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The popularity of money back refunds (or rebateskniversal — who doesn't like to get money back?
However, the way in which rebates have typicallgrbexecuted, esp. mail-in rebates, has tainted this
powerful promotional tool with both Marketers ar@hsumers.

The good news is money back refunds just got btitearks to the weather. In this report, you widlre

about new ways to promote sales with weather irsvilagt are beneficial to both consumers and the
companies. You will understand how Weather Refurmgir®tions work, read real success stories, and see
some examples of creative ways your business cpleient them. We'll also provide some suggestions
for protecting your advertising, PR and sale evéwots the financial impact of bad weather.

Let's start though with a little background on tellenges with traditional money back refund (or
rebate) promotions.

THE PROBLEM WITH REBATES

Rebates are big business. Althotiigis difficult to track the popularity and scalérebates, volume is
believed to be in the billions. In 2008 e volume of rebates was about $4 billion”, upnfr“$1 billion

in 1999” according to Slate Magazine. Rebates spe@ally popular with high-tech goods. “Almost ene
third of all computer gear is now sold with somarimf rebate, along with more than 20% of digital
cameras, camcorders, and LCD TVs,” according tarsssWeek

However, as rebate popularity has increased, somfiementation complexity and controversy. To
maximize results and minimize costs through breakawil-in rebates became the norm, requiring
complex terms and conditions and burdensome redem{ior both consumers and companies). More
complex terms and conditions lead to less consumeerstanding and perceived transparency, and
ultimately, over the years, increasing consumesatisfaction.

In 2003, Slate reported that “one-third of Best Buperchandise came with rebates, but by 2007, Best
Buy had ended their rebate programih 2006, OfficeMax announced that it was elimingits mail-in
rebate system due to overwhelming customer di$aetiisn. Rebates were the biggest customer
compliant at the time, according to OfficeMax'sefhmerchandising officer. The office supply chain
instead began offering in-store discounts. Othemganies followed suit including Dell and Panasonic.

Other companies are rethinking their rebate stiagdgecause of lawsuits. In 2007, a lawsuit waslfil
against AT&T charging that the company engageelsefand misleading advertising on cell phone
rebates. Instead of getting money back on thechage, cell phone buyers received a “VISA Reward
card” with a tight expiration date and numerousrietions. A class action lawsuit was also filed against
CompUSA and its rebate processor, TCA Fulfillmeat&es, by consumers who said they were
wrongfully denied rebates for products purchasechfCompUSA.

The lawsuits have put rebates in a legal spotlighs. more legislators and regulators begin to focus
on rebates, they will undoubtedly ask how the ‘gob of rebates should be solved,” writes
Matthew A. Edwards of the Zicklin School of Busiaed Baruch College in a working paper titled The
Law, Marketing and Behavioral Economics of ConsuRebatedor the Stanford Journal of Law,
Business and Finanée.

! http://www.businessweek.com/magazine/content/05H3852074.htm
2 http://www.slate.com/id/2084210/
3 http://law.bepress.com/cgi/viewcontent.cgi?artigié50&context=expresso




Unfortunately, rebates have gotten a bad rap vattsemers. The problem is not rebates, They are
incredibly effective at driving incremental salBgbates help retailers and manufacturers diffextmnti

their products by getting consumers to focus orptiee of the produdfter the rebate. They can also
incentivize consumers that are sitting on the feamm:encourage consumers to purchase high-end goods
they may want but not necessarily need. Againiyewve loves a deal and money back.

The problem is the rebate redemption process disalts in the breakage necessary to prevent
unnecessary revenue cannibalization (from those imsensitive consumers who would have purchased
anyway). Unfortunately, 20-30% redemption ratés{68% on incremental sales) leaves 70-80% of
buyers potentially dissatisfied. Those who doredeem (often due to complex terms and conditibat t
aren't transparent and burdensome redemption) der’'tvalue add and may resent being influenced by a
price they never received.

So, how can you provide cost-effective rebatesphatide more value to consumers with simple,
transparent terms and conditions and no redemptictien? By promoting the weather..

