Signature Events

CURATED BY
AIMSLEY MGMT GROUP

Where Legacy Meets Experience

We are a Talent Management and Experiential Brand Agency dedicated to building sustainable
careers and lasting legacies. We don't just recognize talent; we champion the passion our clients
have to impact their generation and leave a permanent footprint on the world.

Experiential Innovation

As a 360-degree experiential agency, we curate hybrid campaigns that blend relevant content with
strategic brand partnerships. We specialize in high-impact activations—managing multi-city
programs, complex logistics, and entertainment procurement. Beyond service, we are creators. We
build proprietary entertainment properties that partner with both for-profit and non-profit
organizations to amplify ROl and fundraising through ambitious, social-cause-driven activity.

Led by Aimee Berger: Brand Consulting Director & Strategist

Known as a “ferociously energetic” relationship builder, Aimee Berger
brings 20+ years of expertise to the intersection of strategy and
creativity. Starting her career as an entertainment lawyer, she honed the
strategic precision and creative problem-solving required to manage
project budgets from $250K to S5M+. Today, she transforms brands
through immersive marketing that resonates emotionally and delivers
measurable results.

The Camplified Blueprint: A Marketing Vehicle for the Next Generation

Our agency's expertise is best exemplified by Camplified, our proprietary entertainment property that
revolutionized how artists reach the Gen Z and Alpha demographics. We turned summer camps into a
powerful marketing engine. Through Camplified, we provide artists and brands a "first-look" at the
teen and college-age audience, combining live performance with intentional brand storytelling.



PROJECT OVERVIEW

A purpose-driven community activation that raised over $20,000 and established a new blueprint for
charity events. By leveraging the explosive growth of pickleball, the tournament met a post-remote-work
demand for active social connection with purpose. The event's success was amplified by robust local
business engagement—from restaurants to paddle brands—creating a powerful model of community
partnership. A compelling, personal story transcended geography, as founder Rob Scheer’s testimony on
his journey from foster care to fatherhood transformed the event into a profound shared experience,
culminating in an on-site packing party for Bergen County CASA. Every detail was curated for attendee
comfort, signaling a modern shift towards seamless, enjoyable philanthropy.

KEY RESULTS

vr $20,000+ Raised

v¢ 100+ Participants

v 30+ Sponsors

vr 450 Comfort Cases Packed:
Ensured 450 children in the
foster care system no longer
have to carry their
belongings in a trash bag.

CITYLIFESTYLE MEDIA PARTNER
Direct Mail Distribution

7000 households

21,000 impressions

DIGITAL & SOCIAL MEDIA
IMPRESSIONS

Featured Article

3000 impressions

+ Social Shares by high-profile tournament participants
25,000 impressions
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https://drive.google.com/file/d/13dm60KVbL4uwjQZfC0OrdUEs9DnD1uO9/view?usp=sharing
https://drive.google.com/file/d/1_ZYscXDRSDghLaRiP9aSbxvTBnaREclc/view?usp=sharing
https://drive.google.com/file/d/1EQGp-KYV4tG9AxDZBPnNz-QzOsDOfGb5/view?usp=sharing
https://aimsleymgmt.com/wp-content/uploads/2026/01/CC-Pickleball-article.pdf
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PROJECT OVERVIEW

A festive mahjong fundraiser that brought nearly 100 Bergen County neighbors together — and sent 60 fully
packed Comfort Cases backpacks directly to children in foster care. Cinco de Mahjong was designed from
the ground up as a high-impact, low-overhead community experience — the kind of event where every
dollar raised goes exactly where it's supposed to go. Held at the Upper Saddle River Fire Department, the
evening blended festive energy with real purpose: margaritas, mahjong, tacos and a room full of people
who showed up to play and stayed to make a difference. By partnering with local underwriters and in-kind
sponsors to cover all overhead costs, 100% of ticket sales flowed directly to Comfort Cases — a national
nonprofit replacing trash bags with dignity for children entering foster care.

