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Cover Letter

Toby L. Welch
Buyer, Purchasing Division
toby.l.welch@wv.gov

The State of West Virginia

Department of Administration, Purchasing Division
2019 Washington Street East

Post Office Box 50130

Charleston, WV 25305-0130

Subject: Proposal for Advertising/Marketing/PR

Dear Toby L Welch,

On behalf of (amp), | am pleased to submit our proposal for Advertising/Marketing/PR. At (amp),
we believe that the most effective marketing campaigns don't just reach an audience—they
inspire action. Our team specializes in developing and executing multi-channel campaigns that
engage communities, shift perceptions, and drive measurable results. Whether raising
awareness, increasing participation, or fostering long-term behavioral change, we craft
strategies that make a lasting impact.

Our approach blends data-driven insights with creative storytelling, ensuring that messaging
resonates across diverse platforms—including digital, social, traditional media, and experiential
activations. We've successfully designed and launched campaigns that bring together
stakeholders, leverage emerging technologies, and create meaningful connections with target
audiences.

We are excited about the opportunity to collaborate with The State of West Virginia to develop a
marketing campaign that delivers on your goals. Enclosed is our proposal outlining our
expertise, methodology, and commitment to producing results-driven marketing strategies. We
welcome the opportunity to discuss how our team can support your vision.

Best Regards,

(amp)
MICHAEL NOBLE
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4.2. Scope of Services and Mandatory Requirements

Approach and Methodology

At (amp), we approach the Treasurer’s Office’s programs as both storytellers and strategists.
The West Virginia State Treasurer’s Office (STO) already manages some of the most impactful
programs in the state, programs that return millions in unclaimed property, expand educational
access through SMART529 and the Hope Scholarship, strengthen retirement security with
WV457, and empower individuals with disabilities through WVABLE.

Looking ahead to 2025-2029, the Treasurer’s Office has outlined priorities that include:
expanding participation in financial education programs, growing 529 accounts and
contributions, strengthening outreach for Unclaimed Property, and deepening trust through
transparency and measurable results. Our methodology is designed to meet these goals,
connecting programs with the people they serve while ensuring every campaign delivers
measurable outcomes, transparent reporting, and clear value to the citizens of West Virginia.

Our Approach

At (amp), media is more than just placements and impressions—it's about creating meaningful
connections that drive real impact. We pride ourselves on our track record of innovation in
media planning and placement, constantly pushing the boundaries of traditional media buying.
Our approach is centered on staying ahead of industry trends, adopting cutting-edge
technologies, and continuously optimizing strategies to deliver impactful results for our clients.
We don't just keep up with the evolving media landscape—we shape it, always exploring new
opportunities to reach and engage audiences in smarter, more effective ways. Here’s how we do
it:

Use or disclosure of data contained on this sheet is subject fo the restriction on the title page of this document. |2
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This approach isn't just a philosophy—it's a commitment. Whether we're ampilifying brand
awareness, driving engagement, or optimizing performance, we bring a forward-thinking
mindset to every campaign. (amp) doesn't just buy media; we build strategies that create lasting
impact and measurable success.

Here's how we do it:

1. Discovery + Research

This phase is where listening begins. The Treasurer’s Office is not just a financial agency; itis a
public trust. Each program—Unclaimed Property, SMART529, Hope Scholarship, WVABLE,
WV457, and financial education initiatives—has its own audience, motivations, and barriers to
participation. To build campaigns that move people to act, we must understand those audiences
as people, not just as demographics. The West Virginia State Treasurer’s Office is not simply
running programs; it is stewarding initiatives that touch lives in deeply personal ways, returning
a grandmother’s forgotten savings bond, helping a first-generation student pay for college, or
allowing an individual with disabilities to save without fear of losing essential benefits. Before
designing campaigns, we must understand these audiences not as statistics, but as people with
hopes, challenges, and decisions to make.

We will begin with a program audit, mapping STO’s current communications across digital
channels, printed brochures, earned media, and community outreach. We will compare existing
messaging against the 2025-2029 objectives to uncover gaps. For example:

e Are Unclaimed Property campaigns reaching older rural residents, where claims remain
disproportionately unfiled?

¢ Is SMART529 connecting with young families and first-generation college parents, a key
driver for program growth?

o Are financial education programs like Get A Life expanding into communities with lower
high school completion rates?

We will engage stakeholders directly. Parents weighing SMART529 against the Hope
Scholarship, individuals with disabilities and their families who rely on WVABLE, small business
owners considering Retirement Plus, and educators delivering financial literacy programs will all
help shape our understanding of audience needs.

Sample Deliverables: Stakeholder interviews, program audit, audience personas, message
gap analysis.

2. Strategy

Strategy is where listening turns into direction. Each STO program has its own compelling
promise, but when presented separately they risk competing for attention. Our role is to build a
unified strategic framework that strengthens the Treasurer’s Office brand while advancing the
specific program goals set for 2025-2029. STO’s programs are diverse, from Unclaimed

Use or disclosure of data contained on this sheet is subject to the restriction on the title page of this document. |3
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Property to SMART529, yet they share a common thread: financial empowerment for West
Virginians. Without alignment, these programs risk speaking in parallel voices. Our strategic role
is to braid them into a single, coherent framework, one that unifies messaging under the
Treasurer’s trusted brand while preserving the individuality that makes each program valuable.
This step is about more than words; it is about charting journeys that carry a parent, retiree, or
student from awareness to action, with messages tailored to their context and aspirations.

We will define core narrative themes to guide all campaigns:

¢ Unclaimed Property. “Returning what is rightfully yours” — supporting STO’s mandate
to expand awareness and increase annual claim totals.

e SMARTS529 & Hope Scholarship: “Investing in futures” — aligning with state goals of
increasing college-going rates and family savings contributions.

o WVABLE & WV457: “Saving with dignity and security” — supporting STO’s plan to
expand enroliment and build trust with vulnerable populations.

¢ Financial Education Programs: “Building financial literacy for every generation” —
reinforcing STO’s push to make financial education a lifelong resource.

We will create audience journey maps, showing how a parent might first encounter SMART529
through social ads, then hear about the Hope Scholarship at a school event, and ultimately
open an account after attending a webinar. Similarly, a retiree may learn of unclaimed property
through a billboard, then be guided step-by-step via direct mail and online tools.

Finally, we will build a channel strategy that matches programs to the most effective platforms:

e SMART529 — digital video, school partnerships, and social media for parents of young
children.

e Unclaimed Property — TV, radio, outdoor, and local press for broad, statewide reach.

e WVABLE — trusted networks like disability advocacy groups and community
organizations.

e Retirement Plus — employer partnerships and professional networks.

s Financial education — school programs, digital resources, and partnerships with
teachers.

Sample Deliverables: Strategic framework, narrative themes, audience journey maps, channel
strategy.

3. Creative Development

Creative is where strategy becomes human. Our chailenge is to translate programs that can
seem abstract, like deferred compensation or savings plans, into human-centered stories that
inspire participation. Programs like deferred compensation or tax-advantaged savings accounts
can feel abstract, even intimidating. Our challenge is to transform these concepts into stories
that resonate, narratives that make a parent in Morgantown see a 529 as an investment in their
child’s future, or a retiree in Beckley recognize unclaimed property as their rightful inheritance.

Use or disclosure of data contained on this sheet is subject to the restriction on the title page of this docurnent. |4
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In this phase, we translate financial mechanisms into everyday language, visuals, and emotions,
ensuring every West Virginian can not only understand but feel compelled to act.

We will build campaigns that showcase the real impact of STO programs. For example:

¢ Unclaimed Property: A series of TV spots featuring West Virginians who discover long-
lost savings, like the Charleston retiree who finds an old utility refund or the Huntington
family reunited with a relative’s life insurance policy.

o SMART529 & Hope Scholarship: Testimonial-driven digital campaigns highlighting
students whose futures were made possible by these programs, directly supporting the
Treasurer’s goal of increasing new account enroliments.

o WVABLE: A video series featuring individuals with disabilities who share how WVABLE
lets them save without jeopardizing benefits, bringing dignity and empowerment to life.

¢ Financial Education: Campaigns that follow real classrooms using Get A Life, showing
students learning to budget, save, and plan for the future.

STO campaigns will fransform financial programs into relatable, motivating narratives. All
creative will be produced for omni-channel use, accessible to all audiences, and tailored to the
cultural and geographic diversity of West Virginia, from the coalfields to the Eastern Panhandle.

Sample Deliverables: Creative briefs, video scripts, campaign concepts, multi-format mockups.

4. Activation

Activation is where stories meet real life. A statewide campaign cannot stop at billboards and
social media, it must meet West Virginians in the spaces they already trust: their schools, their
employers, their churches, their community organizations. Activation is the moment when a
student sees a Hope Scholarship ad while scrolling TikTok, then hears about it again from a
counselor at school. It's when a disability advocate brings WVABLE materials to a family
meeting, or a small business owner first learns of Retirement Plus through their trade
association. By combining broad statewide reach with hyper-local credibility, activation ensures
that STO’s programs move from awareness to participation.

¢ Unclaimed Property: Requires mass awareness. We'll use broadcast, radio, outdoor,
and statewide digital campaigns to ensure every household knows the Treasurer may be
holding their money. Campaigns will also target high-unclaimed-value counties, ensuring
dollars are spent where claims potential is greatest.

o SMART529 & Hope Scholarship: Require targeted engagement. We’'ll work with
schools, counselors, and parent groups to connect with families making education
decisions. Campaigns will be timed with enroliment deadlines and financial aid
calendars.

¢ WVABLE: Requires community trust. We will partner with disability organizations to co-
create outreach materials, ensuring messages are delivered through voices families
already trust.

Use or disclosure of data contained on this sheet is subject to the restriction on the title page of this document. [ 5
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e WV457: Requires employer engagement. Activation will include HR toolkits and
employer partnerships to simplify enroliment and expand participation.

¢ Financial Education: Requires grassroots engagement. We will embed campaigns in
schools, libraries, and community centers, connecting programs with West Virginians of
all ages.

This layered approach ensures that every STO program achieves both broad visibility and local
credibility, building awareness at scale while also fostering the trust that drives participation.

Sample Deliverables: Media schedules, geo-targeted buys, school and employer toolkits,
community activation plans.

5. Deploy + Measure

The final phase is accountability, ensuring STO can show not just how dollars were spent, but
what outcomes were achieved. In public service, results cannot be assumed, they must be
demonstrated with clarity and transparency. This phase is about ensuring that every campaign
dollar is tracked, every outcome is tied back to STO’s 2025-2029 priorities, and every report
gives both numbers and narratives. A dashboard that shows 1,000 new SMARTS529 accounts
matters, but so does the story of the family in Logan County who opened their first college
savings account. Measurement is not just about closing a campaign, it is about building
confidence that STO’s programs are delivering value to all West Virginians.

We will provide:

¢ Real-Time Dashboards: STO staff can monitor pacing, spend, and key metrics across
all campaigns.

e Mid-Campaign Reports: Offering scenario modeling so STO can shift spend or creative
mid-flight to maximize results.

e Post-Campaign Reports (within 45 days): Going beyond impressions to measure
outcomes tied to 2025—-2029 goals, Unclaimed Property claims filed, SMART529
accounts opened, WVABLE contributions increased, and student participation in
financial education programs.

Measurement is also about equity and trust. We will provide the Treasurer’s Office with
transparent data that shows not only how campaigns perform overall, but also how they reach
communities across West Virginia, including those historically underserved. Surveys and focus
groups will add a qualitative layer, ensuring STO hears not just what worked, but how people
experienced and felt about the campaigns.

Sample Deliverables: Dashboards, mid-campaign reports, attribution models, community
feedback summaries, optimization roadmap.

Conclusion

Our approach is built on listening, storytelling, and accountability. By aligning campaigns with
the Treasurer’s 2025-2029 priorities, expanding 529 participation, returning more unclaimed

Use or disclosure of data contained on this sheet is subject to the restriction on the title page of this document. |8
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property, growing WVABLE and Retirement Plus enroliment, and building financial literacy
across generations, we ensure that STO does not just inform West Virginians about programs,
but inspires them to take part.

Where other approaches may stop at media placement, ours goes further: building trust, telling
stories, and delivering measurable outcomes that matter for families, businesses, and
communities across the Mountain State.

4.2.1. Scope of Services

4.2.1.1. Account Management

Account management for the West Virginia State Treasurer’s Office is not just about meetings
and reports, it is about ensuring that every taxpayer dollar is used effectively, and every program
is represented with accuracy, consistency, and trust. STO oversees programs that touch citizens
at pivotal life moments: returning unclaimed property, helping families plan for education,
offering retirement security, and supporting individuals with disabilities through WVABLE. Each
of these programs carries a high public trust component. Our account management approach is
designed to honor that trust by being structured, transparent, and responsive.

Dedicated Team and Alignment with STO’s Priorities

We recognize the complexity of STO’s portfolio. A parent navigating both SMART529 and the
Hope Scholarship has very different needs than a retiree filing for unclaimed property or an
individual using WVABLE to save for the first time. That is why our Director of Client Services,
Walter Harris, will assign a dedicated account management team with clearly defined roles:

o Vice President of Media Strategy (Ruby DeWitt) — Serves as Account Manager,
aligning all campaigns with STO’s 2025-2029 strategic priorities. Ruby ensures that
long-term objectives, such as expanding 529 participation, advancing financial literacy,
and supporting program enrollment, remain central to every campaign decision.
Coordinates weekly updates and stakeholder touchpoints, ensuring STO staff have
clarity on project status.

* Project Manager — Tracks deliverables across programs, recognizing that campaigns
for unclaimed property often run concurrently with financial education pushes.

o Media & Analytics Leads — Provide program-specific reporting (e.g., claims filed,
accounts opened, participants reached), tying metrics directly to STO’s outcome goals.

e This structure mirrors STO’s own focus on program accountability, separating functions
by program while still reporting under the Treasurer’s unified brand.

Weekly Progress Updates Rooted in Program Data

The RFP requires weekly updates, and we view those updates as more than status reports,
they are opportunities to keep STO fully aligned with both campaign execution and strategic
priorities. Each update will include:

Use or disclosure of data contained on this sheet is subject to the restriction on the title page of this document. |7
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e For Unclaimed Property, updates will include progress toward reducing the $300M+ in
assets currently held by STO.

e For SMART529, updates will track against enrollment growth goals outlined in the
Treasurer's 2025—-2029 plan, with segmentation by region and demographic to ensure
equity.

e For WVABLE, reports will highlight outreach performance with disability communities,
ensuring the program continues to grow beyond its already record-setting national
standing.

e For Financial Education programs like Get A Life, updates will include school and
student engagement numbers to align with STO’s commitment to expand financial
literacy statewide.

e Every update will tie back to STO’s strategic objectives—making weekly memos not just
administrative documents, but tools for decision-making.

Ad-Hoc Meetings and Responsiveness

We understand STO’s environment is dynamic. Legislative cycles, policy announcements, and
community partnerships often require rapid adjustments. Our team is structured to convene
within 24 hours for ad-hoc meetings, whether that means pivoting creative around National
Unclaimed Property Day, launching new messaging in response to Hope Scholarship enrollment
deadlines, or responding to evolving legislation that impacts WVABLE or WV457.

This flexibility ensures that STO campaigns are always current, timely, and aligned with both
state policy and public need.

Cost-Effective Management with In-House Resources

With 125+ full-time staff, (amp) provides account management entirely in-house. For STO, this
matters for two reasons:

e Cost Transparency — With all services delivered in-house, STO will never see
subcontractor markups or hidden costs. Every administrative hour is tied directly to a
named (amp) staff member, so the Treasurer’s Office knows exactly who is doing the
work and how resources are being used. This structure ensures efficiency, fiscal
responsibility, and a clear line of accountability.

e Specialization — Because our staff already brings deep experience in public sector
campaigns, less time is spent on onboarding or ramp-up, and more time is spent
delivering measurable results. Our past work with municipalities and state agencies has
shown that this familiarity accelerates timelines, reduces missteps, and ensures
communications are tailored to the needs of diverse constituencies.

We use a tiered process to keep costs under control while giving STO the right level of visibility
at the right time:

e Weekly Tactical Updates & Memos — Delivered in clear, concise format so STO staff
always know what's happening across programs. These updates reduce back-and-forth
emails by proactively answering questions on deliverables, budget use, and next steps.

Use or disclosure of data contained on this sheet is subject to the restriction on the title page of this documeni. |8
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e Monthly Strategic Reviews — Each month, we elevate reporting beyond daily
execution, connecting campaign activities directly to STO’s 2025-2029 strategic
priorities. These reviews highlight not just what was delivered, but how those efforts are
advancing long-term goals.

o Real-Time Dashboards — Accessible dashboards replace redundant reporting requests
by giving STO staff on-demand visibility into campaign performance. Whether it's
tracking how many new SMART529 accounts were opened in a given month or
monitoring engagement with WVABLE outreach, the data is always current and
transparent.

This tiered structure ensures STO gets oversight without overhead: enough touch points to keep
leadership informed, but no unnecessary administrative layers that inflate costs or slow down
decision-making.

Accountability as Public Trust

Account management is ultimately about accountability, not just to STO leadership, but to the
citizens of West Virginia. Every administrative decision we make is in service of ensuring West
Virginians:

e Claim the money they are owed through Unclaimed Property.
¢ Open college savings accounts through SMART529.

e Access savings tools like WVABLE and Retirement Plus.

* Gain lifelong financial skills through programs like Get A Life.

By tying account management directly to program outcomes, we make sure STO staff have full
visibility into progress and can demonstrate to the public that these programs are delivering real
resuits.

Conclusion

Our account management approach gives STO more than weekly reports, it provides a
framework for clarity, responsiveness, and accountability. By grounding updates in program-
specific data, aligning with 2025—2029 priorities, and eliminating cost inefficiencies, we ensure
that every administrative action contributes to STO’s larger mission: to empower West
Virginians through access, trust, and financial opportunity.

4.2.1.2. Campaign Strategy (Research, Planning & Budgeting)

When a grandmother in Logan County learns she is owed utility refunds, when a Beckley parent
chooses between SMART529 and the Hope Scholarship, or when a young veteran opens a
WVABLE account without risking benefits, these are not abstract outcomes. They are life-
changing moments. The West Virginia State Treasurer’s Office (STO) has a mandate to deliver
these opportunities across the state: returning record levels of unclaimed funds, maintaining a
nationally top-ranked college savings plan, expanding WVABLE, strengthening Retirement Plus,
and administering a rapidly growing Hope Scholarship program. A successful campaign strategy
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must respect that reality. It must be grounded in research, built around the diversity of West
Virginia communities, and measured not by advertising outputs, but by tangible program resuilts,
such as, claims filed, accounts opened, contributions increased, and applications completed.

