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FLY AND DRIVE For some brands, the challenge is

not repositioning, bur making a long-standing image
compelling once again. The Event Co., based in Munich,
Germany, faced just such u hurdle last summer when the
company was clled upon t unveil the new BMW [ series for
500 key account customers—ileet managers and buyers for
lirge German corporations

The 1 series represented o breakthrough for BMW —the
first-ever compact model from the high-end automaker. And
the fleer managers represented s jaded audience, long-
accustomed to being wined and dined by auromakers

To shake up their complacency and reconnect them emo-
tiwonally with the high-performance brand, The Event Co. cre-
ated a dynamic event that kept both guests and cars on the
move. The event, created with only four weeks' lead time,
carned the Gala Award in January for Best Corporate Event:
Overull Budgee Above $500,000

On each ot tour Sarurdays last summer, The Event Co
mvited 125 guests to a refurbished terminal ar Munich Airpore
ar 0:30 p.m. Along with the predictable—apenitifs, finger food
and speeches from BMW executives and engineers—the guests
were treated to the unpredictable: a helicopter flight to
nearby airport. The 14 VIP helicopters constituted the largest
tleet ever o take off from Munich

Once ar the wirpore, the event suyed on the move. Gueses

viewed a huge numeral “1” created by a synchronized driving

Flying high: The Event Co. keeps the BMW brand exciting for
sophisticated floet buyers with a high-flying event program
including a visit to a refurbished airport, a helicopter view of
BMW 1 Series cars creating the number ‘1. and some deft
driving (clockwise from top left).

display using 16 cars; the fleet then executed a series of flashy
maneuvers, underscoring the pure auromotive excellence
behind the brand. Guests enjoyed champagne and an opportu-
nity to chat with BMW experts before flying back to Munich
for a party that didn’t scop until 3 am. »