THE WEATHER REFUND PROMOTION ALTERNATIVE

“In a world that is increasingly global, increadingonnected, and increasingly digital, one thingsses
cultural and geographic divides,” writes Sean Rathis blogThe Park Paradigm. “The weather is
universal.” It's also viral, easy to understand anomes in endless variety. It also turns out tihase
factors make weather the ideal promotional tool.

Guarantee Good Weather

Imagine all the ways in which you can guarantee@gxperience that depends on weather. All the
ways you could offer money back guarantees wits@®a merchandise, services and events. Consider
sunshine guaranteed vacations or car washes, smargeed alpine skis, guaranteed dry concerts or
warm sporting events. Good Weather Guaranteesderoefunds when bad weather reduces the use and
enjoyment of products or services. By offering pemsation for a bad experience due to poor weather,
Good Weather Guarantees can significantly enhameguener confidence, customer loyalty, seasonal
and advance sales.

Example: Super Bowl Tickets
“Does that $5,000 ticket come with a Good Weathexré&ntee?”

On February %, 2007, rain fell on Super Bowl Sunday for thetftisie in history. Miami’s Dolphins
Stadium was soaked with 0.37 inches of rain betvikeskoff and the final whistle. The bulk of the mai
0.25 inches, fell during the game’s final hour.

The field, with a new drainage system, and thegakgywith rainy hometown climates, were prepared fo
rain. Many of the game’s ticketholders, on the otrend, were not. A large number of fans didn'treve
show up; opting instead for dry homes with telednsi. Other ticketholders left at halftime. The
remaining fans sat miserably in expensive, wetss&tper Bowl XLI tickets cost between $600 and
$10,000.

Most fans will endure the elements to get their aydsmworth out of an event like the Super Bowl, but
what about a local concert or minor league spovent? Spending hundreds, even thousands ofsglolla
on tickets doesn’t guarantee a dry seat — or d@es iGood Weather Guarantee can be designed for a



variety of ticketed events, large and small. Theyknespecially well for high-priced events where ba
weather doesn’t always cancel the show. Imagiaenipact Good Weather Guarantees have on advance
ticket sales.

Many of the fans who missed Super Bowl XLI becanfstne rain would have been delighted to have
received a full refund within days of the gan@ood Weather Guarantees produce strong testimpnials
often in large number, worthy of press attention.

Create Memorable Promotions

Breakthrough marketing promotions can be createdrat any kind of weather — for instance, jewelers
can offer free engagement rings to January buyérsains on Valentine’s Day, or outdoor furniture
manufacturers can offer $500 off patio sets tongphiuyers if it reaches over 100 degrees on July 4
Weather Promotions typically increase sales maan #0%, while attracting press attention and angati
buzz when customers receive refunds. Promotiangfinitely customizable and can be used to
differentiate and improve your company’s brandteoer loyalty and new customer appeal.

Example: Crowley’'s Jewelers & Goldsmiths
“How do you get a Christmas engagement ring fae

Jewelers Circular Keystone documented one of the flanous examples of a Weather Refund
Promotion in the jewelry industry. In the articl€éhese Jewelers Love Bad Weather,” Keystone writes
about how Crowley’s created a custom weather priamahat would refund 4,000 customers making
purchases in Alberta, Canada if it snowed threeéamn New Year's Day. Customers qualified by
making purchases in the six weeks before Decenfier 2

The promotion caught the attention of locals, dmhtit went international. The BBC, German
newspapers, Italian radio hosts and even a Hong lKewspaper called the store for interviews. As
word of the promotion spread, sales at Crowley'stwp. Store sales went up 30% over prior yedrat T
winter was a mild one, but on New Year's Day arstbit and 4,000 customers were refunded $500,000
CDN. “On top of that”, writes Keystone, “the folling first quarter brought in revenues 40% oveompri
year, as nearly one third of the refunded customemnsediately respent their refund.”

Keystone also writes Crescent-Westwood Jewelerst itRain” promotion in Los Angeles sent sales
soaring 400% over prior year. “During the two-wegekmotion, the store offered refunds if it raired
George Washington'’s birthday (Feb 22). The stoekbd $250,000 in sales, roughly 10% of annual
revenues — not bad for a $5,000 weather coverguener and minimal marketing”, writes Keystone.
One of the most interesting things about this exangpthat even though the promotion didn’t pay, out
customers begged the store to run it again.