1. Discovery & Research

The Treasurer’s Office is not just administering programs; it is shaping financial futures. Each
initiative, from Unclaimed Property, SMART529, WVABLE, Retirement Plus, Hope Scholarship,
to “Get A Life”, has distinct audiences, motivations, and barriers. Understanding these nuances
is the foundation of effective strategy. At every stage, STO staff are included in the design of
research instruments, the selection of stakeholder groups, and the interpretation of findings.
This ensures that discovery is not an external exercise, but one built with STO’s direct input.

We begin with a program-by-program audit of STO communications, earned media coverage,
seasonal cycles, intake processes, and community outreach. Each is mapped against the
audiences it serves:

¢ Unclaimed Property: general public, small businesses, and nonprofits. With $40.6M
returned in FY2025, we focus on regions where awareness lags and conversion from
search to claim is lowest.

e SMART529: new parents and young families. Despite being a top-ranked plan
nationally, participation gaps remain in rural counties; our research pinpoints friction at
the account creation stage.

e WVABLE: individuals with disabilities, families, and employers. With 948 active accounts
and $9.66M in assets, the main barriers are benefits-related fears and limited employer
integration.

e Retirement Plus (457): public employees statewide. Onboarding and benefits fairs are
high-potential touchpoints, but messaging must clarify long-term advantages in plain
terms.

¢ Hope Scholarship: K~12 parents and educational providers. Rapid program expansion
requires clarity on eligibility, expenses, and deadlines.

¢ Financial Education (“Get A Life”): middie school students, teachers, and volunteers.
With over 140 schools and 16,000 students annually, this program offers an unparalleled
distribution channel for embedding STO messaging.

Our listening process combines stakeholder interviews (with program leads, county clerks, HR
directors, teachers, and advocates) with quantitative surveys and moderated focus groups. We
test messaging, program websites, and application flows to identify where citizens encounter
confusion or disengagement.

Sample Deliverables: Stakeholder interview compendium, program audit, audience personas,
barrier and opportunity maps, “Life Moments” timeline (e.g., birth — SMART529, diagnosis —
WVABLE, new job — Retirement Plus, school choice windows — Hope).

Use or disclosure of data contained on this sheet is subject to the restriction on the title page of this document. |10
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2. Strateqy

Strategy transforms research into clarity. For the Treasurer’s Office, the challenge is not to run
six parallel campaigns, one for Unclaimed Property, one for SMART529, one for WVABLE, and
so on, but to weave them into a single, coherent Treasury story. That story must be anchored in
the credibility of the Office itself, while still allowing each program to shine on its own merits.
West Virginians do not experience these programs in isolation: the same parent who claims
unclaimed property might later open a SMART529 account, apply for the Hope Scholarship, and
eventually contribute to Retirement Plus through public employment. Research tells us that
awareness is often highest when programs are presented in the context of life stages, not as
stand-alone initiatives. By framing STO as a trusted partner at every stage, from reclaiming
what is rightfully yours, to saving for education, to planning for retirement, we create continuity
across campaigns. The result is a communications system that builds cumulative trust, reduces
duplication of effort, and maximizes the return on every dollar spent.

We convene planning workshops with STO stakeholders to establish program-specific goals,
priority audiences, seasonal windows, and outcome-based KPls. For example:

o Unclaimed Property: increase verified claims and average claim values, supported by
proactive matching initiatives such as WV Cash Now.

o SMART529: expand new accounts through Bright Babies mailers and early school
outreach, while encouraging recurring contributions among current account holders.

o WVABLE: drive new accounts and contributions, reduce benefits-related concerns, and
expand employer direct-deposit options.

¢ Retirement Plus: increase enroliments at onboarding and drive contribution increases
timed to pay cycles.

¢ Hope Scholarship: improve on-time, error-free applications and expand the roster of
qualified providers, particularly in rural areas.

This integrated approach ensures each program’s campaigns reinforce the others, creating
consistent messaging across the STO portfolio. it is superior because it is tied directly to STO'’s
2025-2029 strategic priorities and builds accountability into every step.

3. Creative Development

Creative development is where strategy takes shape in ways people can see and feel. This is
where our discovery and research, strategy, and listening become tangible. Programs such as
deferred compensation or 529 accounts often seem abstract, even intimidating, when explained
in technical terms. But when those same programs are framed through the lived experiences of
West Virginians, parents saving for their child’s first semester, a young worker starting a
retirement plan, or a family opening a WVABLE account for greater independence, they become
approachable, relevant, and inspiring.

To do that consistently, we follow a structured process that moves from research to story to
polished deliverables:

Use or disclosure of data contained on this sheet is subject to the restriction on the title page of this documeni, | 11
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s Mood Boards & Narrative Exploration
We translate Discovery + Research findings into visual and narrative directions. For
example, if research shows parents respond to messages about future opportunity while
retirees connect with peace of mind, we present mood boards and narrative concepts
that test both approaches.

e Sample Deliverables: Mood boards (color, imagery, typography), narrative concept
one-pagers, story themes document.

¢ Message Alignment & Testing
Before production, we refine messaging in alignment with STO’s goals. For Unclaimed
Property, that means addressing skepticism with trust and urgency. For WVABLE, it
means centering dignity and independence. We test calls-to-action with sample
audiences to ensure resonance.

e Sample Deliverables: Message frameworks, call-to-action testing summaries,
headline/visual A/B test results.

¢ Versioning & Format Adaptation
Each creative direction is developed into multiple versions, broadcast, social, digital
display, radio, direct mail. This ensures consistency across platforms while adapting tone
to the medium. For example, a :15 SMART529 social video complements a :30
broadcast spot.

e Sample Deliverables: Storyboards, :30 and :15 video scripts, radio ad scripts, print
mockups, digital banner ad sets.

o Iterative Refinement
We provide STO with at least two creative concept directions per campaign, refined
through structured feedback. By incorporating input at every stage, we avoid wasted
cycles and ensure final creative reflects STO’s strategic priorities and West Virginians’
lived experiences.

e Sample Deliverables: Two creative concept decks, stakeholder feedback summaries,
revised concept round(s).

o Final Production & Delivery
All creative assets, broadcast commercials, social videos, print collateral, radio spots,
digital ads, are produced in-house by (amp)’s 125+ specialists. This guarantees quality,
eliminates subcontractor markups, and maintains accountability from storyboard through
delivery.

e Sample Deliverables: Broadcast-ready TV spots (:30, :15, :06), print-ready PDFs,
digital banner packages, social media video exports, radio/audio masters, photography
libraries.

Use or disclosure of data contained on this sheet is subject fo the resiriction on the title page of this document. |12
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4. Media & Channel Plan: Statewide reach with precise activation

Effective campaigns are not only about reach; they are about resonance. For the West
Virginia State Treasurer's Office, reach means every county, every community, every household.
But resonance means tailoring messages to the moments when West Virginians are most likely
to listen, trust, and act.

Our statewide scaffolding ensures broad visibility, through broadcast TV and radio, streaming
video and audio, statewide news outlets, and high-visibility out-of-home (OOH) placements.
These channels establish the Treasurer’s Office as a trusted, household presence. Layered on
top are program-specific activations timed to life events and seasonal cycles, touchpoints
informed by our research into audience behaviors and participation trends:

e Unclaimed Property — Our research found that skepticism is the greatest barrier: most
people doubt “lost money” is real. That's why timing matters. National Unclaimed
Property Day, tax season, and the West Virginia State Fair are natural credibility
moments. Mobile “claim tents” at the fair, for example, turn abstract dollars into lived
experiences—neighbors walking away with checks in hand.

o SMART529 — Parents often begin saving within the first two years of a child’s life. To
meet them in those moments, we align with pediatricians’ offices, K-2 school calendars,
and library story hours. A mailer that arrives with a birth announcement or a SMART529
booth at kindergarten roundup is far more powerful than a generic ad.

Use or disclosure of data contained on this sheet is subject to the restriction on the title page of this document. 13
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o WVABLE - Disability advocates stressed the importance of trust and peer validation in
our research. That's why we partner with disability networks, HR benefits fairs, and PEIA
webinars, culminating in an annual “ABLE Savings Day.” The message is not just “open
an account,” but “join a community that believes in your independence.”

e WV457 Retirement Plus — Public employees most often make benefit decisions during
onboarding or union enroliment. Intranet takeovers, HR webinars, and union newsletters
ensure Retirement Plus is positioned not as an extra step, but as a benefit that belongs
to them from day one.

¢ Hope Scholarship — Application windows are stressful and fast-moving. By showing up
at homeschool association events, libraries, and parent groups, we meet families in
places they already trust. Messaging focuses on access and empowerment: “Your child’s
education, your choice—made possible through the Treasurer’s Office.”

This layered strategy leverages the community partnerships already central to STO, schools,
disability advocates, municipal leagues, while amplifying them through paid statewide
campaigns. It ensures no program is siloed, no audience is missed, and no message is generic.
Every touchpoint is both broad enough to build trust in the Treasurer’s Office and specific
enough to drive action for each program.

5. Budgeting & Stewardship

Managing taxpayer resources is as important as reaching audiences. For the Treasurer’s Office,
every dollar invested in awareness must be both accountable and effective. Our budgeting
approach is built on transparency, control, and leverage, ensuring that campaigns not only
achieve their goals but do so with fiscal responsibility.

We present budgets in Good/Better/Best scenarios for each program, showing trade-offs in
reach, frequency, and expected outcomes. This allows STO to make informed decisions,
balancing broad statewide coverage with program-specific depth. In addition, we model an
integrated “One Treasury” scenario where production, research, and creative assets are shared
across programs, maximizing efficiency while maintaining tailored messaging.

¢ Transparency — Every budget includes clear line items for media, creative, research,
production, and administration. STO staff will see exactly how each doliar is allocated
and what outcomes it supports. For example, a SMART529 campaign budget would
show distinct allocations for pediatric partnerships, social media video ads, and printed
enrollment kits.

e Controls — We implement weekly pacing reports tied directly to program KPlis (e.g.,
claims filed, new accounts opened, participants reached). A +5% variance alert system
ensures early detection of over- or under-spending. No reallocations occur without
written STO approval, protecting fiscal accountability.

¢ Leverage — Shared creative and production assets reduce duplication. For instance,
family casting for a SMART529 testimonial video can also serve Hope Scholarship

Use or disclosure of data contained on this sheet is subject to the restriction on the title page of this document. | 14
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campaigns. Similarly, HR toolkits produced for WVABLE can be adapted for Retirement
Plus, saving both time and money.

Our research shows that skepticism is the main barrier for programs like Unclaimed Property,
while complexity is the barrier for SMART529 and Retirement Plus. Efficient use of funds allows
us to invest more in overcoming those barriers, whether that means targeted credibility
campaigns during tax season or simplifying enroliment with step-by-step videos. By aligning
budget discipline with program insights, STO can ensure campaigns resonate with audiences
while maintaining cost efficiency.

Sample Deliverables: Good/Better/Best budget scenarios per program, “One Treasury”
integrated budget model, weekly pacing reports with variance alerts, shared asset libraries for
cross-program campaigns.

6. Mid-Campaign Assessment: Optimizing in Real Time

A campaign is only as strong as its ability to adapt. For the Treasurer’s Office, this is especially
important—because audiences engaging with Unclaimed Property during tax season, or parents
applying for the Hope Scholarship, won't wait six months for improved messaging. They need
clarity and connection now.

At the mid-point of each campaign, we deliver a comprehensive optimization report that goes
beyond surface metrics. This memo is structured around three components:

s Performance Analysis by Audience Segment — Using tools such as Google
Campaign Manager 360, Meta Ads Manager, and program-level KPIs (e.g., accounts
opened, claims filed, inquiries generated), we identify which audiences are responding
best. For instance, if WVABLE sees higher engagement from younger caregivers than
from financial planners, budget allocation will pivot to strengthen that channel.

¢ Channel & Creative Effectiveness — We compare results across platforms—broadcast
vs. streaming, Meta vs. search, long-form vs. short-form video—to see which formats
are resonating.

e Scenario Planning — Rather than a single recommendation, we provide-STO with
multiple reallocation models based on data. Each scenario outlines projected reach,
frequency, and conversion outcomes if funds are shifted. This gives STO leadership the
clarity to make informed decisions that align with both budget and strategic priorities.

By reassessing campaign data mid-flight, we can directly address these barriers in real time, for
example, inserting credibility-focused creative in underperforming regions or simplifying
message sequences where drop-off occurs. This proactive approach ensures that campaigns
adapt while they are live, capturing opportunities instead of losing them.

Sample Deliverables: Mid-campaign optimization memo (audience insights, channel
performance, scenario-based budget reallocation), revised media plan, updated creative assets
(where necessary), and a 30-minute alignment call with STO staff to confirm adjustments.

Use or disclosure of data contained on this sheet is subject to the restriction on the title page of this document. |15
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7. Measurement & Reporting

We measure success by outcomes, not just outputs. STO deserves more than click-through
rates, it deserves clear evidence that programs are reaching West Virginians, driving
participation, and building long-term trust in the Treasurer’s Office.

KPI Framework by Program

¢ Unclaimed Property: verified claims, total dollars returned, cost per claim, county
coverage.

e SMART529: new accounts opened, recurring contributions, average contribution size.

o WVABLE: new accounts, average balances, employer partners added.

e Retirement Plus: enroliments, contribution step-ups, partner adoption rates.

e Hope Scholarship: compieted on-time applications, provider enrollments, geographic
equity.

¢ Financial Education: number of schools and students reached, volunteer hours, opt-in
follow-ups.

Real-Time Reporting & Optimization
Performance is monitored continuously through:

e Custom Dashboards (Looker Studio, Tableau, Power Bl) for live insights accessible to
STO staff.

¢ Automated Alerts & Pacing Controls to keep spend within +5% variance.

s Audience & Creative Analysis to identify top-performing segments and variations.

If a campaign underperforms in one region, we adjust immediately, shifting bidding strategies,
creative treatments, or audience segments, to ensure efficiency and impact.

Post-Campaign Reporting

Delivered within 45 days of campaign close, reports combine quantitative performance data with
qualitative insights from surveys and focus groups. STO will know not just what worked, but how
people felt about the message.

Measuring Long-Term Impact
We extend measurement beyond campaign windows:

e Customer Lifetime Value (LTV) Analysis to evaluate sustained engagement and
repeat participation.

e Retention Metrics to ensure programs are creating loyal users, not one-time claims.

e Brand Lift & Sentiment Studies to assess shifts in trust, perception, and public
confidence.

Financial trust is not built overnight, it is earned through consistency, transparency, and
measurable results. By combining real-time optimization with long-term impact analysis, we
ensure that STO campaigns are not only efficient today but also strengthen the Treasurer’s
Office for years to come.

Use or disclosure of data confained on this sheet is subject to the restriction on the title page of this document. | 18
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8. What success looks like in Year One

+15% increase in verified Unclaimed Property claims, with gains in under-reached
counties.

+12% growth in new SMART529 accounts and +8% increase in recurring contributions.
+20% increase in WVABLE accounts, plus 5—7 new employer direct-deposit partners.
+10% increase in Retirement Plus enroliments and a 1 percentage point increase in
average deferrals.

Increase in on-time Hope Scholarship applications and provider enrollment, especially in
rural regions.

Maintain or grow “Get A Life” reach while embedding STO calls-to-action.

9. Risks & Mitigations

Eligibility confusion (WVABLE, Hope): address with plain-language explainers,
eligibility wizards, and partner toolkits.

Seasonal overlap (tax season, school choice windows): stagger campaign bursts
and reserve contingency for opportunistic PR.

Rural reach gaps: combine statewide broadcast with local grassroots activation
(libraries, schools, fairs, churches).

Contact center strain during surges: forecast lift, phase outreach, and add self-serve
support materials.

10. Sample Deliverables

Research: audience personas, program audits, barrier analysis.

Strategy: seasonal media calendar, KPI framework, cross-program alignment guide.
Creative: message frameworks, storyboards, plain-language guides, toolkit assets.
Media: statewide scaffolding + targeted activations.

Governance: weekly progress reports, mid-campaign optimization memos, final post-campaign
reports.

West Virginians do not need more advertisements, they need clarity, trust, and an invitation at
the right moment. Our campaign strategy is designed to deliver that, grounded in research,
aligned with STO’s 2025-2029 priorities, and measured by real outcomes that strengthen lives
and communities.

Please see attached sample project budget proposals, campaign strategies, and post-
campaign reporting including summaries of project outcomes, insights, performance
data and other relevant information.

Use or disclosure of data contained on this sheet is subject to the restriction on the title page of this decument.
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Discovery Channel + Lunazul Tequila

TOAST TO TRADITION DELIVERY HIGHLIGHTS

36MM+ 4. IMM+ 17.9K+

impressions of integrated 3-second views of the engagements with
social content integrated social videos integrated social content

100K+ 76K+ 5.2MM+

clicks on integrated social content to visit custom landing page visits CIV/VOD impressions
the custom landing page on Discovery.com




Toast to Tradition drove
significant lifts in consideration

“How likely are you fo for Lunazul among men
according to a Meta Brand Lift Study

consider Lunazul?”

> Consideration {action intent) on Facebook and Instagram was strong
+ 1 7 p"'s I |f"* among A25-34 (+3.8pfs) and A45-54 (+4.3pts), and when looking by
L]

gender, men in these age groups saw particularly strong liffs.

Specifically, consideration among. M45-54 increased from a baseline
of 0% to 6.5%, while M25-34 increased from 11.8% to 16.5% who would
consider Lunazul. These ifts are 7.8x+ better than Meta's CPG
benchmarks {which represent the effectiveness of Lunazul tunning its
own ads).

Brand awareness for Lunazul also saw a strong fift among M35-44,
jumping from 10.7% to 16.2%.

* Chonce of lift in consideration caused by this campengn is 85% or graater
Source Meia Brand Lifts are defined as the iifl, or difference. beiween a group that was esposed to Discovery Channet + Lunazut socicil montent and a controt group that was not exposed (polls are delivered within 4-48 hours of exposure;.
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TOAST TO TRADITION DIGITAL ELEMENTS + DELIVERY SUMMARY

DATE POSTED PLATFORM GUARANTEE DELIVERED

INDEX UNDER/OVER
SOCIAL MEDIA ELEMENTS
| Ax Hosted A v “/’\‘g; ‘752'&“/’:‘; > Discovery Channel 4,000,000 video views 4,343,405 video views 109% +343,405
YA g . e =
* Rape: ‘ Mar 23, Mar 30, Expedition Unknown i % e, BT )
: ¥ S e :“ Apr 7 & Apr 14 Facebook added value " 19,621 vidwa Yaws -
: . Josh Gates
oty s ot §o ¥ '\;\‘0: ]75&'\20:%2 Facebook, Instagram added valve - -
T MACH PRI s TR s P P & Twitter
g LA Ty Di Channel P e e
: sted Story Ads - Mar 25 & Apr 12 's‘c?:s?;ygmm 5,000,000 impressions ", 5,398,099 impressions 108%: +398,099
DISCOVERY.COM ELEMENTS
* 1% Custo 4 2 Mar 15 - May 27 Discovery.com - 71,699 visits - -
DIGITAL VIDEO ELEMENTS
3
£ °ﬁ°°‘u“%’"“’°§£;’§m“m"‘m“dfzt Feb 10 - May 27 RON & ROS TVE, VOD, D+ 5,171,702 impressions 102% +104,245
Datar Sources: Facebook Ads Manager and Creator Studio, Pinterest, Adobe Analytics. DCM LUNAZUL Discovery



Performance Overview

CUSTOM LANDING PAGE
& SOCIAL PROMOTION




Discovery Channel + Lunazul Tequila

1X CUSTOM LANDING PAGE

WHAT DISCOVERY CHANNEL CREATED

Discovery Channel created one custom landing page, A
Toast to Tradition. The page lived on Discovery.com, and
aggregated the four advertorial social videos alongside
photos from Josh Gates' journey and a CTA to visit to
LunazulTequila.com.