THE RESULT
KEY RESULTS 60 backpacks packed, filled and delivered to
v ~100 attendees from the Bergen CASA of Passaic and Union Counties — each

County community
77 100% of proceeds directed to
Comfort Cases — overhead fully
covered by community sponsors
v¢ Zero-cost venue secured through
local civic partnership with the PRESS
Upper Saddle River Fire Featured Article - TBA

one carrying new pajamas, a blanket, books,
hygiene essentials, a stuffed animal and a
personal note of encouragement.

Department

v¢ Multi-stakeholder production —
co-chaired, coached and
supported entirely through Bergen .

County's existing network of BE e e | e, PBJMLE.;Y.B.%.!:‘}&&IIE

women leaders and entrepreneurs .% e
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https://drive.google.com/file/d/13dm60KVbL4uwjQZfC0OrdUEs9DnD1uO9/view?usp=sharing
https://drive.google.com/file/d/1_ZYscXDRSDghLaRiP9aSbxvTBnaREclc/view?usp=sharing
https://drive.google.com/file/d/1EQGp-KYV4tG9AxDZBPnNz-QzOsDOfGb5/view?usp=sharing
https://drive.google.com/file/d/1eRSWACB646pfUW8fDzQQPQtE_a7SUbfS/view?usp=sharing
https://drive.google.com/file/d/1JYrarRPHsS1LEdlGqsSra29fFU2kYekj/view?usp=sharing
https://drive.google.com/file/d/1m_5JUpLxl6-38APn5M1fq0Go83DeKZIB/view?usp=sharing
https://docs.google.com/document/d/1hO9gd1LK7giO4MmVEi58QAARqqbDvff5I2IX_eVY-NM/edit?usp=sharing
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Company Case'Study .. |

CAMPLIFIED NATIONAL SUMMER TOUR
2000 - 2016

PROJECT OVERVIEW

A long-running traveling music festival and experiential marketing platform that reached the coveted
tween/teen demographic in a unique, captive setting: summer camps. The tour provided a critical
launchpad for emerging artists (including alumni like Jax and Rachel Platten) by delivering guaranteed,
enthusiastic audiences. For sponsors like Scholastic, Cartoon Network, Gibson, Juicy Juice, and Musical.ly
(now known as TikTok), it served as a direct channel for product interaction and brand love through pre-
concert activities and "backstage access" experiences. Billboard once dubbed it "Lollapalooza for the Justin
Bieber-loving crowd," highlighting its success in bringing a major festival atmosphere to isolated camp
environments for over a decade.

Camplified served as an important touring opportunity
for up-and-coming bands, singers, and DJs who

were often on Radio Disney or were gaining initial KEY RESU LTS

traction. It provided them with guaranteed, 2 High Impact T

enthusiastic crowds to build their fanbase. 27 30 - 50 Premier Camp S'[OpS

v Powerful Platform for
Emerging Artists

vr 560 degree activation woven
into the camp lifestyle

The tour gave brands unparalleled direct access to
tastemaker teens and tweens who are often hard to
reach through traditional media during the summer.

NOTABLE ALUMNI

vv Rachel Platten
v Jax

v¢ Cody Simpson
vv Patrick Droney
vr Jesse Fink

ve Katelyn Tarver



https://www.youtube.com/watch?v=Jl_HUZzOerA
https://musical.ly/
https://www.instagram.com/rachelplatten/?hl=en
https://www.instagram.com/jax/?hl=en
https://www.instagram.com/codysimpson/?hl=en
https://www.instagram.com/patrickdroney/?hl=en
https://www.instagram.com/jfinkelz/?hl=en

AT A
Ll L]

., ™

e iy
e




Company Case Study

ESAC & CAMP TOUR

PROJECT OVERVIEW

A 2022 evolution of the summer tour model, bringing live music and brand experiences directly to both
traditional summer camps and neighborhood cul-de-sacs. Headlined by artists like Brett Koolik, this hybrid
tour strategy maximized reach by engaging target youth in both structured camp settings and localized
community block parties. The tour fostered a sense of community and served as a highly targeted
promotional vehicle for new music, demonstrating adaptability in post-pandemic audience engagement.