THE FOUR WAYS WEATHER WORKS BETTER

Retailers and manufacturers use rebates for a igastn: when implemented smoothly, without
complicated rebate request obligations and witaralemmunication, rebates differentiate products an
drive revenue. Rebates are popular with consunemause of the savings appeal. The problem starts
when rebate redemption requirements lead to consdisgatisfaction. While many retailers and
manufacturers have “solved” the issue by doing awily rebates, they are missing out on the benefits
they offer.



Weather Refund Promotions eliminate rebate redemgtioblems and consumer dissatisfaction, while
maintaining the key strength that made rebate®palgr in the first place — a price off refund thasts
companies much less than the advertised valuensuoeers. Weather Refund Promotions:

Provide more value to consumers.

Offer transparent refunds.

Simplify terms and conditions.

Eliminate redemption burden (for companies and @omess).

pPwpnpPE

Provide More Value to Consumers

Consumers know value when they see it, and the wave they see, the more likely they are to buy.
“People are incredibly sensitive to the percentafgée list price that a rebate represents... ités th
percentage of the discount, not necessarily thelatesvalue of a rebate that seems to be drivieg th
incremental sales,” said Tim Silk, an Assistamf&ssor of Marketing at the Sauder School of Bissine
at the University of British Columbid..

Weather Refund Promotions can be customized todhby provide full refunds (or percentage or dolla
amount variations of any size). For example: “bunea set of alpine skis and if it snows less than 6
inches this winter in Mt. Snow, Vermont, get a felfund.” Retailers and manufactures can also offer
partial refunds: “buy a new set of alpine skies #itdsnows less than 60 inches this winter in Bihow,
Vermont, get a 50% refund of your purchase prig&é variations are almost endless and can be
designed to fit any budget.

Weather Refund Promotions can also offer a flaladoéfund. This was what Bombardier, a Canadian
transportation equipment giant, did in the winte1 996 in a historic example of a Weather Refund
Promotion. Bombardier offered a $1,000 rebate ®8ki-Doo snowmobiles to Midwestern customers in
16 cities. If the customer’s local snowfall wassléisan half the average of the past three yearg, th

would be refunded. That winter, Ski-Doo sales insezl 38% compared to the previous year. Customers
also purchased snowmobiles months earlier thanalpbreaking traditional sales patterns.

In some industries, vouchers may be the best wayadde refunds and value add to consumers. For
example, in the Travel industry, where vouchersgaiigee common, a travel agency could offer
vacationers a voucher for a new vacation if thegwvjpus vacation gets rained out.

Offer Transparent Refunds

Consumers appreciate and increasingly demand teaspy. Weather-related refunds are easy to
understand — consumeaise getting paid for specific weather — it's thiample. The refund doesn’t happen
because consumers are taking the time to fill odtraail-in forms. They are being rewarded for chhogs
a product from a retailer or manufacturer that gnsaes or promotes weather.

Weather, although unpredictable, does have histodytrends that are readily available. Weatheuief
Promotions can include historical information oa tikelihood of receiving a weather refund to help
consumers in their purchase decision-making. Famgie, a weather promotion that pays for diamond
rings if it snows 5 inches on Valentine’s Day sasifikle fun. But consumers will automatically wonder
“how often does it snow on Valentine’s Day in miy@i’ Weather Refund Promotions can provide how
often that happens, so consumers understand tiaices based on history. Vacationers can alsdeee t

4 http://www.ftc.gov/bep/workshops/rebatedebate/tcaips.pdf




likelihood of it raining on their vacation enoughdualify them for a refund. This transparencyiilssa
greater sense of trust and positive brand assocsati

The transparency of Weather Refund Promotions Isannaake unpredictable weather exciting and
media worthy. From the small town jewelry stor@tiarge international travel company, Weather
Refund Promotions get both consumer and mediatatter©ne of the main reasons is that the concept o
using weather as a marketing tool is relatively neartunately, because of how highly customizable
these types of promotions are, they will stay tesel No two Weather Refund Promotions are alike
because they are designed to meet the diverse oktdsretailers or manufacturers using them aed t
consumers buying them. We never lose interestamiather.