Each of the four advertorial social videos and two Instagram
Story ads directed viewers to this custom landing page. In
addition to the social elements, digital video ads also directed
viewers to explore the custom landing page.

PERFORMANCE HIGHLIGHTS

A Toast to Tradition received 71,699 visits from March 15th
through May 27th, with engaged visitors spending an average
2:44 per visit. Visitors to the page clicked to
LunazulTequila.com on either the featured products or call to
action of “learn more about Lunazul” 436 times.

N,

71,699

VISITS

PREVIEW

Y 2:44
AVG TIME SPENT

T 436

CLICKS TO LUNAZUL

LUNAZUL
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Discovery Channel + Lunazul Tequila

4X HOSTED ADVERTORIAL SOCIAL
VIDEO

| Additional Detailed Metrics

WHAT DISCOVERY CHANNEL CREATED

Discovery Channel created four advertorial social videos, each posted to Discovery Channel Facebook and 43MM+
promoted through April 30th. The videos were hosted by Josh Gates as he explores a different part of what goes VIDEO VIEWS
info Lunazul Tequila and its rich history. Lunazul Tequila was integrated within the videos via logo placement
throughout, mentions of the brand and product integrations, and in some cases, inferviews with employees.
Each video included a calf to action of “Learn More", driving viewers to the custom landing page on facebook

Discovery.com.
. Discavery @ with Lunazul
Tequila

PERFORMANCE HIGHLIGHTS Bafre th teiia, there's b harvesting of
the bua weber agave. Doey Jostus Oate
have what il lakes 10 be @ Jimador?

Combined, the four videos delivered 4,434,405 video views on Facebook, garnering 17,829 engagements and
97,215 clicks to the custom landing page on Discovery.com.

QOverall, Heritage and Distill saw the strongest performance of the four advertorial social videos. Those two videos
not only exceeded completion rate benchmarks, but viewers were also more likely to engage with the post or
click through fo the custom landing page when compared to Discovery Channel's overall benchmarks.

e Heritage saw strong viewer retention and the strongest overall engagement score, delivering 1,004,741 video
views and 20,602 link clicks - a 0.35% CTR (134 index). There were 5,380 engagements across sharing, saving,
commenting and reacting, with viewers reacting most often.

e Harvest also saw strong viewer retention compared to Discovery Channel benchmarks, delivering 1,180,909
video views and 22,335 link clicks - a lower 0.22% CTR {85 index). Engagement with this video also fell short of
benchmarks.

o Distill had the strongest overall viewer retention and CTR, delivering 1,075,813 video views and 32,182 link clicks, a
strong 0.46% CTR (178 index). Viewers were most likely to share this video, along with saving and reacting.

e Celebrate saw a strong CTR compared to Discovery Channel benchmarks. The video delivered 1,081,942 video
views and 22,096 link clicks, a 0.29% CTR {110 index). Engagement with this video fell short of benchmarks.

{f‘b 17K+
ENGAGEMENTS

Discovery @ with Lunazui
Tequila.

Spangored ¥
Lunazul's Master Distifler lets Joshua Gatas in
on the secret family ingredient that makes this
tequila special.

discoverycom . P
Toast to Tradition: Distill . Leam Moy

I # o6 c =

A D

eyt Discovery
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EXPEDITION UNKNOWN & JOSH GATES VIDEO POSTS

| Additional Detdiled Metrics

WHAT DISCOVERY CHANNEL CREATED

Expedition Unknown's Facebook page also shared the four advertorial social
videos. Each video included a link either in post comments or text.

Josh Gaites also shared the four videos on his Facebook, Instagram and Twitter.

PERFORMANCE HIGHLIGHTS

Combined, the four Expedition Unknown videos delivered 25,821 video views on
Facebook. garnering 3,134 engagements and 322 clicks to the custom landing
page on Discovery.com.

Similarly to the videos posted on Discovery, Heritage and Distill saw the strongest
performance of the four social videos. All videos saw strong viewer engagement
& retention. Reacting generated the maijority of engagements for all four videos.

The Josh Gates' posted videos delivered more than 236K views, garnering 35,052
engagements on Facebook, Instagram and Twitter, Heritage and Distill again
were the strongest performers, with the majority of engagements coming from
likes/reactions.

facebook

. Expedition Linknaw - el
Pand Partn @

Toast ta Tradition: Huragn | | mas,

@Jmﬁﬁm'

A work = TECUILA () have the

10 prove it]. My adveniune

it 1 the agay
proud radipons af t

5 with the

LUNAZUL
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2X HOSTED INSTAGRAM STORY ADS

| Additional Detailed Metrics

WHAT DISCOVERY CHANNEL CREATED 1 5.3MM+

IMPRESSIONS

3.4K+

SWIPE UPS

€y

To accompany the advertorial social videos, Discovery Channel created two Instagram Story ads. Each
highlighted moments from the videos, continuing to feature Josh Gates as he explores and learns the
history of Lunazul Tequila. The first Instagram Story ad launched March 25th, coinciding with the launch of
the Harvest advertorial social video, while the second launched April 12th, coinciding with the launch of
the final advertorial video, Celebrate. Both Instagram Story ads were promoted through April 30th, and
included Lunazul integration via logo placement, as well as product mentions and highlights throughout.

PERFORMANCE HIGHLIGHTS

Combined, the two Instagram Story ads delivered 5,398,099 impressions and 3,433 swipe ups fo the
custom landing page on Discovery.com. Both story ads saw below benchmark swipe-up rates, which
shows us that a stronger call-to-action is needed in future executions to entice users to want to find out
more.

e Heritage & Harvest delivered 2,793,997 impressions, reaching 1.1MM unique Instagram users. The
three-frame Instagram Story ad generated 1,682 swipe ups to the custom landing page, a 0.06%
swipe-up rate - falling below the 0.12% benchmark. Roughly 60% of the swipe ups occurred on
the first frame, with the remaining 40% split relatively evenly across frames two and three.

e Distill & Celebrate delivered 2,604,102 impressions, reaching 1.4MM unique Instagram users. The
three-frame Instagram Story ad generated 1,751 swipe ups to the custom landing page, a 0.07%
swipe-up rate — again falling below the 0.12% benchmark. Similar to the first instagram Story ad,
60% of the swipe ups occurred on the first frame, with the remaining 40% split relatively evenly
across frames two and three.

Tguite

Discovery
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RON AUDIENCE TARGETED & ROS VIDEO PERFORMANCE

RON & ROS Video Bundle

METRIC

vOD TOTALS
Impressions 1,610,043 503,581 2,020,135 4,133,759 . :"" »
Wyr sl
- . LUNAZLIL
Video Completes 1,595,344 496,632 1,895,093 3,987,069 . le
VCR 99.08% 98.62% 93.81% 96.45%
Discovery .
VCR Benchmark 98.79% 929.03% 737%
Vs. Benchmark +0.29% +0.41% -3.36% 3
Discovery .
NAKEDRAFRAG CATCH
C1v . Desktop Mobile 436,240 : 193,178
Impressions . Impressions
[ ] () i
5 120,670 E 116,582
3,513,695 206,688 413,376 Impressions : Impressions
Impressions Impressions Impressions
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LIMITED COMMERCIAL INTERRUPTION SPONSORSHIP

EXPEDITION UNKNOWN Discovery & s BB enaie

METRIC 04 Custom Open Mid-Roll TOTALS ) srOU vou By
\ 18] 5

impressions 158,519 683,093 841,612
)SI:EDITI ON
Video Complefes 153319 480,838 834,157 KNOWN
VCR 96.72% 99.67% 99.11% = o
Discovery 1CI - B discovery+
VCR Benchmark 1.12% 98.88%
Episodes About this show
Vs. Benchmark +5.86% +0.79+ ]
Cctv Desktop Mobile
] |
L J
U )
589,128 168,322 84,182
Impressions Impressions Impressions
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APPENDIX CONTENTS

SLIDE # CONTENT

4x Advertorial Social Videos: Detailed Promotion Metrics & Screenshots
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4x Added Value Posts & Josh Gates Posts: Detdiled Promotion Metrics & Screenshots

2x Instagram Story Ads: Detailed Promotion Metrics & Screenshots

25 . Social Performance Index Overview
26 ..+ Definitions of Social Metrics
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Discovery Channel + Lunazul Tequila

TOAST TO TRADITION: SOCIAL VIDEO SCREENSHOTS

Heritage Harvest 5 Distill Celebrate

focebook facebook . | facebook

Discovary @ win Lunasul Dincovery @ wim Lunse Discareary @ with Lunagui
Taquiia Tequila Tegudia

‘Expadition Ynknown's Jushi Gaies heads to
the Beckmann Family Estate In Mexico ta lsarn
about the tradition and histary of Lunarui

Betore the tequila, there's the harvesting of
the blue weber agave. Does inrkiz Gatey
have what it takes to be a Jimador?

LunazuP’s Master Distiller lets ;oels - 26 0N
an the secret family ingredient that makes this

From the agave fields ta the bottle, Jskuz
Gave celebrates the heritage and

taaquita special I il craftsmanshin that goes into every bottle of

Teguiia Lunazul, Saludl

Eacovmrycam
Toast 1o Traditian; Learnmore
Harvest -

Asswnry.cem
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TOAST TO TRADITION: SOCIAL VIDEO PERFORMANCE

HERITAGE (3/15) HARVEST (3/25) DISTILL (4/7) CELEBRATE (4/12)

i I
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ADDED VALUE VIDEO POSTS BY EXPEDITION UNKNOWN

Heritage : Harvest ; Distill : Celebrate

Preview : Preview : Preview Preview
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ADDED VALUE VIDEO POSTS BY EXPEDITION UNKNOWN

HERITAGE (3/23)

METRIC AMOUNT
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facebook

Joshusa Gates - Follow
Mot 1 @

The Expedition is known, Herltage & History. O, ang
damned fine tequila. Juin me for #AToost TaTradition
with Lunazul Tequila and Discovery.

OO0 5.2 186 comments 156 shates 359K views

o Like 2 comment 2> Share

Facebook Preview

Views: 35,000
Reactions: 5,228
Comments; 184

Shares: 156

Discovery Channel + Lunazul Tequila

VIDEO POSTS BY JOSH GATES

Heritage

bavil
- Tweet
facebook

Josh Gates 6 - oo
Bjoshuagates @ Joshua Gates « Fallow

Mar it

The Expedition is known. Heritage &
History. Oh, and damned fine tequila.
Join me for #ATauutToTl

with Lunazut Teguita and
Liviagid.

1.3 comments 92 chares 21.4¥ views

12.5K viaws ) 1L ks ) Comment £> Share
tesygram @ - Follow 03TPM 3/15/22 Twitter for iPhone
48 Rerwerte 778 Likas

o 0 V]

@ Twest yous reply
Q

Instagram Preview

Views: 27,519
Likes: 6,273
Comments; 123

Twitter Preview

Views: 12,600
Likes: 773
Replies: 27
Retweets: 49

Facebook Preview

Views: 21,000
Reactions; 3,030
Comments: 113

Shares: 92

Harvest

Instagram Preview

Views: 16,123
Likes: 3,499
Comments: 38

@ Jish Gates B
Hard work = TEQUILA (| have the
blisters to prove it). My adventure

continues in the agave fields with the
proud traditions of the jimadores. Join

7 Furvwwits 3 Cuute fmess

-
g qQ

Twitter Preview

Views: 10,900
Likes: 639
Replies: 25

Retweets: 28
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Discovery Channel + Lunazul Tequila

VIDEO POSTS BY JOSH GATES

| Additional Detailed Metrics

- "

facebook . a o
@ Joshua Gates « Follow X

e v o

fve mvestigated legends all over the world, out

taday, I'm uncovesing the greatest mystery of il the
sicrel te making amazing tequital Jown me behind the
scanes in Mexizo for #AToastToTradition with. Lunazul
Tequlla and Discovery. Discavery,com/Lunazul

e
2

[ <= BB Hhh somments 6P siares ALEK views

o Like (] Comment A Share

Facebook Preview
Views: 46,000
Reactions: 5,683

Comments: 188
Shares: 268

Instagram Preview

Distill

I've investigated legends all over the
world, but today, I'm uncovering the
greatest mystery of all: the secret to
making amazing tequita! Join me
behind the scenes in Mexico for

I Tolr owith

cram @ Foliow

160 8 viaws
2RZuM 4D e

@ Feecet your oy

o Q Q

Twitter Preview
Views: 22,457 Views: 11,000
Likes: 4,511 Likes: 723

Comments: 64 Replies: 28
Retweets: 43

facebook

@ Joshua Gates « Follow _

ialos to the glass, join me for a final
1 with Lunazul Tequita and
¢ ooy unazil

247K views

» Share

Facebook Preview

Views: 25,000
Reactions: 2,632
Comments: 66
Shares: 96

Celebrate

Instagram Preview
Likes: 3,461

Tequila. It's not just a bottle .it's a
journey. From the agave fields to the
glass, jon me for a final

ToT

Q

3,300

Twitter Preview

Views: 8,738
Likes: 466
Replies: 18

Retweets: 29
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Discovery Channel + Lunazul Tequila

HERITAGE & HARVEST: INSTAGRAM STORY AD PERFORMANCE

| Watch Here

PERFORMANCE
METRIC AMOUNT RATE INDEX

Ad. lmpresslons 2,793, 997

" Unique Reach b 1,126,102 2.5x -

“ Swipe Ups & cm 1,682 0.06% 50
‘Frame ] 1,001 = = —

st _g s i - f Let's learn about tha histary

- and traditions of o of the =
me@ 2 a0 338 - - g nf world's moit popular fequilas
mee 3 343 - -

BOOK Ads Mobage: Dot cuitent as af vay 3, 2027 LUNAZUL
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Discovery Channel + Lunazul Tequila

DISTILL & CELEBRATE: INSTAGRAM STORY AD PERFORMANCE

| WatchHere

PERFORMANCE
METRIC AMOUNT RATE INDEX

Ad Impresslons 2, 604 102 ' Q (
Unique Reuch i 1 437 679 1.8x E
iy =S Wateh fullapls
o | e — L& il . ms:ovg‘ry.:om?‘
1,751 0.07% 58 | | W Cooking blue websf agave
e | d U | creates the sugar necessary

1,045 = - s | to produce alcohol

g Vrramez : 351

' meeé 355

LUNAZlJL :
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Social Videos & Instagram Stories

HOW TO READ THE PERFORMANCE INDEX

The previous slides provided insight into how your sponsored content performed
against the benchmarks for other Discovery Channel sponsored social content.

Various metrics will be listed along with their respective performance index. The
performance index baseline is 100, with anything above 100 indicating better than
average performance and vice versa. Note that a performance index of 80-99, while
below average, is still considered positive overall.

Using the chart to the right as an example, if the engagement score of a video was 10
and the benchmark was also 10, that video would receive a performance index of
100, meaning that viewers were just as likely to engage with the content as other
Discovery Channel sponsored content of the same type.

Conversely, if the engagement score of a video was 15 (with the benchmark still at 10),
the performance index would then equal 150, meaning that viewers were 50% more
likely to engage with the content compared to other Discovery Channel sponsored
content of the same type.

150
100 ==
/75 1}

Viewers were 50% mote likely to
engage compared to other sponsored
social videos of the same type.

Viewers were jyst gs likely to engage
compared o other sponsored social
videos of the same type.

Viewers were 25% less likely to engage
compared to other sponsored social
videos of the same type.

D)

Discovery



Social Flat Posts, Social Videos + Instagram Stories

METRIC DEFINITIONS AND METHODOLOGIES

METRIC  DEFINITION

Number of hmes 'rhe posf was seen These are not unigue impressions and may include multiple impressions per user.

aeh Number of unrque users who SowW The posr

o s T

Number of ’ﬂmes The VIdeo was wewed for 3 seconds or Ionger These are not unlque video views and may include multiple views per user.

e VTR A colculohon of fhe number of 03 vrdeo vrews dlvtded by posf rmpressrons
e s A 2 AR 8 S S S AN S o 0 Bl AN o S R RO 4 S i O
. Video te‘ . VCR 95% V|deo complehon roTe The percentoge of 03 vrdeo V|ews ’rhor converied to 95% vrdeo views.

Tofal number of shores saves/re-plns commenfs, reochons/lskes and/or close -UpS.

The number of engogemen’rs d|V|o|ed by |mpressrons (for flof posfs) or by vrdeo vrews {for video).

- ) . §h Tofcl number of post shores Thrs rncludes pubhc and prrvofe shores Only avonlob|e on Facebook, ond Insfagrcm {paid only}.

