6da29-s066 6
U\
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http://www.iab.net/media/file/Broadband_Ad_Creative_Guidelines.pdf
http://www.iab.net/media/file/Broadband_Ad_Creative_Guidelines.pdf
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Contact us at 603-729-3066 to discuss your brand
integration entertainment property.

What Will TLP Do?

We will liste
synopsis of your e

your elevator pitch and review a digital
rtainment project.

If we feel TLP can add value to your efforts, we will
present to you a written plan, an NDA and a Term Sheet
with several options for engaging TLP and its Strategic
Affiliates to assist you with h list of defined goals and

deliverables.

We will prepare/a phased engagement
agreement with you to accomplish e goals you
have set for your brand integrate
entertainmyent property.

You Il n Ch a

e Legacy. Proauctions, sliwww.tnelegacyproauctions.com:60a29-5066 ¢
egacyproauctionsinio@gmail.cohxs Old Dover Road, VEA Studio; Rochester, -INH