Simplify Terms & Conditions

There are few things less appealing to consumarsdtparagraph of fine print on a rebate form. Clea
communication with consumers before, during aneraftrebate process is critical to success. Faiting
do so not only prevents consumers from returninggm also be illegal.

In 2007 the FTC announced a settlement with InRhaviiich, at the time, was the largest online cell
phone and calling plan retailer. InPhonic wasraffg consumers free phones via a complex rebate.

Having a complicated rebate isn’t unethical, buatl unethical is not disclosing the extent ofileate
requirements up front. The FTC ruled that the camgfsahyperlink to the rebate terms and conditions
failed to adequately disclose the terms and candtof the rebate offer.

“The settlement with InPhonic stands for the piheithat consumers must be put on notice in
advertisements that offer rebates that the terntiseofebate program may be unusual, complicated, or
significantly different than what a consumer migtdisonably expect,” safsleen Harrington, the
Deputy Director of the FTC Bureau of Consumer Ritiba.

Weather Refund Promotions are designed to be unaatgnl. Their simplicity not only makes them

easy to implement, it also makes them easy to stated. There are no surprises. Either the weather
event stipulated in the promotion happens and coassiget a refund or it doesn’t. Weather measuremen
locations are described up-front and data sourcasa(ly the National Weather Service) are secude an
accurate to avoid any controversy. While retaiéerd manufactures can add additional terms and
conditions to make their unique Weather Refund Bt@n more affordable, these additions easy for
consumers to comprehend.

Communicatiorduring a refund promotion is also critical to successolfisumers have questions they
should be answered promptly and completely. Pukthieersity's Center for Customer-Driven Quality
found that when a customer service experience esceeustomer's expectations, 95 percent willluse t
company again. 63 percent of consumers will stapgus company's products or services after a negati
experience. Weather Refund Promotions use techpatognake communication between retailers,
manufactures, and consumers flow smoothly. One pbais through personalized e-mail confirmations
to consumers that automatically notify them if teather necessary for a refund did or did not happe
These emails can also provide detailed outlingbefveather data gathered during the refund prpcess
removing any doubt that a consumer has a refundngpta them or not.

Eliminate Redemption Burden
Tim Silk, the Assistant Professor of Marketingta tJniversity of British Columbia, mentioned eatlie

has found that 40% of consumers who fulfill rebdtesome repeat purchasers. Consumers who don't
complete the process are less-likely to be repgans. How do you increase redemption to improve



customer loyalty, while reaping the cost-savingdfits of breakage? By completely automating
redemption, retailers and manufacturers elimirfageburden for consumers and companies.

Weather Refund Promotions eliminate redemption dutay automating pay out when the specified
weather happens. There are no claims to mail @fmiopurchase labels to send. There’'s no need for
stamps and envelopes, coupon cutting or managigespaf redemption forms. If a refund is due when it
rains 1 inch on July" weather measurements are recorded that day fumdiseare processed and
checks are mailed automatically. Weather RefumminBtions eliminate administrative costs and hassle
for both consumers and companies.

Weather Refund Promotions also get refunds intdéimels of consumers immediately thanks to
technology. The speed and accuracy of refund psoagss enhanced with an automated, online platform
There’s no need to worry about submission deadliB#s conducted a controlled study using real
consumers spending their own money and found dimat $ubmission deadlines increase the rate of
breakage which, in turn, decreases customer saiwfia Silk found that giving people more time to
redeem the redemption drove redemption rates difjnyou give people a long time you basically
foster procrastination and forgetting behaviorjdssilk.

Most importantly, the cost-saving benefits of biegk are replicated with affordable weather coverage
that provides refunds, typically priced at 2-5%efiind pay out. Plus, coverage can be customazed t
maximize advertising and PR impact with full refsrat to maximize the frequency of pay out with
smaller refunds for weather that happens more &etlyy Weather Refund Promotions can be
customized to every business need, sales goalwaigkeb

HOW WEATHER REFUND PROMTIONS WORK

Weather Refund Promotions eliminate the risks aasat with traditional guarantees and promotions —
you buy coverage only after the customer has mameanase. Weather Refund Promotions don’t
require set-up costs, advance purchase or redemgiiis. Weather Refund Promotions are simple,
affordable and limitless in size, with no budgetrecution risks. Differentiate your businessraease
revenue and improve customer satisfaction andtipymfour easy steps.