The number of shores deed by |mpressxons (for floi pos’rs) or by vrdeo V|ews (for vrdeo)

- Toicl number of post saves On Fccebook ond Instorgrcm, fhese are prrvqfe saves oy

our occount On Fqcebook only avoncble for patd
- Save Score

The number of saves leIded by |mpre5510ns (for flof pos’fs) or by V|deo vrews (for vrdeo)

Tofol number ef posr commen’rs AII are public commenfs on posfs

The number of comments drvrded by |mpre55|ons (for flcr’r posts) or by vrdeo V|ews (for vrdeo)

To’rol number of posf reochons/lrkes AI! are publrc recrchons/lrkes on posfs

The number of rec:c‘rlons/llkes dlvrded by i rmpre5510ns (for ﬂoi posfs) or by vrdeo vrews (for video).

i Totol number of hnk clrcks on fhe post or swipe-up in ’rhe story

’ The number of I|nk cllcks/5W|pe ups drvrded by post/story i rmpressrons

)
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LIMITED COMMERCIAL
INTERRUPTION SCREENSHOTS

-~




Discovery Channel + Lunazul Tequila

LIMITED COMMERCIAL INTERRUPTION SPONSORSHIP

Discovery = s Discovery = swow

BROUGHT TO YOU BY
LUNAZUL

E)&PEDITION

KNOWN

E)(ﬁEDlTloN

KNOWN

Placement: Limited Commercial Interruption Lime Light Sponsorship of Expedition Unknown — Key Art Logo @

DISCWBI‘Y



Discovery Channel + Lunazul Tequila

LIMITED COMMERCIAL INTERRUPTION SPONSORSHIP

Discovery # sow

e

Placement: Limited Commercial Interruption Lime Light Sponsorship of Expedition Unknown —:12 Custom Open (Pre-roll) /? @D

" Discovery



Discovery Channel + Lunazul Tequila

LIMITED COMMERCIAL INTERRUPTION SPONSORSHIP

Discovery m s

Placement: Limited Commercial Interruption Lime Light Sponsorship of Expedition Unknown —:30 TVE Cutdown #1 (Pod 1) /? @

Discovery



Discovery Channel + Lunazul Tequila

LIMITED COMMERCIAL INTERRUPTION SPONSORSHIP

Discovery = s

B Watch full episodes at
SEREDIseovery.gom/Lunazil

Placement: Limited Commercial Interruption Lime Light Sponsorship of Expedition Unknown - :30 TVE Cutdown #2 (Pod 2) /? @3

Discovery



Discovery Channel + Lunazul Tequila

LIMITED COMMERCIAL INTERRUPTION SPONSORSHIP

Discovery s

Watch full episodes at
Discovery.dom/Lunazul’

Placement: Limited Commercial Interruption Lime Light Sponsorship of Expedition Unknown —:30 TVE Cutdown #3 (Pod 3) /‘f @D
LU‘)};?'%UL Discovery



Discovery Channel + Lunazul Tequila

LIMITED COMMERCIAL INTERRUPTION SPONSORSHIP

Discovery = s

Watch full of is _es at
Discovery.comi/Lbnazul _

e

Placement. Limited Commercial Interruption Lime Light Sponsorship of Expedition Unknown — :30 TVE Cutdown #4 (Pod 4) /? @3

NAZUL
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Discovery Channel + Lunazul Tequila

LIMITED COMMERCIAL INTERRUPTION SPONSORSHIP

Discovery = s
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Placement: Limited Commercial Interruption Lime Light Sponsorship of Expedition Unknown - :30 Brand Spot (Pod 5) /? @
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SUMMARY
STRATEGY
CREATIVE EXECUTION
Q4 MEDIA PLAN (to review 12/15)
« Media and tactics
FY'22 PLANNING (initial conversation)
ADDENDUM
«  Why FTW/ Datapoints -
« FY'21 Survey Results (summary)
« Approved Q3 Media plan and creative



Quick Review of Survey




What We've Learned

Insights:

* Premium is brought to life through taste and experience

« Consumer and Manufacturers have different definitions of premium
* Younger consumer view the FTW campaign as Premium

Takeaways:

* Maintain Authenticity

» Personalize Marketing By Demographic Distinctions
» Lean into the experience of drinking Lunazul

What this could mean for future creative: Leave it be

Taking in the consideration how “Premium” conjures broad interpretation, the creative, untouched and
where it stands today - to our younger audience samples, signals a premium experience. Which is good
news given the intention to raise the price.

FTW campaign’s shelf life is healthy and confidently relevant as we push to a more premium space in the
future.




Updated FY21 Strategy




fy21 marketing direction

Increase awareness of Lunazul as an authentic 100% agave tequila

i through exciting new channels that distinguish the brand.
2 Elevate the brand as a leading tequila in the category.
3 Convert on-premise buyers to retail.




strategy matrix

GOAL

OBJECTIVE

STRATEGY

TACTICS

POSITION LUNAZUL AS AN AUTHENTIC 100% AGAVE TEQUILA

RER———— 1 0 03[ RV TN

BRAND AWARENESS

Tequila Recall : l 3 Convert to Retail

Comieien, 0

Snackable Social Social Media
Media Campaigns Product Locator

[ ticient , Hizh
Aware ness Vi




Creative Execution




VIDEO CONCEPT OBJECTIVES:

Launch a tequila brand

Authenticity = Premium

Primary audience (young) = energy and trend

Secondary audience (older) = calmness

Re-introduce lifestyle with Covid-19 in mind (1-3 people in frame)

Connect tequila to the wolf (Feed The Wolf)



LUNAZUL TEQUILA LAUNCH This spot is effectively a re-introduction it is a patchwork of lifestyles featuring our

:30 VIDEO
“FTW MONTAGE” learned from our research made.

of our brand’s essence, but with slight pivots core audience, but in smaller groups and in separate
experiences and environments, Lunazul Tequila and
their lust for life are the ties that bind.

Exploring the world starts within, An adventurer, ignited with a spark

VO Talent: Hispanic Woman in her 50s.
That paws at your sense of wonder

Sage-Like. Patiently delivering the lines.

It's a hunger so satisfying,

All you have to do? Is feed it. Feed The Wolf.



LUNAZUL TEQUILA LAUNCH
:30 VIDEO
“WOLF POUR”

VO Talent: Hispanic Woman in her 50s.
Sage-Like. Patiently delivering the lines.

1012331430

Hungry to explore,

has always guided us.

This spot connects a wolf's pursuit in the

wild with the process of opening, pouring and
sharing a glass of Lunazul—a metaphor for the
FTW campaign and the Lunazul experience.

Eager to join in the hunt,

473301895

The settinyg is uncharted, the energy is exciting, We build to unviel a couple - our target -
the cuts from scene to scene are palpable. at their current destination enjoying a finished
pour, looking out to what’s next on the horizon.

1282536372

The need. The desire for more.
But it's always lived within you...

160848824

under the same moon that

Find it. VO: Feed the Wolf
ONSCREEN: Couple looking to the horizon.



Media Plan




campaign timeline

PHASE 1
PRE-LAUNCH
(DEC - JAN 15)

PHASE 2:
CAMPAIGN LAUNCH
(JAN 15-APR)

NOV

DEC

Social Media Product Locator

Video

Creator Campaign

Connect the Wolf

Social Media Campaigns

JAN FEB MAR APR

Social Media Product

~ locator

Premium Video

Creator Campaign

Connect the Wolf

Social Media Campaign
Support

MAY




Q4 Media budget overview

Video Campaign —42%

Premium Video: Hulu Awareness & Elevate CVR $150,000 $54.00 2,777,778 tmp.
Premium Video: CTV Awareness & Elevate CVR $150,000 $28.00 5,357,143 Imp.
‘High-Efficiency Video: Social {IG, FB, TW) -Awareness CVR $50,000 $3.75 13,333,333 Imp.

Creator Campaign — 41%

Creator Contracts Awareness & Elevate CPM, Eng. Rate $300,000 FLAT TBD
Creator Amplification: Social (IG, Y1) Awareness & Elevate CPM, Ad Recall $30,000 $3.75 8,000,000 Imp.
Creator Amplification — Sweepstakes: Social (IG, FB, TW) Elevate & Engage Eng. Rate $16,500 $1.42 11,620 Clicks

Connect the Wolf — 6%

Video Build with Discovery or Creator Build Awareness CPM $50,000 FLAT T8D
Social Media Amplification — 11%

Primero (IG, FB, TW) Awareness CPM, Ad Recall $30,000 $3.75 8,000,000 tmp.

Recipe Videos (IG, FB, TW) Elevate & Engage Eng. Rate $30,000 $3.75 8,000,000 Imp.

Tequila Trends (IG, FB, TW) Awareness & Engage CPM, Ad Recali $10,000 $3.75 2,666,667 Imp.

Product Locator (IG, FB). Convert CTR $20,000 $1.42 14,085 Clicks
Totals

$836,500 - 48,134,921+ Imp.






Video strategy

Capture the audience’s attention through strategic video placements that will increase awareness,
elevate brand perception, and drive consumers to the website.

premium video High-efficiency video \i {_‘,
- v \
Premium placements for premium tequila Reach and engage the audience \
* Less clutter means more memorable ads * Most targeted type of video placements
« 100% viewable, non-skippable inventory * Align with premium content and creators
« Brand-safe environment * Opportunity to engage consumers
= =)
Connected tv Social



PREMIUM VIDEO




Premium video

hulu

+103%

Benefits:

Hulu is the leading platform in streaming TV.
In July of 2020, Hulu hit 91 million ad-supported viewers.

Of the big 5 Networks, Hulu is #1 with 733M+ house
watched. Hulu is #1 in OTT hours per household, with 43
hours of content a month.

Hulu’s exclusive reach continues to increase, reaching 62%
in 2019.

PPl
JULY




Premium video

o

g ]

Connected tv

A subset of OTT which is always delivered on an actual
television set, usually through a streaming device.

Benefits:

100% viewable premium inventory

98%+ non-skippable inventory

Less cluttered ad environment with maximum
commercial length of 90 seconds (vs. 150 seconds
on traditional TV)




Premium video

frd
]

L o

Connected tv

User logs on to device
and selects the content
they would like to
watch

A non-skippable video
advertisement plays
prior to content
beginning or mid-
content

Once ad(s) is complete,
selected content begins
or resumes



Premium video

=

v .

Connected tv — Where do consumer watch?

Scripps — Lifestyle

Run of Network across Sling TV's in-app video inventory
targeting only Scripps TV along the lifestyle vertical.

o diy

network

Telaria — Food & Drink

Run of network across Telaria’s food and drink related
CTV only inventory + Brightline — TV technology for
dynamic, personalized and interactive ads

travel )

CHANNEL

Sling TV — Entertainment

Run of Network across Sling TV's in-app video
inventory targeting Entertainment.

E ow

SpotX — Live Sports

Run of site across all live sport content on Spot
Xinventory — SpotX is still working with
their publishers to create the 2021 Events
Calendar

Tubi TV — LDA Compliant

Run of Site across Tubi TV's connected TV
inventory targeting LDA Compliant.

MASKED SINGER

HELLS|KITCHEN"

ROKU — RON

Run of exchange across Rubicon Project's
network of CTV partners running across Roku
devices.

RoKuU



Premium video

(=N
[}

Connected tv — elevating the brand with QR codes

PRESS OK TO UPGRADE YOUR
AT-HOME COCKTAIL HOUR

I3 S P A T T

BrightLine

Allows the viewer to click for
additional advertiser information,
app download, or exclusive offer.

Utilize a QR code to drive to
recipes on the site or to the Drizly
app to purchase Lunazul



HIGH-EFFICIENCY VIDEO




High-Efficiency Video

|II
@ peee Verizon T
(

Social
@ Lunazul Tequila @
Support the campaign relaunch by amplifying the Feed the Wolf campaign Thére's a firo that bisins within 8 lutky Téw 6F us

Feed it. #FeedTheWoll #lLunazulTequila

on Lunazul’s owned social channels — efficiently increasing reach and
recall on placements that are endemic to the campaign.

Demographic: 21-39

Lookalike Audiences — Engaged Users, Video Viewers, Website Visitors

Interests: el Jimador Tequila, Distilled beverage, Hornitos Tequila, — S —_—

. . \ - - . - K. Me nents ar
Margarita, Agave, Tequila, Espolon Tequila, 1800 Tequila or Tequila omments es
Cazadores gy Uke () Comment b Share
And Must Also Match: Interests: Mexico, Mexican cuisine, Concerts, .Lunafuemunm -,

Music, Music festivals, Parties, Bars, Taco, Dancehalls, Restaurants, Happy Give thanks. far sequla

hour or Foodie

And Must Also Match: Interests: Adventure travel, Vacations, Mountains,
Air travel, Camping, Nature, Lakes, Tourism, Beaches or Hotels

And Must Also Match: Interests: Family or Friendship




Connecting the wolf
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DISCOVERY

Option 1

12:30 7 wtl & -

© stagram. & 7

B suconry Re-edit the Discovery Mexico video to create a Facebook &
“ Paid Promotion with Lunazul Tequila

Instagram ad targeted to:
* Foodies
* Travelers

e Discovery audience

Increase reach and frequency with the discovery audience by
supplementing with:

* Display media

* Food Network Recipe of the Day Newsletter

sponsorship.

1.984 likes
discovery #Feed TheWolf

7 Ak B BEE TRANSLATION




DISCOVERY

discoveryGO

Build on the Premium Video campaign, with a direct buy

to feature a :30-:60 video in premium mid-roll across the
Discovery/Food Networks streaming apps.

NOTE: Discovery can create a cutdown of the existing
custom video to be used as an additional / supportive

TVE asset to further connect the campaign to the wolf.




DISCOVERY

Option 2

TV Everywhere offers full-length episodes of Discovery’s premium linear
content, available to traditional and digital cable subscribers across
connected devices—such as connected TVs (80% of inventory)—mobile,
tablet and desktop.

Extend across all platforms of Discovery GO:
* vMVPD and VOD inventory
» across networks such as HGTV, TLC, ID, OWN, Discovery Channel
* with access and placement targeting on more than 30,000 titles

Increase relevancy by scrubbing closed captioning data to extract all parts
of speech and multi-word expressions to provide contextual alignment on
an episodic level.

« Keywords could include cocktails, travel, cooking and more.
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Meet the FIRE

THERE'S A FIRE
THAT BURNS INSIDE-THE__
LUCKY.FEW OF US.
IFEED T

~

RET

@vagabrothers




CREATOR SELECTION STRATEGY

We're on the hunt for adventurous story tellers that have a unique point of view to their

active and ambitious lifestyles.

Adventurer

‘ Sail to the

With Cocktails Adventure RIERELVANY -y Adventure

Adventure ‘/ Food Focused ‘ Adventure
\ @ ()

A t ‘ [
glventure P Adventuring Adventure Bucket List
Through
~ Adventures

Together With Wolves

Photography



CREATOR SELECTION STRATEGY

Does the creator ...

1 Possess a hunger for life which can be seen through unique story telling?

2 Have an active communities of friends & family featured in their content and an engaged
followers to authentically build Lunazul’s wolf pack?

3 Create high-quality, top-tier content that will help to elevate the brand?







SAMPLE TALENT

vagabrothers - _ Sailing la vagabond

Brothers Alex and Marko have travelled the Riley and Elayna are a couple that is currently
world, documenting their adventures from sailing around the world in their 43 foot yacht.

Hong Kong to Laos to Uzbekistan. In each They've crossed the Panama Canal, sailed
destination, they love sharing their wild across the Atlantic with Greta Thunberg, and

activities, from hiking Mount Kilimanjaro to share every moment of their life with their
going on safari in Tanazania. fans.




SAMPLE TALENT

) o

Tipsy Bartender

Whether you are looking for an epic jungle
juice for your next party or a tasty new
mimosa to brighten up brunch - The Tipsy
Bartender has got you covered. With recipes
ranging from creative jello shots to spiked
desserts he truly can do it all.

Tieghan Gerard

\/\

NYT best selling author of HBH Super Simple
Cookbook, Tieghan's recipes are inspired by
the people and places she loves. From a family
of nine, she helped cook to tame some of our
mealtime chaos. As she captured the process
in photos and documented her best recipes,
Half Baked Harvest was born.







SAMPLE TALENT

SASHA JULIARD

Sasha is an adventurer and travel
photographer known for his stunning photos
and videos of his adventures around the world.
He's always on the move, seeking out the
world’s most beautiful places.

the endless adventure

Eric and Allison are a travel couple on a
journey to find the most interesting places and
unique foods this planet has to offer! They
traded in steady paychecks and permanent
home for a life of travel and adventure.




SAMPLE TALENT

The blonde abroad

<,

Kiki is a California native, who left her career in
corporate finance to pursue her dream of traveling
the world. Since then, she's traveled to over 70
countries and has knocked some big adventures off
her bucket list. Kiki established her blog, The Blonde
Abroad when she stopped living a life bound by
limitations and decided to follow her heart and live a
life without borders.

JJ YOSH

<,

In his early adulthood, JJ discovered an undeniable love
for nature on his first backpacking trip, and quickly
realized that exploring our earth was key to helping the
world. Since then, JJ has led countless groups of people
all over the world to explore some of the most beautiful
places on earth and now he produces engaging media to
inspire people to get outside and explore their backyards.




SAMPLE TALENT

La Cooquette

%

Maria was born in Honduras but considers herself as a citizen
of the world. She is a traveling foodie, living her best life
exploring the globe through taste. Her one-of-a-kind recipes
are inspired by many different dishes from around the world.
Having lived in multiple cities and traveled to many countries,
Maria aspires to share simple recipes that will allow her
audience to be adventurous with their approach to food.

Matt Broussard

%

Recently named Forbes 30 under 30, Matt is a
professional chef and internet personality who shares
droolworthy recipes from around the world on his social
pages. He also is a huge cocktail lover, and shares tips for
making killer drinks on his handies.




SAMPLE TALENT

Monique Volz

%

Monique is a loving mother and wife that has a passion for all
things cooking and baking. Her goal is simple: to inspire her
followers in and outside of the kitchen. Monique’s passion for
cooking and baking came at an early age while assisting her
Puerto Rican mama in the kitchen. Now, Monique has grown
her brand, Ambitious Kitchen to help inspire and educate her
followers on how to keep things in the kitchen exciting, yet
balanced.






SAMPLE TALENT

Nic Morley

m Nic is an adventure filmmaker whose content
features adrenaline pumping activities such as:
backflipping off shipwrecks, dirt biking on the
beach, and a range of exploration travel videos

Content Example

Chase for adventure

‘ These travel journalists and couple look to
showcase the beauty in different cultures and
inspire others to chase their dreams. They love
sampling new flavors, and could share what
pairs best with Lunazul tequila!

Content Example




SAMPLE TALENT

Tyler and Todd o Hannah Chamberlain

g Last year, Tyler and Todd left everything behind, bought a Y Well-versed in original cocktails, alcohol

1996 RV, made it their home and ventured out to explore culture, and top drinking destinations, Hannah
North America as digital nomads. With their two dogs, Tyler is the go-to millennial mixologist on the

and Todd have been traveling and living in their RV since internet. Plus, she is always serving up drinks
September 2019. Between renovating their home on wheels with her unique flair.

and sharing their love for nature, they have garnered a large

and loyal following with a consistent engagement rate of 11%

across social media!




SAMPLE TALENT

B 69«

(O] 27«

Natalie Migliarini — —

Cocktails are Saeed's signature specialty, with 7 years of Y Based out of Seattle, WA, Natalie Migliarini is a home
bartending experience under his belt he knows how to bartender, cocktail stylist, photographer, and recipe

shake (or stir) the best cocktails around! But cocktails developer. She creates and photographs original cocktail
aren't his only signature, it wouldn't be Cocktails wit recipes from the perspective of a home bartender. In 2013,

Hawk without his Mohawk! Natalie decided to leave her career job and chase her
passion for cocktails and entertaining. She’s passionate
about crafting yummy drinks and sharing her journey with
others through her drinkable moments around the world.