Experiential Focus: Like its predecessor, the tour focused on providing an engaging, high-energy live
music experience complete with meet-and-greets and promotion of the artists' new music (e.qg., Koolik's

debut EP).

The tour aimed to foster a sense of community and KEY RESULTS

provide live entertainment in these localized vv Strategic Dual Venue
environments, effectively serving as a highly targeted Approach

promotional vehicle for up-and-coming talent. g Creating Main Stage Energy

v Immersive Community
Building

vz Hyper Local
Fan Engagement

NOTABLE ALUMNI

vr Brett Koolik
vr Ben Kreiger



https://www.youtube.com/watch?v=fBrZ2VWqI3s
https://www.instagram.com/brettkoolik/
https://www.instagram.com/heybenkrieger/
https://www.instagram.com/heybenkrieger/




PROJECT OVERVIEW

Orchestrated the experiential narrative for Samsung's flagship CES exhibition, built around the human-
centric concept of a seamless technological future. The "Samsung City" booth was divided into immersive
districts showcasing the convergence of Al, 5G, and loT. Key activations included the debut of the Ballie
life-companion robot, the GEMS exoskeleton for augmented fitness, and the Al Kitchen with robotic chefs.
A dedicated C-Lab Innovation Showcase allowed visitors to interact with futuristic prototypes like
SelfieType and SunnySide, positioning Samsung not just as a product maker, but as the architect of a
personalized, experiential future. This was a highly engaging area where products were still in the prototype
phase.

C-Lab Inside Projects:
o SelfieType: A virtual keyboard that used the front-facing camera to analyze finger movements.
 SunnySide: A window-shaped lighting device that produced artificial sunlight indoors, changing
spectrum throughout the day.
 Hyler: A smart highlighter pen that digitized text from paper.

KEY CONCEPTS

w Al-Driven Connectivity

w Immersive Future Living
v¢ Human-Centric Innovation



https://www.youtube.com/watch?v=mNynyxG9FBk

Company Case Study

RY PRICELESS SEREES

PROJECT OVERVIEW

Executed a national, local-market experiential campaign providing Mastercard holders with exclusive,
"money-can‘t-buy" culinary access. Partnering with Audacy’s radio network allowed for targeted promotion
in key cities, driving card loyalty and usage. The series offered unique experiences like "Priceless Tables" in
extraordinary locations and private chef-curated dinners, transforming a financial product benefit into a
sought-after lifestyle perk through the power of curated access and local media amplification.

The series was built upon Mastercard's "Priceless" brand identity, which focuses on providing cardholders
with exclusive access and curated experiences related to their passions, with Culinary being one of the
core pillars (alongside Arts & Culture, Sports, and Music).

KEY FEATURES

w Exclusive Lifestyle Access
v Strategic Media Partnership
v Loyalty Driven Engagement



https://www.youtube.com/watch?v=glzeDcbkMDA
https://www.youtube.com/watch?v=pAu1DzDUYNA
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Company Case Study

TALK WIRELESS X WALMART TOUR

S GHT
P RED BY AUDACY

PROJECT OVERVIEW

Designed and executed a high-impact "retail-tainment” tour to drive foot traffic to Walmart and position
Straight Talk as a value leader. The campaign’s core was a custom country music concert tour, featuring
major acts like Kane Brown, that physically transformed Walmart parking lots into venues. This drew
thousands of consumers, creating a captive audience for integrated Straight Talk engagement zones.
Audacy’s country radio stations provided the promotional engine, using contests and host endorsements to
tie concert excitement directly to in-store product consideration and sales.