1. Start your Weather Refund Promotion, risk-free

Traditional rebate contracts are often risky andpessive, requiring upfront volume
commitments, costly administrative fees, and coocapdid redemption processes. Weather Refund
Promotions have none of these requirements — drer@o upfront volume commitments, set-up
fees or redemption costs. There’s no guessingtalesponse rates or response curves before
starting the promotion and no minimums or maximums.

2. Purchase weather coverage that mirrors sales demand

Demand can sometimes be as unpredictable as tliberneaspecially when it comes to seasonal
goods. Weather Refund Promotions alleviate the ofligh implementation costs and low

demand — you buy coverage when customers purchasdyefore than. The cost of weather
coverage always mirrors sales demand. WeathernBelRromotions typically cost 2-5% of

potential refund pay out. For example, a poteridJ000,000 refund would cost between
$20,000-50,000.



3. Complete your Weather Refund Promotion and measureevenue results.

40% increases in revenue are typical with well tomsed Weather Refund Promotions.
Additionally, improved customer satisfaction angdlty, press attention and buzz differentiate
and positively affect brand, even when the weattmasn’t pay out. When you add it all up,
there’s simply no better way to cost-effectivelpgrsales and stand out from the crowd.

4. Automatically refund customers and enjoy the PR opgrtunity .

Imagine the delight of customers that receive r@$uwhen bad weather disrupts their enjoyment
of products, services or events. Or picture thatement of customers who receive free holiday
purchases if it snows on New Year’s Day. WeathefluRd Promotions generate substantial word
of mouth and media attention when refunds are @aid, in large numbers or in locales. Did
your last promotion make the evening news?

SUCCESS STORIES: WEATHER REFUNDS & PROMOTIONS

The best way to demonstrate the effectiveness @fthée Refund Promotions is through real-life susces
stories. Here are some powerful case studies afiemses that have benefited from Weather Refund
Promotions from WeatherBill.

Case Study: Priceline.com “Sunshine Guaranteed” Vaation

You can buy trip or event cancellation insurancg,until now there was nothing to compensate foac
experience while traveling due to poor weather.n8pey thousands of dollars on a luxurious vacation
doesn’'t guarantee sunny days and predicting goathseis next to impossible. Now travel companies
can offer their customers a refund when bad wedthppens to travelers after they've arrived.

In 2008, Priceline.com offered consumers a “Suresfinarantee” that would refund travelers if it esln
during their vacations. “Rainouts may be a paréicabncern for some destinations during the peak
hurricane season,” said Tom Trotta, Priceline.coB®sior Vice President of Vacation Packages.
Priceline’sSunshine Guaranteed promotion includes over 100 destinations in th8.lthe Caribbean,
Canada and Europe. Destinations throughout Flatidancluded, as well as New Orleans, Hawaii,
Nassau/Freeport, Costa Rica, Jamaica and San Juan.

Priceline refunded hundreds of packages for famdied individuals whose rainy vacations qualified
for Sunshine Guaranteed refunds, amounting to hundreds of thousands o&doih coverage. In addition
to refunding 100% of the airfare, hotel and rental some of the refunds even included Disney theme
park passes and other tours and attractions puwdlasspart of th8unshine Guaranteed packages.

Customers were happy to talk about their refunidsufchased the package through Priceline bechase t
price was fantastic and no other service was oifeBunshine Guaranteed vacations,” said Hannah
Singleton of Rockport, IN, who qualified for a raflifor her trip to Charleston, SC. “Now, becauke o
the refund, | can take two vacations. Thank yoicdine.”