SAMPLE TALENT

Esteban Castillo = —

j 8

—
f‘_*

(hicano C 20N
FATS -

% A

O) 65K

Esteban says Mexican food was the foundation of his
childhood. So when he started to see popular food blogs
present recipes as traditional Mexican dishes when they

were anything but, it got him riled up — and motivated
him to mesh his love for design, cooking and culture.
Chicano Eats is a bicultural and bilingual food blog where
Esteban shares traditional and fusion Mexican recipes —
presented with a stunning visual sensibility.

Yvette Marquez-Sharpnack

%

\l

Among many things, Yvette is a proud Latina and an on-
camera host, a home chef, an Emmy-winning producer and
writer, award-winning food blogger, and author. Yvette
founded Muy Bueno to share delicious home-style
Mexican recipes served with a heaping spoonful of
heartwarming family stories.



BUDGET: $300k

Example 1

talent: 5 creators

1 x tier 1 creator and
2 x tier 2 creators and

2 x tier 3 creators

talent to capture (each)

1 x igtv teaser video
2 x custom youtube video
2 x instagram stories

1 x instagram photo

Example 2

talent: 4 creators
e 1 xtier 1 creator and

e 3 xtier 2 creators

talent to capture (each)
« 1xigtvteaser video
e 2 xcustom youtube video
* 2 xinstagram stories

* 1 xinstagram photo

example 3

talent: 2 creators

2 x tier 1 creators

talent to capture (each)

1 x igtv teaser video
2 x custom youtube video
2 x instagram stories

1 x instagram photo




PROCESS + TIMELINE

\

4 I

,—,, /,— \ Fd /-"_‘~.\
(1) (2) (3) —(4) 5P,
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v campalgn mcludlng

. ,budget and sample

-z

LEAP to’ de\{elop a campa|g 4

' econtent requwements such
as requwed ||nks & campalgn

3

proposal to develop a Iong-

term relatlonshlp

|nf|uencers LEAP to

& creatlve brlef to be sh ed’}: |
' connect and negotlate W|th

-twith creators It W|II, n/clude A1
‘creators for the campargn

;: fLEAP wﬂlprowde real time
hashtags as well as at :'{ it ||

£

sed on approved sample o

creator updates W|th ther
goal of qulckly bundlng ar -

flnal Iust of creato

Loy e

. a

- " ¢o ntents 2

e !
D e .‘é\u

o . 5
Lol e i

[IPEE A O

seelng krt and |ts

7 *Once creators recerve
i ?*seedmg k|t they wrll

iy I €
e a0 K B i s

create content Brand

wE

Honmid, L

(&)

March 2, 2021

Creator Campaign
Launch

= {\’“; i "}‘"X"“

Creators pubhsh c nterrt
'and LEAP to amplrfy wrth b

T A A e



Connecting the wolf




PARTNER WITH WOLVES

Bring awareness to wolf conservation through the eyes of the
wolf by partnering with:
* Wolfdog influencers and their humans that share
their adventures.
*  Wildlife photographers that often work with and

document wolves.

Work collaboratively with creators to generate content about
how Lunazul inspires them to fuel their passion in support of
wolves. Posts can be purposefully crafted on designated days
or weeks throughout 2021 to raise awareness and funds for
select wildlife and conservation organizations. For example:

* Animal Rights Awareness Week (late-June)

* National Wildlife Day (Sep.)

*  Wolf Awareness Week (late-Oct).




SAMPLE TALENT

Loki the wolfdog

n Loki is a husky/arctic wolf/malamute mix traveling
and exploring the western U.S. with his
photographer owner, Kelly Lund.

Content Example

=
)

11.7K

M

(O) 339k

Wolf Instinct

Njord, a wolfdog, and his owner Jeremy Stella
share their adventures and howls outdoors. While
based in France, Njord has a strong U.S. following.

Content Example



SAMPLE TALENT

_ O] 210k
Sitka The Wolf - Wolfdog Archer & Gang ——l

n Sitka and his owner, Czech photographer Wolfdog Archer and his pack — Sol, Luna, and their
Honza Rehacek, have been discovering the humans - share their life indoors and outdoors in
beauty of nature together for more than six California.
years.

Content Example

Content Example



SAMPLE TALENT

Paul Nicklen S— ' Jennifer llene

(’ One of the world’s most acclaimed nature n An avid animal lover and advocate, Jennifer is

photographers and NatGeo contributor, Paul an animal photographer that has worked with

Nicklen has documented the beauty and the several wildlife educators & over 80+ different

plight of our planet for over twenty years. animal species, including wolves, throughout
the US.

Content Example
Content Example
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20%
PRIMERO/A
NEJO

20% RECIPE
VIDEOS

CREATOR
CAMPAIGN
SUPPORT

Premium
Feed the Wolf s

LOCATOR

f @V

20%
TEQUILA
TRENDS

10%
SWEEPSTAKES




30%
USER
GENERATED
CONTENT

@wﬂlfrohcforfood The flrst rule of a hunt never settIe =

: for anythlng but the best It Iooks I|ke you found the
best DM us so your pack can rep the wolf
' - n e @l B }ﬁ"N , Fl ,M"'i'u TR = x‘m»‘:’“, %
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RECIPE VIDEO
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Social Media Conversation Q_p_gortuni'ties

Organize and execute a shoot day for Primero AND
Anejo, capturing premium still and video content.

Publish 1-2 posts per month to drive product awareness.

PAO
PRIMERO/ANE]J

O




© . 'Social Media Conversation Opportunities.

,:*,.:campargn for each ofthe foIIowmg days = ‘

T . !}MCm’ o de Mayo |- May 5 2021
e ;'f‘Natlonal TeqU|Ia Day e June 24th 2021
= ' Blue Moon | August 22, 2021 o :
i ' - Wolf Awareness Week | October 18 22, 2021

S Dra de Ios Muertos: |- November 1st 2021‘ ;»,,l;k_e . g il

:Holrday § December 2021
- “ New Year s Day I January 2022

o8 ANatlonaI Margarlta Day I February 22 2021

S RARAST s e e o B 4t BmrabSien B < marnnnE <o

PITEP e T LN

20% TEQUILA

TRENDS
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Looking ahead




campaign timeline fy’21

PHASE 1
PRE-LAUNCH
(DEC - JAN 15) Ay I e L TRy
- - - Social Media Product
Social Media Product Locator S A T :
PHASE 2: Video Premium Video
CAMPAIGN LAUNCH
(JAN 15-APR)
Creator Campaign Creator Campaign
Connect the Wolf Connect the Wolf

Social Media Campaign

Social Media Campaigns Sroe

NOV DEC JAN FEB MAR APR MAY




Proposed timeline - FY ' 22

e -

PHASE 3
SUMMER
PROGRAMMING
(May - September)

Video: New Creative + Placement Optimization

Creator Campaign: Consumer Scavenger Hunt + Creator Mexico Trip + Thrillist (Pandemic-Dependent)

Connect the Wolf: New Creative + Placement Optimization

Social Media Amplification

MAY JUNE JULY AUG SEPT







fy21 next steps / direction

1 Brand Team to approve the Influencer selection; began work on the creative brief
and standard Influencer seeding kit.

2 Finalize the budget and buy for the Wolf Support initiative.

3 Brand Team to approve video / creative approach; AMP to develop creative brief
with cost per SOW; AMP to update Social Media Brand Guidelines based on

approved creative direction.

)






Q3 Media
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Q3 Media budget overview

: . : : Est.
channel tactics objective Primary kpi spend

results
. Interests & 9,469,696
Reddit Communities Awareness CPM $25,000 $2.64 .

Facebook + Instagram Product Locator & . ; )
Feed & Stories Drizly Audiences UGiii'3 Sl 35,000 51.42 3,521 Clicks

Totals

TOtal FYZl MEdia Spend 330’000 _-



REDDIT

Increase awareness of Lunazul Tequila while users are engaged in relevant content and discussion.

Primary KPIs: CPM

PROMOTED
u/tequila 6 days ago Supporting KPIs: CTR, Engagement Rate
Stay bold. Stay thirsty. Stay golden.
= Targeting Tactics
. % (/{ P74 * GEO: Top Markets
. . gttt * Interests: Food & Drink > Alcoholic Beverages

1‘ .. . .
" « Communities: r/tequila, r/alcohol, r/cocktails,

r/bartenders, r/mixology, r/drinking,
r/drinkswithaview, r/alcoholgifrecipes, r/recipes,
r/mexicanfood, r/tacos, etc.

Creative Assets

https://lunazultequila.com/ [ LEARN MORE ] * A/B Test 2-3 Promoted Posts
* Image + Copy
4392 ¢ * 1 Promoted Videos

* Video + Copy



Reddit Video Creative

GLAMPING VIDEO AUDIT:

Observations: Lean more lifestyle than bottle. Showcase fire in desert.

15 :06

At Lunazul, we make 100% agave tequila hand-crafted for those with a hunger to explore, but we know times are
tough for right now. We also know you're tougher, and when the time comes, you'll be ready to join the
pack....And Lunazul? We’ll be ready, too.



Reddit Still Creative o

VERSION: A VERSION: B
PROMOTED PROMOTED
u/tequila 6 days ago

u/tequila 6 days ago

Stay bold. Stay thirsty. Stay golden. Stay bold. Stay thirsty. Stay golden.

g
Y
<
=
|

[ LEARN MORE ]

https://lunazultequila.com/

l LEARN MORE

https://lunazultequila.com/

4392 & 4392 §



Reddit Still Creative

VERSION: A VERSION: B
PROMOTED PROMOTED
u/tequila é days ago u/tequila 6 days ago
Stay bold. Stay thirsty. Stay golden. Stay bold. Stay thirsty. Stay golden.

rtd I: HESWOLES

S
Y
T
S
| S

https://lunazultequila.com/ LEARN MORE J https://lunazultequila.com/ L LEARN MORE ]

+392 & 4392 §



Facebook + Instagram

Increase product consideration by driving consumers to Lunazul's product locator and Drizly digital shelf.

Lunazul Tequila @
Published by LEAP Amp @ - May 3 - %¢

Faed your spirit. Order now on Drizly.

Primary KPIs: CTR
Supporting KPls: Clicks, Reach

Targeting Tactics
e GEO: Top Markets
¢ Age: 21+

* Lookalike: Engaged Users, Website Visitors
* Interests: Distilled Beverage, Tequila, Drizly
* Exclude: Clean & Sober

Creative Assets

* 2x Feed Videos + Post Copy
* 1x Product Locator
* 1x Drizly

* 2xStory Videos + Post Copy
¢ 1x Product Locator
* 1x Drizly



AS THE BLUE MOON RISES over the mountains of Jalisco, Mexico,
we see the silhouette of a wolf howling to gather its pack.

The pack responds, eager to join in the celebration of something beautiful and rare.

It is that PRIMAL energy, that same hunger for life,

that gathers and excites Lunazul drinkers. We are born under the moon of desire -

in homage to the heart of the distiller-the rich

land of Tierra de Agaves, and the spirit of the wolf. Feed that spirit.

-- FEER THEWOLE -




1M+

HOWLING SOCIAL ENGAGEMENTS

23M+

100% DE AGAVE IMPRESSIONS
4% ALC./YOL

400%

INCREASE IN SHARE OF VOICE
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COMMUNICATING “T LQUILA” Lunazul is one of the best tequila’s on the market that no one knows about. In 2021 this will change.

INTHE
FORM
OF A

MARGARITA

5’;?'&(2/(:
100% DE AGAVE

40 ALC/YOL,

1;EASUX~f;
. .“SEEN .
~ ONTHE
LABEL

LUNAZUL
Teguiiler

=

..:.'_' \ \w

MAKING
THE LOGO
MORE
PROMINENT




Having a broad pallete of assets is great for an expressive brand, but sometimes too much |

A1/ CING < ELEME . : 9 ; , ’ o
BALANCING THE ELEMENT can turn into a exciteable mess. Here’s some tips of how to keep everything meaningful.

The bottle, by very nature, has
a big logo on it. When featuring L & L
it prominently the messaging LU NA ZUL
demands of clearly indicating the -
word ‘tequila’ and owning the
wolf icon are covered. This mokes
the balance of other brand
mandaroties much casier.

G

When vou don't have  bottle

10 feature, adding a logo is necessary.
Find an area in the photo that
presents a high contrast bed for the
logo ta sit on.

—

BLANCO Chher design tips fo clean tp
o the presentasions inchde:

¥ /I.{(ZZW
160% DE AGAVE

Use unly one expression

of the wolf spitit per design

s ALCSVOL

Use distressedt eadge jo divide
vistad theughts

Y L s
- ¥ oas
ayom e TN A TN
If communication demands
stuck up chuose an uliva-simple
imuge 1o festure




ILUNAZUL

..‘:7(7;}'((/}’?1

100% DE AGAVE

40% ALC./YOL.

Lunazul’s core brand personality trait is derived from
the strongest part of its brand, the packaging.

The authentification of the embossed wolf seal means
everything; it echoes the meaning of Lunazul (blue moon,)
it marks a standard for quality, and it connects us to the
heritage of the brand as it harkens back to the land where
the mexican wolves roam the foothills of Tequila Volcano
amongst the agave plants.

By elevating the wolf we afford the brand a recognizeable
signal and personality that pops up is a variety of ways
throughout the buyer journey.

e e T RRRRVP R

o —

HOW 10 USE THE WOLF TO DRIVE SALES . —




ELEVATING THE BRAND

i

By choosing a distinct brand personality and committing to
expressing that brand personality across all touchpoints, we
premiumize Lunazul. A disjointed effort cheapens the brand
by appearing disorganized and unmemorable.

Below are a list of brand signals that qualify as a united,
Feed the Wolf front:

THE FEED THE WOLF WORD MARK

VOICE AND LANGUAGE THAT EXPRESSES A HUNGER FOR LIFE

PHOTOGRAPHS INDICATING REAL SURROUNDINGS:
SHOOTS CAN BE HOSTED IN A STUDIO, BUT SETS
NEED TO BE STYLED TO LOOK REAL.

THE WOLF SPIRIT - SEE PAGE

L.



SURVEY SUMMARY




WHAT DID WE LEARN?

PREMIUM |5
BROUGHT TO LIFE
THROUGH TASTE
AND EXPERIENCE

Tequila consumers value premium when selecting spirits; with the expectation of a
smoother and richer taste, and higher price point.

This premiumness is largely centered around taste and product expectations (e.g. 100%
agave) and does not appear to be strongly influenced by marketing or packaging. More
important than brand story or an engaging campaign is a standard of authenticity and
guarantee of a quality tasting experience.

This does not mean that marketing and packaging does not matter to the tequila consumer,
but rather that it is not a determining factor in the premiumness of a product.



WHAT DID WE LEARN?

CONSUMERS AND
MANUFACTURERS
HAVE DIFFERENT
DEFINITIONS OF
PREMIUM

The entire concept of the premiumization of the Lunazul brand, may be a misnomer to the
average consumer. Increasing the price of Lunazul to the $21-$24 range, does not mesh
with the operational understanding of premium tequila to the consumer, who equates
premium pricing at the ‘ultra-premium’ level ($40-$43).

Based on findings from this survey, Lunazul's price increase will likely keep the brand in the
‘mid-tier’ range in the eye of the consumer.



WHAT DID WE LEARN?

YOUNGER
CONSUMERS
VIEW THE FTW
CAMPAIGN AS
PREMIUM

T D»

There is a substantial difference in opinion about the Feed the Wolf campaign by age
group, with younger consumers viewing the campaign as more premium than the 45+
crowd. The attitude and mood of the campaign was viewed most favorably by the 21-44
cohort, with additional evidence in imagery exercises of a preference for authenticity and
hip/trendy expressions of premiumization

This provides evidence of validation of the existing campaign for the shift to a more
premium (as defined by the industry) price-point. Further ideation and research may be
needed if targeting the older demographic with the FTW campaign.
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SHOULD LUNAZUL POSITION PRODUCT AS A ‘PREMIUM’ TEQUILA?
»  Consider the discrepancy in defining premium between consumer and industry
»  EBvidence suggests that the proposed price increase will not equate in a shift to premium to the consumer

+  The resultant direction may be less about 'premium’ and more about authenticity and boldness.

MAINTAIN AUTHENTICITY

+ Authenticity was a top driver of premium consideration
«  More important to maintain authenticity than project a ‘premium’ attitude

»  Continue to project honesty and realness through storytelling

PERSONALIZE MARKETING BY DEMOGRAPHIC DISTINCTIONS
» Given the different reactions to the Feed the Wolf campaign between younger and older consumers, there is
sufficient evidence of distinct messaging needs.
» This does not mean the existing campaign must be rebuilt- as across the board the consumer values
authenticity- but rather shifting the focus by demographic.

*  Present hip and bold content to younger consumers (e.g. glamping, food trucks) and more relaxed content to

more mature consumers.

LEAN INTO THE EXPERIENCE OF DRINKING LUNAZUL
* If positioning the brand as premium, the research suggests that taste is a top consideration for the consumer.
» Find ways to articulate the taste profile through visual and copy cues.
* Increase efforts to build brand evangelists

* Increase partnerships with bars and spirits influencers



LANDSCAPE AUDIT SUMMARY




WHAT DID WE LEARN?

PREMIUM TEQUILA
IS NOT LIKE OTHER
SPIRITS = IT'S
WARM,
WELCOMING,
VIBRANT

Even top-tier premium brands participate in imagery that pushes the boundaries of what
‘premium” usually means in the spirits category. Where other spirits brands at the premium
level display images of affluence and luxury, tequila brands consistently present more
attainable imagery - while remaining aspirational. Celebrating, socializing, going out,
attending dinner parties, using dating apps, getting caught in the rain - all are in the
wheelhouse of premium tequilas. This aligns with survey findings of the Millennial
audience’s preference for imagery depicting experiential, authentic, and “hip” activities.
Tequila is generally positions as the beverage for people who want to know they're living
life.



WHAT DID WE LEARN?

TONE IS
SATURATED, AND
DEVIATION IS
REWARDED WHEN
DONE PROPERLY

Despite the generally more vivacious approach of tequila branding, as a category, premium
tequila imagery generally trends towards more refined consumption. Premium tequilas
should be enjoyed and appreciated, not consumed as shots at a rowdy party. Tequila is
turning to its heritage as a storied and sophisticate beverage appropriate for affluent or
aspirational Millennials. However, there are clear deviations in the landscape. Espolon
stands out as a brand that reflects its heritage but embraces the weirdness of Millennial life
with open arms and a rowdy, energetic attitude. It's marketing is as popular as its tequila -

it's authentic 100% agave, and it tells a story to audiences that feels authentic. Authenticity

wins.



WHAT DID WE LEARN?

"PREMIUM”
LANGUAGE [S
NOWHERE TO BE
FOUND; QUALITY
IS IMPLIED

There are few to zero examples of brands utilizing “premium” as a marketing keyword to
describe themselves or their products. Instead, premium tequila brands rely on marketing
assets that focus on markers of quality and authenticity: 100% agave, flavor, and
manufacturing instead convey premium status. Similarly, premium tequila is indicated with

"trendy” food + beverage imagery: interesting or fresh cocktail ingredients, and meals to

match. The WAY premium tequila should be treated is what matters.