CORE STRATEGY

w Retail-tainment Strategy
v Integrated Engagement Zones
v Media Driven Conversion



https://drive.google.com/file/d/17-L0rlFR8z2pelK6gCfMVq7q1Psetl38/view?usp=sharing

Company Case

"WE CAN

S SURVIVE"
ING YOUNG SUR

C
VIVAL C

PROJECT OVERVIEW

Produced the annual Hollywood Bowl concert, transforming a major musical fundraiser into an immersive,
mission-driven community experience for breast cancer awareness. Beyond the performance, activations
like the "Survivor Sanctuary” hospitality area fostered connection and support. The Young Survival
Coalition’s (YSC) mission was integrated through informational booths, advocacy campaigns, and powerful
symbolic moments like pink lighting displays. Artist engagement and high-touch VIP experiences for donors
channeled the event's energy directly into support for the YSC's critical programs, making it a resonant and
participatory cause-marketing flagship.

Partnered with American Express to provide bespoke

VIP experiences offered exclusively to Platinum CORE STRATEGY

cardholders and high-net-worth clients within the elite v Mission Driven

"By Invitation Only” program. Cause Marketing
w Ultra Exclusive

These activations transformed the concert from a VIP Programming

passive entertainment event into an active, w High Touch

participatory, and emotionally resonant community Donor Engagement
experience. They served to educate the audience and
directly channel the event's energy and funds into
supporting the YSC's critical programs.



https://www.youtube.com/watch?v=sfu1-2de3p8
https://www.youtube.com/watch?v=P-GzqU4v5JY
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Case Study

SUPER BOWL

WL
PROJECT OVERVIEW

Produced the definitive, invitation-only concert event of Super Bowl weekend, serving as a premium client
entertainment platform for top-tier sponsors. The activation centered on securing A-list talent (e.g.,
Metallica) for an exclusive performance. High-touch sponsor zones, VIP lounges with athlete and artist
meet-and-greets, and elegant brand installations were designed to deliver unmatched access. Media
integration through a controlled red carpet and content creation across Audacy's network ensured massive
reach, validating sponsor investment and solidifying the event's status as the pivotal social moment of
Super Bowl weekend.

The Core Experience: A-List Concert: The entire KEY FEATURES
experience centered on securing a major, world- ¢ Premium Brand Integration
renowned musical act (ie: Metallica in 2016) to ¢ A-List Talent & Access

perform an intimate, exclusive show. ¢ Media Amplification and Reach

Exclusivity: The event is primarily invitation-only but
did offer premium tickets, ensuring the crowd NOTABLE ACTS

consists of high-net-worth individuals, celebrities,
and corporate decision-makers.

v¢ Dave Matthews Band
vv Jason Aldean
v¢ Metallica



https://www.instagram.com/rachelplatten/?hl=en
https://www.instagram.com/rachelplatten/?hl=en
https://www.instagram.com/rachelplatten/?hl=en
https://www.youtube.com/watch?v=tCjX9-eyqcA

Compa ny Case Study

YU ' TCG IGNITION & RECRUITMENT TOUR
20

PROJECT OVERVIEW

Orchestrated a nationwide workshop tour that served as a holistic engine for long-term franchise growth.
For over 12 years, the program educated thousands of children annually across 60+ summer camps,
leveraging the tech-free camp environment to foster deep brand engagement. By providing each
participant with a "Duelist Welcome Kit' and retail incentives, the tour created a seamless bridge to local
hobby shops. This initiative acted as both a community-building platform for social and strategic skills and
a high-conversion experiential sales channel for the brick-and-mortar network.

In essence, the program was a holistic engine for growth: it cultivated new, skilled players while
simultaneously activating them as customers, ensuring the health of both the community and the physical
sales ecosystem.

KEY FEATURES

v Holistic Franchise
Growth Engine

v Strategic Skill Building

vr Direct Retail Bridge




Want to produce an
experiential marketing
campaign together?

Get in touch with our team today!

AIMSLEYMGMT.COM


mailto:aimee@aimsleymgmt.com
mailto:aimee@aimsleymgmt.com

	The Core Experience: A-List Concert: The entire experience centered on securing a major, world-renowned musical act (ie: Metallica in 2016) to perform an intimate, exclusive show.
	Exclusivity: The event is primarily invitation-only but did offer premium tickets, ensuring the crowd consists of high-net-worth individuals, celebrities, and corporate decision-makers.