There was no additional charge to bodBuashine Guaranteed vacation package. Qualifying
customers booked a 3-8 day vacation package tomapf over 100 qualifying destinations in
the U.S., Canada, the Caribbean and Europe betegust 4" and September 12, 2008 and
travel between August 16, 2008 and November 16820 rained more than 0.50 inches per
day on half or more of the days o8anshine Guaranteed vacation (including travel days),



priceline.com provided a refund for 100% of thetadsairfare, hotel, rental car and attractions
and service components of tAashine Guaranteed vacation package.

Case Study: itravel2000.com “Let it Snow!” WeatherPromotion

WeatherBill's winter weather promotion for a leagli@anadian online travel company was awarded the
“Weather Risk Management Transaction of the Yeathf Environmental Finance in 2008. The “Let it
Snow!” promotion was customized for itravel2000.cand it became the largest weather promotion in
Canadian history.

WeatherBill provided financial backing of up to $1@illion CDN that would refund itravel2000
customers if it snowed five inches or more at Qalgdalifax, Montreal or Toronto airports on New
Year’'s Day, January 1, 2008. To be eligible, Caamaslibooked their vacations by midnight Wednesday
October 31 for departures between November 1, 2007 and &priR008. If it snowed, consumers

would be reimbursed for the retail price of theackaged vacation, cruise or flight. Travel packaayes
flights eligible for the promotion included Sunqu¥scations, Signature Vacations, Sunwing Vacations
Air Canada Vacations, NCL cruises and WestJettiliggustomers qualified for the refund based on
where they lived in Canada. The four airports pitedi secure, Environment Canada weather stations tha
verified the snowfall amount.

The promotion did not require upfront set-up cdsim itravel2000. Instead, the company simply
purchased coverage in increments to mirror sales.

“In an arguably ‘flat’ advance booking market, thet it Snow!" promotion and its weather guarantee
delivered a significant year-over-year increasadmwance sales,” says Brian Hewlitt, Executive Vice
President of Business Development. “We found thefpromotion provided a competitive advantage and
served as a very strong closing-tool for our agénts

“The ‘Let it Snow!” promotion and its Weather Gaatee represented an easy to understand value
proposition to our customers,” says Hewlitt. “Whenmbined with our product selection and Lowest
Price Guarantee, it was a clear differentiatoritfanel2000.”

While WeatherBill makes it easy to create and immaet a promotion, the company utilizing the
promotion still has work to do. But if you ask ited2000, the work that’s left is the fun part: gaitthe

word out. The company sent a snow cone truck acasada to spread the word of the promotion. Along
with snow cones, they handed out five inch rulexs snow globes.

Best of all, when it snowed the requisite five iestat the Montreal airport on New Year's Day 2008,
travelers and media alike started the New Yearigift. Excited customers were eager to speak with
interested press. iTravel2000 said the awarerezssfib of the media buzz was worth years of
advertising. Additionally, the positive word of oth led to press and consumers alike saying “why
would you buy your vacation travel anywhere els€he 2008/2009 season’s “Let it Snow” promotion is
expected to perform even better.

Case Study: Flagstaff Nordic Center Guaranteed Seas Passes

For the past 14 years, Arizona winters have be@emely dry. The conditions weren’t helping season
pass sales at Flagstaff Nordic Center. The skisamener, Wendell Johnson, used WeatherBill toterea
a custom Weather Refund Promotion that would oveechis customers’ fears of buying season passes
for another dry winter. Johnson also wanted todase early sales.



The weather guarantee was simple. If Flagstaffisosi received less than two feet of snow (which
equals four feet of snow at the ski area’s elemdtitween November 23 and March 23, pass holders
would be refunded the full purchase price of thespa

“The promotion was very well received and eas\cfstomers to understand,” said Johnson. “We sold
more preseason passes this year than in the pagetws, especially since the promotion helpedgttr
new customers and people that were sitting onghe.”

PROTECTING ADVERTISING, PR AND SALE EVENTS FROM BARW/EATHER

From advertising to public relations and major salents, marketing is increasingly expensive and
scrutinized for its ability to make the cash regjising. In today’s economic climate, it is morepiontant
than ever to protect marketing results from theatigg financial impact of bad weather. Weatheeat
70% of businesses each year; causing trillionbéis in loss. Weather is particularly disrupttee
demand and income, especially during major promatievents.