What this could mean for future creative: Leave it be.

Taking in the consideration how “Premium” conjures broad interpretation, the creative, untouched and where it stands today - to our
younger audience samples, signals a premium experience. Which is good news given the intention to raise the price. FTW signals premium

to our younger target already. If we want FTW to signal premium to an older audience, we'd have to make adjustments.

Additionally, if this is so, it suggests the FTW campaign’s shelf life is healthy and confidently relevant as we push to a more premium space

in the future.
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AWARENESS uBL
iHeart Radio $20,105 $20.11K
Google - YouTube $19,917 $20.8K
Meta $39,733 $44.73K
TOTALS $79,755 $85.63K
CONSIDERATION BUBGE |
Meta $13,847 $14.8K
Google - Display Network $1,000 $1.1K
Google - Paid Search $13,233 $13.06K

TOTALS $28180

$28.97K

HARRESS M s VIEWS/LLICKS OV
801.3K 22,300 $25.09 $0.9
2.1M 351,229 $10.00 $0.06
18.8M 1,374,973 $238 $0.03
21.7M 1,748,502 $3.94 $0.05
2.5M 27,195 1% $0.54
75.3K 400 0.53% $2.77
349.4K 17,267 4.94% $0.76

1.56%

CONVERSION

Google - Paid Search $67,083 $68.22K

TOTALS $168K

2.9M 44,862

IMERESSTIONS CLITKS CONVERSIONS
202,420 81,667 $0.84 5,502
BUDGETY

$175K 24.8M 2.2M

ONLINE SALES  $26722K IN-STORE SALES ~ $3756K  TOTAL SALES $66




RITLHLN

7 Cast o Impressions | Clicks 4 HETR T CPC

JConv,

“. 'Conv. Rate.* Cost/ Conv.  Conv, Value; | ROAS

AUGUST (1 - 31) - ONLINE ORDERS (

Account level data)

$25,462 382,386 27,688 7.24% $0.92 1145 4.14% $22.24 $61,392 241
Cost impressions Clicks “CTR cPC Conv. Conv. Rate . Cost / Conv. Conv. Value ROAS
2022
$19,898 18,762,070 67,518 0.36% $0.29 279 0.41% $71.32 $15,344 | 0.77
% diff -98% -59% 1912% 212% | 310% 901% -69% 300% 213%

“-Cost *, lmpressions, Clicks 7, CTR. " CPC. ~ ..Conv, . "Conv.Rate’ Cost/ ~ ROAS
$82,693 2,342,083 76,008 3.25% $1.09 4651 6.12% $17.78 $242,491 2.93
Cost Impressions Clicks CTR cpe Conv. Conv. Rate Cost/.Conv.. Conv.Value ROAS

2022
P $33,246 24,247,900 68,161 0.28% $0.49 291 0.43% $114.25 $17,513 0.53
% diff -90% 12% 1055% 123% | 1498% 1333% -84% 1285% 457%

T

L]



AWARENESS BUDGET CosT

IMPRESSIONS  VIEWS/CLICKS CPM CPV/CPC
Meta $15,333 $14.9K 6.5M 486,323 $2.29 $0.03
CONSIDERATION BUDGET COST IMPRESSIONS CLICKS CTR CPC
Meta $6,550 $6.44K 1M 11,566 1.08% $0.56
Google - Display Network $500 $554.47 37.6K 200 0.53% $2.77
Google - Paid Search $3,967 $7,096.53 54.3K 7,460 13.73% $0.95
TOTALS $11,016 $14.09K
CONVERSION BUDGET COST IMPRESSIONS CLICKS CcPC CONVERSIONS
Google - Paid Search $55,767 $53,186.93 164,954 66,643 $0.8 4,325
BUDGET CosT IMPRESSIONS  VIEWS/CLICKS

TOTALS $82116 $82.18K 7.8M

ONLINE SALES $22582K IN-STORE SALES  $295.3K TOTAL SALES $521.11K




AWARENESS BUDGET
iHeartRadio $20,105
Google - YouTube $21,333
Meta $30,633

TOTALS $87,405

CONSIDERATION BUDGET
Meta $8,643
Google - Display Network $500

Google - Paid Search $11,533

TOTALS $20,677

CONVERSION BUDGET

Google - Paid Search $18,400

ONLINE SALES $60.26K

COST IMPRESSIONS  VIEWS/CLICKS CPM CPV/CPC
$20.11K 801.3K 22,300 $25.09 $0.9
$20.8K 2IM 351,229 $10 $0.06
$29.83K 12.3M 888,650 $2.42 $0.03
$70.73K 15.2M 1,262,179
COST IMPRESSIONS CLICKS CTR CPC
$8.37K - 1.4M 15,629 113% $0.54
$554.47 37.6K 200 0.53% $2.77
$10.93K 312.4K 13.276 4.25% $0.82
$19.85K WY 29105 1.68% $0.68
COST IMPRESSIONS CLICKS CPC CONVERSIONS
$21.3K 68,535 21,267 $1.00 1,155
BUDGET COST IMPRESSIONS  VIEWS/CLICKS
TOTALS $126,482 $90.58K 16.9M 1,117,628

IN-STORE SALES $78.8K TOTAL SALES $139.06K
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Impressions

PAWNACREVIS

OVERVIEW OF PERFORMANCE

The first two months of the True Food Kitchen Summer Campaign consisted of a mix of creative messages
+ amplified across multiple audience segments and objectives on Meta. Those creative messages were
focused on new menu items: BBQ Chicken, Watermelon Salad, and Root Beer Float, free delivery and 50%
: off wine promotions, and evergreen assets focused on Dinner and Brunch.

In the first two months, the Summer campaign delivered 21+ million impressions, over 1.8 million video views,
and over 41k clicks with a CTR of 0.19%.

¢ The 50% off wine promotion is averaging the lowest CPM across markets with an average CPM of $2.00.

£ The root beer float has consistently driven the highest number of link clicks and the lowest CPC throughout
the campaign both on a national and with a CPC of $0.54.

Users between the age of 25-34 make up over 30% of the campaign's total impressions with over 6.6M

impressions and over 25% of the campaign's total links with 10k+ link clicks. Making them the most engaged
set of users.
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i Videu ) Lk , TOP PERFORMING PLUS UP CREATIVE (725 Jiettvoeut
impression Viewis P “fiek Arpount Spert S E—————
o | . V\;inedowntlhlswfeek:ndw'rl:l;ALF(;FF:ust
ine availabie for dine-in Friday — Sunday all
Plus-Up LA 71M 2M  $214 453583  $003 6286 009% $243  $1528335 Ml Sarong el ot Feiday - sundey
National 6.5M ™M $229 486323 $003 5839 009%  $255  $1490469 1,510,741
Plus-Up Austin 52M. 12M  $281 435067  $003 5537 ON%  $263  $1454299 CPM

$2.00

Awareness Insights

The evergreen dinner video generated the most scale with over 50% of the campaign’s total impressions. Although

the creative worked hard for us in terms of impressions, the CPM steadily increased week over week. Similarly, the ruetoodiitchan,com/reservation )
evergreen brunch video had a nearly 30% increase in terms of CPM from July to August. This indicates the creative T atmean R

fatigues quickly with this audience and we will want to have multiple assets for each message.

TOP PERFORMING NATIONAL CREATIVE i coad i shen X i

The 50% wine promo (shown to the right) had the lowest CPM across both the Plus-Up and National markets. We had e : 0% off al wine bottes, allweekend longt s
e5SI10
two videos for this promotion that were staggered throughout the 2 months, allowing us to push a message that is P Yoo youresd ht right Wae

working with the audience in a variety of ways. 1 :-l 38,91 6

CPM

$2.21

The dinner and brunch ads were paused in August and creative was updated, adding in the new menu items and
promotions at the awareness level, That creative refresh led to our most-successful 3-day stretch in bottom-funnel
(brand paid search) conversions to-date.

truefoodkitchen.com/reservation .
HALF OFF Bottles of Wine Book now
B EET

Tantes ke thme off
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Reach Choky
National 1M 3502K  $6.01 126,148 $0.05 9314 087% $0.69 $6,435.63
Plus-Up Austin 706.9K 120.3K $5.9 109,672 $0.04 7897 112% $0.53 $4,174.%1
Plus-Up LA 6755K 149 2K $6.21 83,530 $0.05 6,274 093% $067 $4,193.37

Consideration Insights

New menu items rose to the top in the consideration campaign. The Root Beer Float drove over 11k of the campaign's
17k link clicks and averaged a CTR of 1.03%. The Watermelon Salad and BBQ also performed well with the Watermelon
Salad also averaging a 1.03% CTR and the BBQ Chicken Sandwich averaging a CTR of 1.01%.

The promotions fell to the bottom in terms of CTR with the 50% off Wine averaging a CTR of 0.84% and the Free
Delivery averaging a CTR of 0.74%, both just slightly below the industry benchmark of 0.89%.

Users are currently more inclined to engage with and consider new menu items. Promotional offers, while still
generating interest, indicating a need to fine-tune creative to align more closely with customer preferences. In

: September, we began testing additional creative for these promotions.

TOP PERFORMING PLUS UP CREATIVE

Link Clicks

4,354

CPC

$0.48

TOP PERFORMING NATIONAL GREATIVE

Link Clicks

3,796

ChC

$0.61

HATR True Food Kitchen @
Sponsoiet - X

We have a new dessert on the menu and a
poppy new partner! It's got a classic carbonated
bite, sikky vanilla, and creamy sweetness.

ow

" ats Al 1]

tiuefoodkitchen.com/reservation .
Delicious Deja Vu Book now
@drinkolipop x @livetruefo...

jiiR True Food Kitchen &
g x
We have a new dessert on the menu and &

poppy new partner! it's got a classic carhonated
bite, silky vaniila, and creamy sweetness.

twefoodkitehen.com/reservation
Delicious Deja Vu
@drinkolipop x @livetruefo...
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Users between the age of 25 and 34 are most engaged with the content, followed by 35-44. Facebook is currently making up over 70%* of the total impressions and over 80% of
the campaign's total link clicks. This is typical with automatic placements as video is favored among Facebook placements. Consider testing split budgets between Instagram and
Facebook to get in front of the more of our most engaged users.

The new menu items are currently outperforming promotions at the consideration level, but promotions are winning at the awareness level. Continue testing to further leverage
both value propositions in both stages of the funnel.

We have not utilized many static assets yet. Test these at the consideration level, specifically with promotions, as we have seen the quicker the users can process a message, the
more likely they are to engage.

Shorter creative flights will reduce fatigue. We recommend 2-3 assets per message to keep the ad fresh and top of mind with the audience. Within these shorter flights, we will
test different executions of the messaging — GIF, lifestyle, food focused, etc.
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YTD Performance - Digital Media Return (draft)

Spend

$2,104,009

Cuests @ 60%

2,458 X

Reservations Guests
1,056 4,097

Reservations and Guests are retrieved from
Google Anaiytics data. With each reservation

recorded we also receive count of guests Online Orders

3375 X
Reservations and Guests are

Remaining Store Visits

873,016 X

Max. Store Visits from Other Conversions
10,847 =

{Calculated using the sum of Reservation Guests and
Online Orders* 2)

Store Visits

883,863 -

ROI

1133%

Avy). Revenue / Guest

Avg. Online Order Value

Avg. Revenue / Guest

Reservation Revenue

$72.39K

]

$29.45

1 Online Order Revenue

$5092 *

$171.86K

Store Visit Revenue

$25.71M

$29.45 =

Revenue

$25,954,571




Performance Max - YTD 2024 Performance & Insights

Benchmark: $4.68 Benchmark: $1.25
m | Avg. CPC ‘ Conversions ‘ Conv. Rate : Cost/ conv.
Evergreen PMAX $811,611 156,707,547 293,646 0.19% $2.56 638345 0.41% $1.27
Sourdough PMAX $104,606 23,910,462 46,760 0.20% $2.24 101,263 0.42% $1.03
Brunch PMAX $60.150 9,864,691 29,364 0.30% $2.05 67,684 0.69% $0.89
TOTALS $976,366 1 90{482; 700 369,770 0.19% $2.64 807,292 0.42% $1.21

* In 2024 to date, we spent just under $ 1M on store visit PMAX campaigns.
* 190MM+ impressions (+691%)

° 801 K+ Store VISItS (+1,000%) True Food Kitchen... Finnd & Losation N

Besi Local Health Free Delivery on Fi..
* Cost/SV =51.21 (goal = <$1.25) aeigiee by Timd Zoe
* The 2024 PMAX campaigns have demonstrated remarkable efficiency in driving actual footfall to stores. With a total spend of B ¥ d
$976,336 (a significant increase from $47,000 in the previous year), the campaigns have delivered exceptional results. u " E!@ a
True Food Kitchen.. Find A Location N Check Cul Our So. Free Dedivery On O..

* These results highlight the effectiveness of PMAX campaigns in scaling performance and generating substantial in-store
engagement. Despite the significant increase in spend, the campaigns have maintained impressive cost efficiency while

dramatically increasing reach and driving tangible outcomes. W @Jf F:‘j;

* Evergreen campaigns were the most efficient campaigns at scale, delivering over 638k store visits with a Cost/SV $1.27, slightly fiue Food Kitchen.  Find A tocaton . Sweeten Your Bro..  Taste Gur New Sp
above our target.
= However, in terms of CPA, Brunch was the most cost-effective campaign with a cost/SV of $0.89. Overall velumes limit the
(amp) amount of spend that can be pushed through Brunch.

« leapgroup co.

Sourdough

Brunch




Evergreen Performance Max - YTD 2024 Performance & Insights

Benchmark: $4.68 Benchmark: $1.25

Evergreen - PST $177,053 33,338,898 68,287 0.21% $2.58 168,607 0.22% $1.05
Evergreen - EST $362,228 64,847,977 146,259 1.66% $2.48 324,886 0.50% $1.11
Evergreen - CST $116,373 22,752,430 39,697 0.17% $2.93 74,805 0.22% $1.56
Evergreen - MST $58,958 14,729,622 11,459 0.08% $5.15 32,133 0.22% $1.83
Evergreen - Cherry Creek $18,066 1,623,080 2,700 0.17% $6.69 3,189 0.16% $5.67
Evergreen - Dallas $20,484 3,208,815 3,575 0.11% $5.73 2,503 0.12% $8.18
Evergreen - Miami $14,931 5,353,863 4,855 0.09% $3.01 3,343 0.22% $4.47
Evergreen - Summertin $13,611 1,896,084 2,322 0.12% $5.86 2,800 0.19% $4.86
Evergreen - Scottsdale $11,698 1,947,327 1,864 0.10% $6.28 2,822 0.35% $4.15

"TOTALS “$811,611 4 156,707,547 3 293,645 ) . 0.19% $2,76 '638:‘,345 Zi ‘ 0.41% $127¥4;@

. tn 2024, we spent over $811K on store visits PMAX EG campaigns.
o 156.7MM impressions {(+619%)
o 276.6k clicks (+521%)
o 638K+ store visits {+1.2k%)
o Cost/SV = $1.27 (goal = <$1.25) Evergreen by Time Zone

(amp)

aleapgroup <o,



Paid Search - YTD 2024 Performance

Bmk: 4.68% Bmk: $1.53

Campaign Avg. CPC | Conversions

Conv. Rate ‘ Cost / conv,

L_TFK_EG_NB_OO_Dinner_Conversiont $28,088 ; 943,699 33,697 % 357% $0.83 4,704 13.96% $5.97

L TFK_EG_NB_OO_Healthy-Food_Conversiondt ms'é”é?s"%m 125214 7e8s 571% s078° - es47 | 1332% | $584
L_TFK_EG_NB_OO_Lunch_Conversion-it T sa6e0s 835,050 - ass0s Csasn $0.81 7374 BT $5.00

L_TFK_EG_NB_0O_Restaurants-Near-Me_Conversion-jt $57,565 1,995,547 76,172 3.82% $076 - . 11,050 - . 1451% 5521

L_TFK_EG_NB_0O_Vegan_Conversion-jt $46,372 913,631 73,752 8.07% s063 8,250 T 11.20% = $562
L_TFK_EG_NB_CV_Seed-Oil-Free-Conversion-it $26,708 74937 7757 10.35% $3.44 524 6.76% $50.95
L_TFK_EG_NB_SV. Patio_Conversiondt $40,966 608,580 21,007 3.45% $1.95 1,183 5.63% $34.62
L_TFK_EG_NB_Lunch_Reservation-jt $22,652 457,124 18,056 = 415% $1.20 123 0.65% $184.21
‘L_TFK_EG_NB__SV_Happy—H;)ur_Conversion-jt $21,110 293,241 9,987 3.41% $2.11 646 6.46% $32.70
TOTALS $373,114 8,132,802 515,858 6.34% $0.72 56,321 w10,.192% 1$6.§2

(amp)

© IO grouR co.



Paid Search - YTD 2024 Insights

(amp

G leapgroup co.

We spent $373k on paid search in 2024,
o  8.1MM impressions (+426%)
o) 515.9K clicks {(+85%)
o 56.3K conversions (+175%)

Key takeaway of the year: Broad, relatable themes such as “Healthy Restaurants,”
“Organic Food Near Me,” and “Healthy Food” consistently delivered high
impression volumes and strong conversion potential, albeit with varying cost
efficiencies. These terms highlight the effectiveness of aligning campaigns with
popular and accessible topics that resonate across audience segments.

o) However, the data suggests that broad match keywords, while effective at
driving scale, often lack the cost-efficiency seen in phrase match terms. By
focusing awareness campaigns on broader topics to maximize reach and
using specific, high-intent keywords at the consideration stage, we can
achieve both scale and efficiency in the funnel.

o  Expanding negative keyword lists and refining match types for
underperforming terms (e.g., adjusting “Organic Food Near Me”) will
further enhance the cost efficiency of broad search campaigns while
maintaining strong conversion volumes.

Efforts to increase the presence of non-brand searches resulted in a +85% YoY
increase in clicks and a +275% YoY uplift in conversions, highlighting the
importance of expanding non-brand targeting.

)

Sponsored

, True Food Kitchen
AL www tuetoodkitehan.com/

Our True Food Twist - Dine Where You

Order online. Free delivery on your first order. Enjoy
True Food Kitchen in the comforts of your home with
free delivery. Real food. Real delish.. Hand-crafted
dishes.. Pizzas & paninis.. Starters & shareables..
Flavorforward entress.. Order Onfine. Salads & bowi.

L

Sponsored

True Food Kigmen

Free Starter On Us ~ Book A

Reservation
Order online. Free delivery on your

first order. A culinary destination with 8

wholasome, intentionally-sourced
ingredi intentionally “

Craft cockiails.. Artisan chefs. A,

e w,

5
shshine i



Display - YTD 2024 Performance & Insights

Berichmark: 0.47% Benchmark: $0.51 Benchmark: $5.05
I I S S N S TR
Off-Prem $43,938 4,538,142 70,444 1.55% $0.62 $9.68
Brand Standards $17,482 3,340,408 30,267 0.91% $0.58 $5.23
Crisp'd §37626 T 062823 81,120 2.31% $1.10 $3.53
TOTALS $105,131 19,890,018 196,069 0.99% $0.54 $5.29

. Total spend on display campaigns was $105,131, a significant increase compared to $25,838.34 in 2023,
reflecting a focus on scaling these efforts.

= [——

. Achieved 19.9M impressions (+348% YoY) and 196,069 clicks (+644% YoY), showcasing substantial i T " . Free Delivery on First Order
growth in reach and engagement. CTR improved to 0.99% in 2024 from 0.59% in 2023 (+68%), well I g N °
above the benchmark of 0.47%. i = ! '

Off-Prem

. Crisp'd Campaign delivered a 2.31% CTR, significantly above the benchmark, driven by frequently Y ) 3 > &= e ey

updated creatives. The campaign effectively leveraged display ads to drive 81,120 clicks and maintain B ERFERSTES e

strong efficiency with a $1.10 CPC. Try True Crisp'd Chicken s " St

BN -oc comouctmnen - :

. Off-Prem Campaign achieved a solid 1.55% CTR, outperforming the benchmark, but slightly below Avarlabie 81 st lugubons

Crisp'd. Our Protein Pledge

o The higher CPM of $9.68 suggests an opportunity to optimize placement strategies and improve e °
(ampg) cost efficiency. gt S A b oA ik
wetomncDespite lower spend, the Brand Standards campaign efficiently drove 30,267 clicks, making it a key Brand Standards Remarketing

contributor to overall performance



YouTube - YTD 2024 Performance & Insights

Benchmuark: 0.10% Benchmark: $4.68

Clicks

ingredient Standards $107,552 14,725,088 4,195 0.03% $25.64 | $7.30 4,646,144
© Brand Standards . - $28982 4,019,175 1 . ac@e | e 0‘15'% EONIEE - SUREIECIRE 2 SRR o 1‘80:9,';111«
Crspd | Tsnde;sendér ‘ fsz‘m’m T 8at.189 =1 2os" 0.02:% $1'3.77' 53.40J T 118,317
Crisp'd| Tonder Tuesday  $2884 .- c 444833 ooEn SU0OT% | SR 8644« zm,,sw ,
. TOTALS suz,zés/ ' 20,080,381 . ' 1b,759v, 0.05% = #1323 $7.08 /6,612;145

. In 2024, we spent $142K on YouTube running the Brand & Standards video campaigns.
o) 20MM viewable impressions (+312%)
o 10.8K clicks (+7%)
o) CPV = $0.022 (-39%)

. The overall CPV dropped to $0.022 (-39% YoY), highlighting significant improvements in cost efficiency.
. View rate increased to 32.91%, indicating strong engagement despite the lower CTR of 0.05%.

. The 25—34 age group generated the highest number of conversions, followed closely by the 35-44
segment. Both age groups had higher click engagement, emphasizing their importance in targeting.

. Minimal engagement from higher-income brackets {Top 10%) indicates potential refinement in messaging
or targeting strategies.

. Non-parents drove the majority of video views, suggesting that content is resonating better with younger,
independent audiences.

(amp)

Q leapgroup co.

31.55%

848%

14.18%

L A%

C 3281%

$0.020
Cs0an

$0.020

T $0.010 - .

- $0022.

Trus Foue Kitchen r
Learn more
Ad - uatoudiitohen.clng

Brand Standards

TRUE CRISP'D CHICKEN

'sp._i, t TENDER TUESDAY

FREE TENDERS

- r! EVERY TUESDAY
- .

THUE FODD KITCHER

Tender Tuesday At True Food

TRUE
Fo0g

Enjoy Tender Tuesday Al
True Food Kitchen,




Meta Awareness - YTD 2024 Performance & Insights

@ Irvexrue"al)d [
$35,000.00 14,092,602 3,825,110 $2.48 5,069,001 $0.01 37.32% $0.02 T
Q2 $30,000.00 9,392,189 4,126,529 S$3.19 3,817,527 $0.01 41.40% $0.02
Q3 $52,556.00 16,624,652 7,380,924 $3.16 2,918,015 $0.02 31.28% 50.06
Q4 $26,164.00 9,831,018 2,891,819 $2.66 854,417 $0.03 9.78% $0.31
$143,720.00 49,940,461 18,224,382 $2.88 12,658,960 $0.03 33.17% $0.03
Order now > ’ .}A
O Q v m Book row >
livetrusfood FREE DELIVERY on orders $35+. Sounds
*  Broad, relatable themes like ”Spring Menu” “free delivery” and “brunch” consistently deliver cost-efficient reach and ke 8 oo enough feasen 1o 1S (0 siay name- Lav W

engagement, suggesting that tying campaigns to universally appealing and timely occasions drives both scale and performance. Top performing by CPM - Free delivery (§2.43 CPM)  Top performing by impressions — Brunch (21M)
Focus our awareness efforts on broader topics and allow the more specific messaging to be focused at the consideration level
TFK YTD Benchmarks:
. In the first half of the year, we were primarily seeing an audience of 45+, in Q3 we started to see this switch. This could be in part $3.37CPM
to focusing on Instagram starting in Q2, but started to see the Crisp’d campaign move the needle with this. The year finishes out $0.01 CPV
with 25-34 making up 25% of the campaign’s total impressions, followed by 35-44 with 18%.

. Females made up just over 50% of the campaign’s total impressions, males were not far behind with 48%.

(amp)

O leapgroup co.



Meta Consideration - YTD 2024 Performance & Insights

$39,955 6,869,349 58 81,640 $0.49 1.19%

Q2 $62,157 7,409,670 385 134,927 $0.46 1.82%
Q3 $33,521 3,713,839 355 65,291 $0.51 176.00%
Q4 $10,168 505,006 345 4445 $2.29 88.00%
Totals $145,812.00 18,497,864 4.25 286,303 $0.51 1.55%

 Happy Hour was a win from an overall engagement campaign. This worked as we hit users with the menu items at the
awareness level and then retargeted video viewers who had an interest in specials and saw this content work as a result.

* Crisp'd was the most efficient in terms of Cost Pers, highlighting new menu items that are of interest to the audience work
effectively at the consideration level.

+ Continue tailored messaging for specific offerings, consider adding in calling out specific store locations in plus up markets.

(amp)

U leapgroup co.

nstagrarm

fivetruefood 8
Sponsored

RUE CRISP'D CHCHER

THE BETTER
TEN"ER

AIR FRIEQIE CRISP!D TO PERFECTION
'w rl':r'lﬁlr' ‘:ui?l I‘;?ITI;L .‘h n

Order now >

oQv W

ivetruefood Thig is the crispy chicken you've been
waiting for Brined. breadud, and air-fried with avocado
Git - try our new Trua Crisp’d Ghicken avaflabia at your
Trug Foad.

@ True Food Kitchen & X 3

Speecisid g

Don't cook. Order in, get free delivery.

ordertruefoodiiichen. .. =
ﬁ Free delivery on Order now
; §35+ N Y

Top performing by CPC - Crisp’d {$0.56)

Top performing by link clicks— Brunch {79}

TFK YTD Benchmarks:
$0.58 CPC
2.54% CTR

Industry Benchmarks:
$0.63 CPC
0.90% CTR



Plus-Up Awareness - YTD 2024 Performance & Insights

livetruefood @

Creative Impressions | CPV

Qa3 $33,146.00 6,701,678 2,079,949 $4.95 1,950,445 $0.0170 29.37% $0.058

Q4 $42,439.63 8,247,286 3,342,177 $5,15 2,287,178 $0.0180 53.49% $0.019
Totals $75,585.63 14,948,964 5422,126 $5.06 4,237,623 $0.01 35.30% $0.03
TFK YTD
Benchmarks:
* Dallas, Scottsdale, and Denver were the top performing markets from a Plus Up perspective, all under $4 CPMs. $3.37 CPM
$0.01 CPV

¢ Brunch and Happy Hour are by far driving the most interest across all markets. These asset are the perfect example of high impact
videos working. Food first, quick hitter content.

* Inthe plus up markets, men are making up over 60% of the campaign’s total impressions, 25-34 is the primary audience.

¥

"

(amp)
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Plus-Up Consideration - YTD 2024 Performance & Insights

$34,237.00 443,631 184 1,170,684 $0.03 3.57%
a4 $41,801.00 2,653,524 417 55,866 $0.75 1.25%
Totals $78,038.00 3,097,155 3.75 1,226,550 $0.06 3.29%

* Focusing on specific markets has allowed us to sharpen our paid social efforts, resulting in stronger audience engagement. This
is particularly evident in markets like Denver, where in the broader national campaign, the budget allocation tends to favor
other regions.

» Brunch and Happy Hour are by far driving the most interest across all markets. “This and Yap” happy hour creative won in the
plus-up markets; this is a perfect example of content that capitalizes on relevant organic conversation.

(amp)

aleapgroup co,

i lhreuuef L]

TFK YTD Benchmarks:
$0.58 CPC
2.54% CTR

Industry Benchmarks:
$0.63 CPC
0.90% CTR



(Clmp) State of West Virginia - RFP# CRFP 1300
STO2800000001 - Advertising/Marksting/PR

4.2.1.2. Creative Services

Creative is how strategy comes to life. For the State Treasurer’'s Office (STO), creativity is not
decoration—it is translation. A parent considering SMART529, a retiree exploring Retirement
Plus, or an individual with disabilities weighing WVABLE will not engage with abstract financial
mechanisms. They need stories they can see, hear, and trust. That means creative services
must deliver professional-quality print, digital, audio, and video assets that not only look
polished but also simplify complex information and invite participation.

West Virginians deserve materials that feel accessible, locally grounded, and reliable, whether it
is a billboard in Charleston, a Hope Scholarship explainer video on social media, or an
Unclaimed Property flyer handed out at the State Fair.

Our In-House Creative Capabilities

All creative services will be provided in-house, ensuring quality, consistency, and cost
transparency. With more than 125 full-time staff across strategy, design, media, production, and
analytics. We maintain complete creative capacity and do not plan to use sub-contractors.

Our creative services span:

o Commercial-quality design: logos, infographics, style guides, print collateral, outdoor
displays, and event branding.

o Copywriting & message development: plain-language explanations of financial
programs, eligibility steps, and deadlines.

e Photography & videography: in-house production teams deliver broadcast-ready
videos, social shorts, and still photography with narrative quality.

e Storyboarding & pre-visualization: ensuring concepts are grounded in research and
community storytelling before production begins.

¢ Audio production: radio ads, streaming audio spots, and voiceover content that meet
professional broadcast standards.

e Print production: brochures, flyers, posters, direct mail pieces, and inserts optimized
for readability and distribution efficiency.

» Digital assets: HTMLS display ads, social media graphics, email templates, landing
pages, and web modules.

Because all services are managed internally, the Treasurer’s Office benefits from seamless
collaboration between creative, media, and analytics teams—eliminating markup costs and
ensuring each asset is accountable to campaign goals.

Storytelling Through Creative: Proof in Practice

Our work shows that creative services are only powerful when they are rooted in research,
strategy, and storytelling. We do not design in isolation, we create assets that move people to
act. The following case studies demonstrate our ability to produce professional-quality creative
across all media, print, digital, audio, video, and integrated campaigns, all provided in-house
with no subcontractors.

Use or disclosure of data contained on this sheet is subject 0 the restriction on the title page of this document. |18



(C‘ mp) State of West Virginia - RFP# CRFP 1300

STO2800000001 - Advertising/Marketing/PR

e City of Mason (Brand Identity & Website Redesign)

Mason’s growth demanded a unifying identity that reflected its community values. We
created a comprehensive brand system that included a new logo, signage, promotional
materials, print collateral, and a redesigned website that offered intuitive navigation and
real-time event calendars. Every piece—from banners on Main Street to digital
newsletters—was produced in-house, ensuring consistency and cost control.

¢ Hamilton County, OH — Michelle Obama’s Let’'s Move! Campaign
For this nationally recognized initiative, we built a multi-channel creative suite: 60-
second television spots, radio PSAs, highway billboards, print collateral for schools,
digital ads, and interactive GIS tools that helped families find healthy resources.
Importantly, all assets were designed with equity in mind—culturally inclusive, bilingual,
and accessible.

o Belle of Louisville (Website, Ticketing, and Fundraising Collateral)

The Belle, a National Historic Landmark, needed more than just a website refresh—it
required a seamless integration of creative across ticketing, fundraising, and promotional
assets. We developed a modern, mobile-friendly site, integrated donation tools, and
designed collateral for print and digital channels. The creative system simplified complex
processes (like ticket booking), just as STO creative must simplify financial concepts like
deferred compensation or 529 contributions.

¢ American Kennel Club (National Brand Campaign)

We produced a full broadcast-ready campaign—beginning with storyboarding, scripting,
and production of a :60 national television spot, supported by multiple :30, :15, and :06
cutdowns tailored for digital, social, and event channels. All creative was delivered in-
house, from editing to audio mastering. This campaign demonstrates our ability to
deliver video that is not only polished for national broadcast but also emotionally
resonant—a skill critical for STO when translating financial services into human-centered
stories of saving, security, and opportunity.

¢ Lunazul Tequila (Rebrand & “Feed the Wolf” Campaign)

Lunazul sought to reposition itself as a premium tequila. We created a bold integrated
campaign—filming cinematic product videos, designing store displays, producing event
collateral, and generating digital/social creative tailored to both urban and rural markets.
The result was a 140% increase in sales and 366 million impressions. This project
demonstrates our ability to reposition perception through coordinated creative
storytelling—directly relevant to STO programs like WVABLE, where overcoming
misconceptions requires strong, clear, and aspirational creative.

e Louisville Water Company (PureSpout Launch)

For the introduction of a new filtration product, we built an entire sub-brand identity—
logo, packaging, brochures, and explainer videos—anchored in trust and safety. This
mirrors the kind of creative needed for STO’s WV457 Retirement Plus, where technical
financial products must be presented as approachable and reliable.

e University of Cincinnati & Georgia Southern University (Enroliment Marketing)
For higher education clients, we developed print and digital campaigns that balanced
inspiration with clarity. Our creative included digital ads, streaming video, search
graphics, and out-of-home placements, all tied to enrollment deadlines. This experience

Use or disclosure of data contained on this sheet is subject to the restriction on the title page of this document. |19
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directly parallels STO’s Hope Scholarship, where families must understand eligibility,
timelines, and next steps through creative assets that are both motivational and
practical.

Deliverables (per RFP and STO needs)
Based on the RFP requirements, (amp) will deliver:

Commercial-quality designs (logos, infographics, brochures, signage, OOH
placements)

Copywriting & messaging (program-specific plain-language campaigns)
Photography (campaign shoots, event coverage, lifestyle imagery)

Storyboards & scripts for TV, radio, and digital spots

Video production (broadcast-ready TV spots, digital shorts, explainer videos)

Audio production (radio spots, streaming audio, voiceovers)

Print materials (flyers, brochures, direct mail, newsletters)

Digital deliverables (social graphics, display ads, HTML5, email templates, microsites)

All products will be final, professional, and press- or broadcast-ready.

Why This Matters for STO

The State Treasurer’s Office is not marketing a single product; it is stewarding trust across
multiple programs that touch the lives of West Virginians in very different ways. Creative
services must therefore do more than simply “look professional.” They must translate financial
mechanisms into relatable, human-centered stories, told consistently across print, digital, audio,
and video. By keeping all services in-house, the STO gains several advantages:

Unified Storytelling

Every asset—whether a Hope Scholarship explainer video, a SMART529 enrollment kit,
or a WVABLE flyer—is built from the same creative framework. This ensures that
programs feel like part of one Treasury family, reinforcing the credibility of the Office
itself.

Cost Transparency and Efficiency

Because nothing is subcontracted, STO will never face hidden markups or vendor pass-
throughs. Every dollar allocated directly funds strategy, production, and media
placement. This aligns with the state’s emphasis on stewardship and accountability. It
also allows us to make mid-course adjustments—such as reallocating production spend
from a radio PSA to a more effective digital explainer—without waiting on outside
vendors.

Local Resonance

Our creative is rooted in West Virginia-specific research. A video about SMART529, for
example, will not feature generic stock imagery—it will show real West Virginia families,
teachers, and students in familiar community settings. This approach builds trust
because people see themselves reflected in the message. Just as our Hamilton County
Let’s Move! creative used local voices and landmarks to connect national health goals to
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neighborhood realities, STO creative will be tailored to resonate in Charleston,
Martinsburg, Wheeling, and beyond.

End-to-End Accountability
From storyboard to press-ready print, our team takes responsibility for the full production
lifecycle. This ensures every deliverable ties back to program-level KPls such as:

e SMART529: new account openings and average contribution growth

¢ Unclaimed Property: claims initiated and successfully paid

o WVABLE: number of accounts opened and total assets contributed

¢ Retirement Plus: enrollment increases among eligible state employees

e Hope Scholarship: applications completed before deadlines

e Financial Education: school participation in “Get A Life” and other initiatives

Each piece of creative, whether a 15-second social video, a direct mail postcard, or a highway
biliboard—will be designed and measured against these outcomes.

Creative is not an add-on service at (amp); it is the engine that makes programs visible,
relatable, and actionable. By keeping all services in-house, we ensure professional quality,
accountability, and storytelling power, delivering the print, digital, audio, and video assets the
West Virginia State Treasurer’s Office needs to meet its 2025-2029 goals.

4.2.1.3. Campaign Context & Program Selection

For this example, we focus on the Unclaimed Property Division, which holds millions in assets
owed to West Virginians. Despite statewide awareness efforts, research shows that many
residents either do not believe they have property to claim, are unsure how to search, or distrust
the process. A six-week campaign must overcome these barriers through clarity, trust, and
repeated touchpoints across multiple channels.

Our approach is informed by prior success with large-scale campaigns where the goal was to
transform perception and drive measurable action. For instance, with the American Kennel
Club’s (AKC) “Everything We Do, We Do for Dogs” campaign, we repositioned a 140-year-old
organization for a younger, digitally native audience. We developed a unified creative platform,
produced a :60 national television spot, and deployed supporting digital, social, and event
assets. The campaign improved brand sentiment, expanded reach, and gave AKC a scalable
framework for ongoing growth. The lesson for STO: when creative is anchored in audience
insights and carried consistently across platforms, participation follows.