Unfortunately, weather is becoming increasinglyatité in many regions around the world. A winter

with higher than average snowfall can prevent faglishoppers from seeing billboards. A rainy holiday
weekend during a giant mattress sale could keeprtiveds away. Unusually warm winters can reduce
television viewing and consequently advertisingheaWeather coverage can be used not only to power
Weather Refund Promotions, but to protect tradétionarketing and advertising investments.

WeatherBill covers low turnout to sales and proomidue to bad weather that reduces revenue and
results in wasted advertising investments. Pra@eizy, a weekend or even a season from rain, Sreat,
or cold. Control weather’s impact on revenue witlerage that guarantees expected income rain or
shine. Best of all, there is no underwriting, hairas process, no proof-of-loss and no waiting for
payment. Weather is unpredictable. Your bottara ioesn’t have to be.

For example, a company could protect outdoor atbiegtfrom bad weather that causes lower visibility
with coverage that pays for above average snov@ala major retailer with a once a year weekene sal
event could guarantee income with weather protectiat pays for cold or wet weather that keeps
customers away. Lastly, a film crew shooting a em@rcial on location in Toronto could use weather
coverage to cover the costs of bad weather ddlay's. say a crew is expected to wrap production in
three days to stay on budget. The production cognpan buy Rainy Day Coverage that pays $50,000 for
every day when the level of precipitation is ab0u&’, which prevents shooting, for a maximum payout
of $150,000 to cover the costs of rented equiprapdtwages.

Another example is protecting an outdoor PR evepraomotion from bad weather. The MediaCorp-
Subaru Impreza Challenge has drawn hundreds oéstamits for the past seven years to compete for a
car. The challenge is that contestants must stauhshg as they can with their palms on a car. ke |
person standing wins the car. Usually the contéstme given a five minute break every six hours. |
2008, bad weather gave them a 45 minute brealadtthe first time in the event’s history that
contestants were given an extended break. Weathierage could have paid to have tents brought into
the event, or even relocate the challenge to amoinfhcility. During a bad weather break, the media
cameras stop rolling. Weather coverage could halprcthe loss of anticipated responses due to fewer
eyes seeing the challenge.

Protecting sale events from bad weather is alsicali Winter weather is notorious for making and

breaking holiday sales. In 2002 an unusually mildter lowered heating bills, reduced snow-removal
and transportation costs, and put the extra caghibahe pockets of consumers (who had no problem
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getting to stores thanks to snow-free roads). fidgsalted in an increase of consumer spending tio auc
degree that experts said the mild weather kept/iérom falling into a major recessiomowever a
winter with intense storms and unusually cold terapees can have the opposite effect; keeping
shoppers stuck indoors on critical shopping daysrbeand after holidays. Weather coverage can help
ease the pain of winter storms on retail sales ptimms by smoothing out retail revenue regardldéss o
what Mother Nature has in store.

CONCLUSION

Money back refunds are better thanks to the weatkeather Refund Promotions eliminate rebate
redemption problems and consumer dissatisfactibiewnaintaining the key strength that made rebates
so popular in the first place — a price off refuhdt costs companies much less than the advextied

to consumers. Weather Refund Promotions providemalue to consumers, offer transparent refunds,
simplify terms and conditions and eliminate redempburden (for companies and consumers).

We've covered new approaches to promote saleswettther, how Weather Refund Promotions work,
real success stories and suggestions for protegbimgadvertising, PR and sale events from thenfire
impact of bad weather. We hope this informationakpful in improving your marketing campaigns, and
ultimately, your bottom line.

ABOUT WEATHERBILL

WeatherBill, Inc. (www.weatherbill.com) providestbnly online service that allows businesses to
protect revenue and control costs from the impabad weather. Founded by CEO David Friedberg and
CTO Siraj Khalig, former members of the Google tedveatherBill is funded by New Enterprise
Associates, Index Ventures, and Allen & Company iarithcked by Nephila Capital, one of the world’s
largest weather risk and catastrophe reinsurammkrianagers.

Visit www.weatherbill.com or call 888.924.7475.

® http://news.illinois.edu/scitips/02/06 18winter.html
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