Step 1: Discovery & Budget Alignment

In a six-week window, every misassumption is costly. If we start by guessing—who’s likely to
have unclaimed property, what they fear, which channels they actually see, we spend precious
budget teaching ourselves. If we start with discovery, we spend to move people. Our first step
therefore translates research into a budget and channel plan that is specific to West Virginia and
accountable to verified outcomes (searches, verified claims, dollars returned).
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1) Audience insights grounded in West Virginia reality

We begin by mapping who is most likely to have unclaimed property and why they have not
claimed it yet. Using STO-provided, privacy-safe aggregates (county/ZIP heat maps of
unclaimed balances and historical claim rates) and third-party demographic data, we build a
segmentation that drives both message and media:

o Long-tenure homeowners (40+) — Often have dormant utility refunds, insurance
disbursements, or bank accounts; skeptical of “too good to be true.”

¢ Small businesses & organizations — Church treasuries, volunteer fire departments,
booster clubs, local contractors; high dollar value per claim and strong community
storytelling value.

o Estate & life-transition claimants — Executors, recent widows/widowers, families
handling a move or inheritance.

* Young movers (18-34) — Address changes create stale records; digital-first outreach is
critical.

s Public sector employees — Payroll, travel, or benefits-related refunds; efficient to
reach via employer channels.

What we’re looking for: counties with high unclaimed balance per capita and low recent claim
rates, ZIPs with high move-in/move-out churn, and employers/associations that can credibly
carry the message (city/county governments, school districts, disability advocates, libraries).

2) Barrier & Message Testing

Our discovery confirms the primary barrier is trust (“Is this real?”), followed by process friction (“I
don’t have time / It looks complicated”). We pre-test two complementary narrative frames and
three copy pillars before launch:

Narrative frames

e “Bring it home” — A neighbor, a small business, and a retiree each discover funds.
e ‘It helps the community” — Dollars returned to local churches, youth leagues, and
volunteer fire departments.

Copy pillars

e Trust: “Administered by the West Virginia State Treasurer’s Office. No fee to claim.”
» Simplicity: “Search in under a minute; start your claim online.”
¢ Urgency: “Begin today—most claims only need a few documents.”

We run a 72-hour message and creative pre-test (paid social + small CTV/OLV sample) with
West Virginia imagery and plain-language scripts. Success = lift in click-through to the search
page, higher video completions on :15s vs. :30s, and positive trust cues in comments.

In the AKC national campaign (“Everything We Do, We Do for Dogs”), relatability was decisive:
showing real people and familiar situations outperformed abstract claims. We used a :60 hero
film on ABC’s AKC National Championship broadcast, then platform-specific :30/:15/:06 cut-
downs that kept the emotional core while making the call-to-action unmistakable. We will mirror
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that structure here: one unifying story about “bringing it home,” adapted to short-form units that
perform on mobile and social without losing credibility or warmth.

3) Creative Checklist
Before allocating a dollar to broadcast or digital, we ship the trust layer and the action layer:

Trust layer: 30—45 second Treasurer’s Office explainer (voiceover + on-screen proof points),
FAQ one-pager, “No fee to claim” badge system for all assets, and a newsroom kit (localizable
press note + “big check” photo templates).

Action layer: a simplified landing experience (clear headline, search box above the fold, 3-step
“what you'll need”), short how-to video (:15/:30), and ADA-compliant creative templates for
social, print, and OOH.

We saw higher engagement when the hero sentiment (“Everything We Do...") was immediately
followed by a clear next step in cut-downs (e.g., swipes, saves, or event RSVPs). For
Unclaimed Property, every unit—broadcast, billboard, mailer—will close with the same, singular
next step: “Search your name now at [program URL].”

4) Budget Alignment

We convert insights into a six-week allocation that balances broad reach with measurable
conversion. Percentages below are illustrative; we'll finalize after STO shares total funds and
heat-map detail.

e 45% Awareness & trust — Broadcast TV/radio (news & high-trust dayparts), CTV/OLV
(:30/:15), and high-visibility OOH near DMVs, libraries, and government complexes.

e 30% Digital intent & conversion — Paid search (“West Virginia unclaimed money”),
social click-to-site, programmatic display, and retargeting for non-completers.

e 15% Direct mail to high-opportunity ZIPs — Personalized mail with QR/vanity URLs
for tracking (no third-party list resale; addresses drawn from STO'’s privacy-compliant
workflow or publicly available sources).

e 10% Contingency & optimization — Mid-flight shifts based on performance (e.g.,
expand :15 OLV in counties where completion spikes; add an extra mail drop to a top-
decile ZIP).

Efficiency guardrails: negotiated value-adds (bonus spots, ROS inventory), shared production
across units (one hero shoot — multiple cut-downs, radio, and social), and county-weighted
buys so high-balance/low-claim areas receive proportionally more impressions and mail volume.

AKC lesson applied. During AKC, short-form cut-downs consistently outperformed long-form
on mobile, and event tent-poles produced predictable spikes. We'll replicate that dynamic by
anchoring the first two weeks in high-reach placements, then leaning into short-form and
direct-response as search and claims accelerate—plus leveraging tent-pole PR moments
(e.g., National Unclaimed Property Day, county “big check” events) to amplify without extra
spend.
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5) What we deliver at the end of Step 1

e Audience & County Opportunity Brief (personas, heat maps, message barriers).

e Pre-test Findings & Go/No-Go Matrix (which narratives/copy to scale).

* Six-Week Media & Budget Plan (channel mix by week, county weighting, flighting).

e Creative Readiness Pack (approved scripts/storyboards for :30/:15, print/OOH, social
units; trust badges; FAQ one-pager).

o Measurement Plan (weekly KPIs: searches, verified claims, cost per claim; mid-flight
optimization criteria).

We begin by meeting West Virginians where they are, and we earn their trust quickly. Then we
make it easy to act. The AKC campaign proved that familiar, human scenes plus platform-right
creative outperforms lecture-style messaging. We bring that same discipline here so every
dollar in this six-week sprint moves people from “I've heard about it” to “I claimed it.”

Data and Analytics

At (amp), we believe that research and analytics are the foundation of great media strategy. A
data-driven approach ensures that every media dollar is spent effectively, allowing us to
optimize campaigns in real time and maximize ROJ.

Media Analytics & Performance Reporting

Our team specializes in turning data into actionable insights. We utilize a combination of Google
Data Studio, GA4, Tableau, and proprietary dashboard solutions to monitor and report on key
performance metrics. Our team leverages data from these various sources to monitor key
metrics such as:

o [Impressions: The total number of times an ad is displayed, regardless of whether it is
clicked.

e Reach: The number of unique users who have seen the ad.

e Click-Through Rate (CTR): The ratio of users who click on the ad to the number of total
users who view the ad (clicks/impressions).

+ Conversion Rate: The percentage of users who complete a desired action (e.g., filling
out a form, making a purchase) after clicking on the ad.

e Cost Per Click (CPC): The cost incurred for each click on the ad.

o Cost Per Acquisition (CPA): The cost associated with acquiring a new customer
through the ad.

¢ Return on Investment (ROI): The overall return generated from the campaign relative
to the investment.

¢ Engagement Rate: The level of interaction (likes, shares, comments) that the ad
receives on social media platforms.

o Bounce Rate: The percentage of visitors who navigate away from the site after viewing
only one page.
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e Average Session Duration: The average amount of time users spend on the website
after clicking on the ad.

By tracking engagement, audience behavior, and conversion rates, we continuously refine
campaign strategies to ensure optimal performance.

Performance Reporting

Our performance reporting is comprehensive and tailored to meet the needs of various
stakeholders. We provide clear and concise dashboards that highlight key performance
indicators (KPIs) and actionable insights. Our reports include detailed metrics on ad
performance, audience engagement, and RO, enabling clients to make informed decisions. We
also offer regular updates and recommendations for ongoing optimization based on the latest
data. Specific metrics include:

¢ Key Performance Indicators (KPls): Specific metrics that align with the campaign's
objectives, such as lead generation, brand awareness, or sales.

e Audience Demographics: Data on the age, gender, location, and interests of the
audience engaging with the ads.

* Engagement Metrics: Detailed insights into how users interact with the ads, including
likes, shares, comments, and video views.

¢ Conversion Tracking: Monitoring the actions users take after clicking on the ad, such
as purchases, sign-ups, or downloads.

e Attribution Models: Understanding the customer journey and identifying which
touchpoints contribute to conversions.

e Call Tracking: Measuring the effectiveness of ads in generating phone calls to the
business.

e Reporting Dashboards: Visual representations of data that provide a clear overview of
campaign performance, tailored for various stakeholders.

¢ Data Visualization: Graphs and charts that make complex data easy to understand and
actionable.

Post-Buy Analysis

Post-buy analyses are a critical component of our media strategy. After the completion of a
campaign, we conduct thorough evaluations to assess the effectiveness of the ads placed. This
includes analyzing the reach, frequency, and impact of the media buys in relation to the
campaign KPls. We provide detailed data on the performance of each ad placement, including
insights into audience demographics, engagement levels, and conversion rates. Our post-buy
analyses help identify areas for improvement and inform future media strategies. Key metrics
include:

o Effective Frequency: The optimal number of times a user needs to be exposed to an ad
before taking action.
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o Ad Placement Performance: Analysis of the effectiveness of different ad placements
and platforms.

o Audience Insights: Detailed information on the behavior and preferences of the target
audience.

o Creative Performance: Evaluation of how different ad creatives perform in terms of
engagement and conversions.

o Brand Safety: Ensuring ads are placed in appropriate contexts and avoiding negative
placements.

e Campaign Reach and Frequency: Measuring how many people were reached and how
often they saw the ads.

e Sales Lift: The increase in sales attributed to the advertising campaign.

o Customer Feedback: Collecting and analyzing feedback from customers to understand
their experience and satisfaction with the ads.

e Return on Ad Spend (ROAS): The revenue generated for every dollar spent on
advertising.

e Post-Campaign Surveys: Gathering insights from surveys conducted after the
campaign to measure brand recall and perception.

By leveraging these detailed metrics, (amp) can provide The State of West Virginia with
comprehensive insights into the effectiveness of their media campaigns, ensuring alignment
with their strategic goals and continuous optimization for better results.

4.2.1.4. Targeted Digital Advertising Campaign

Digital advertising is only effective when it feels personal. For the West Virginia State
Treasurer’s Office (STO), success requires more than placing ads online, it requires
understanding who in the state needs to hear about each program, what motivates them to act,
and how to build trust in the Treasurer’s Office as a steward of their financial future. Our
approach combines research-driven microtargeting, in-house creative production, and
accountable reporting, ensuring every dollar translates into measurable public engagement.

Step 1: Audience Research & Segmentation

We begin by listening to the numbers and the people. West Virginia is home to just under 1.8
million residents, spread across rural counties, small towns, and urban hubs. Each Treasurer’s
Office program aligns with distinct life stages, financial needs, and community roles.

e SMART529: Parents of children under 18, particularly first-generation college
households, who may feel college savings is “out of reach.”

e Hope Scholarship: Families with school-age children, homeschool networks, and faith-
based communities seeking affordable education options.

¢ Unclaimed Property: Older homeowners, retirees, small businesses, nonprofits, and
civic groups who may unknowingly hold dormant funds.
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e WVABLE: Individuals with disabilities, their families, healthcare providers, and advocacy
organizations.

o WV457 Retirement Plus: State employees and municipal workers planning for
retirement, as well as private-sector employers who can serve as advocates.

Our segmentation process integrates Treasurer’s Office program data (claim rates, account
balances, adoption trends) with third-party sources like the U.S. Census Bureau, MRI-Simmons,
and Nielsen. For example:

Unclaimed Property: Counties such as Kanawha and Cabell show the highest unclaimed
property totals, while rural counties like McDowell and Pocahontas show fow claim activity.

SMARTS529: College enroliment rates in West Virginia lag the national average, particularly
among rural, low-income households. That informs our targeting of parents and educators with
financial literacy messages.

We supplement quantitative analysis with qualitative research: surveys, online panels, and
community interviews. This approach echoes our work for the State of Kansas Department of
Administration, where early-stage consumer research revealed barriers that guided campaign
messaging.

Step 2: Hyper-Targeted Strateqy Development

Microtargeting ensures messages land with the right people, in the right place, at the right time.
Our targeting framework uses a layered approach:

o Demographic & Life Stage: Parents of school-age children (SMART529, Hope
Scholarship); retirees aged 55+ (WV457, Unclaimed Property); caregivers of individuals
with disabilities (WVABLE).

e Behavioral & Intent: Online searches for scholarships, savings plans, or “lost money
WV”; engagement with local school and disability advocacy groups on Facebook.

e Geographic: County-level weighting based on program participation. For example, more
Hope Scholarship dollars may be allocated to Cabell, Raleigh, and Monongalia counties
where private schools are concentrated, while unclaimed property ads emphasize
counties with high balances but low claims.

e Community Networks: Leveraging PTA groups, veteran associations, disability
coalitions, and employer networks to extend digital reach through organic and trusted
voices.

Storytelling brings the targeting to life. Instead of abstract financial terms, creative will highlight a
parent in Charleston opening a SMART529 for their daughter’s future, or a volunteer fire
department in Fayette County receiving unclaimed funds that keep their trucks running. These
narratives mirror our work with the American Kennel Club national campaign, where shifting
from institutional branding to human-centered stories unlocked new engagement among
younger audiences.
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Step 3: Media Planning, Placement & Budgeting

Every dollar in a state campaign must work twice: once to build trust, and again to drive action.
Our budget allocations balance broad awareness with precision targeting, reflecting West
Virginians’ actual media habits:

Paid Social Media (35-40% of spend):
Facebook and Instagram remain dominant in West Virginia, particularly among parents and
retirees. TikTok is leveraged for younger families and students. LinkedIn reaches employers and

state workers.

Case Parallel: In the American Kennel Club’s Everything We Do, We Do for Dogs campaign,
we deployed broadcast, Meta, TikTok, and event-based creative to engage a wide audience.
The campaign demonstrated how familiar platforms can deliver important but complex
messages—translating a 140-year-old institution’s mission into content that felt approachable,
trustworthy, and actionable.

Programmatic Display & Video (25-30% of spend):
Local news outlets (Charleston Gazette-Mail, MetroNews) and Connected TV platforms (Hulu,
Roku, YouTubeTV) provide reach and credibility.

Evidence: Nielsen reports CTV adoption in West Virginia has grown by 18% in three years. This
ensures broadcast-quality storytelling with digital targeting efficiency.

Search Marketing (15-20% of spend):
Google Ads capture high-intent queries like “WV unclaimed money” or “Hope Scholarship WV
application.”

Case Parallel: For Confluent Health, SEM drove measurable appointment bookings nationwide.
STO can expect the same efficiency: every search ad connects directly to program enroliment
or claims.

Direct Response Retargeting (10-15% of spend):
Visitors who engage but don’t complete an action see follow-up creative (e.g., “Search your
name today” for Unclaimed Property).

Evidence: Retargeting typically delivers 3-5x higher CTR than prospecting ads. In the Deep
Eddy Vodka campaign, sequential retargeting was key to moving audiences from awareness to
trial—boosting foot traffic by 17% and online conversions by 14%. This proves the efficiency of
retargeting to convert initial engagement into meaningful action.

Optimization Reserve (5% of spend):

Held for mid-flight reallocations based on performance. For example, if Instagram Reels
outperform static display for SMART529, spend can be shifted mid-campaign.
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Like our AKC campaign, which phased national awareness through TV and then deepened
engagement via social retargeting, STO’s campaigns will start with broad trust-building and
move toward precise, action-driven creative.

Step 4: Creative Development Aligned to Goals

Because all creative is produced in-house, STO benefits from cost transparency, consistency,
and accountability. Our deliverables include:

e Video: Broadcast-quality :30 and :15 spots for CTV and social.

¢ Social-first Content: Stories, reels, and carousels with West Virginia-specific visuals
and plain-language calls to action.

¢ Display & Native Ads: Simple, urgent messages tied to program goals (e.g., “Your
savings start today”).

o Interactive Explainers: Short how-to animations demystifying program steps like filing
an unclaimed property claim or opening a WVABLE account.

We test creative before full rollout with A/B testing, ensuring resonance before scaling. This
mirrors our process for the Belle of Louisville, where redesigned digital and print assets
simplified ticketing and boosted donations—a reminder that design isn't just aesthetic, but
functional.

Step 5: Tracking & Measurement

Measurement is accountability. For the West Virginia State Treasurer’s Office, success is not
just launching a campaign, it is proving that public funds translated into measurable impact.
Every campaign we deliver ties directly to program KPIs, ensuring transparency and trust.

Defining Success from the Start

Before launch, we align each program’s goals with quantifiable outcomes. For Unclaimed
Property, that might mean claims initiated; for SMART529, new accounts opened; for WVABLE,
increases in contributions from families with disabilities. By embedding KPls into planning, we
ensure that every creative decision and every media dollar is in service of measurable
outcomes.

Tools & Methodologies
Our analytics team deploys a full stack of monitoring tools:

e Google Campaign Manager 360 for impressions, reach, and frequency.

* Meta Ads Manager for real-time engagement, conversions, and demographic analysis.

¢ Brandwatch & Meltwater for social listening, sentiment tracking, and earned media
pickup.

e Custom STO dashboards that consolidate performance across channels, tailored for
weekly progress updates and quarterly reporting.

Sample KPIs by Program

¢ Unclaimed Property: Claims initiated, claims completed, website traffic lift, cost-per-
claim.
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o SMART529 / Hope Scholarship: New accounts opened, average contribution per
account, FAFSA or scholarship application alignment.

e WVABLE: Account openings among eligible households, deposits per quarter,
engagement from disability advocacy partners.

o WV457 Retirement Plus: Employer adoption rates, employee participation rates,
contribution growth year-over-year.

¢ Financial Education (“Get A Life”): Classroom sessions delivered, student
participation, teacher satisfaction surveys, parent awareness via follow-up.

Mid- and Post-Campaign Assessments

Accountability also means course correction. We build mid-campaign reports into every project,
enabling us to shift dollars toward the best-performing channels and creative. Post-campaign,
we provide comprehensive reports within 45 days that include:

e Media performance (reach, impressions, CPM, CTR).

o Conversion metrics tied to program KPlIs.

¢ Demographic and geographic participation insights.

e ROl analysis comparing dollars spent to actions taken.

o Recommendations for sustaining awareness after the campaign window.

Why This Matters for STO

In a public sector context, measurement builds trust, not only with leadership but with West
Virginians who expect transparency. Our campaigns are not judged by vanity metrics; they are
measured by real outcomes that change lives: a family recovering long-lost savings, a student
opening their first college account, an individual with disabilities building financial independence.

Sample Deliverables

e Custom reporting dashboards (weekly updates).

* Mid-campaign performance memos with optimization recommendations.

¢ Final post-campaign report (45 days post) including KPI achievement, lessons learned,
and actionable next steps.

What Success Looks Like

¢ A measurable increase in claims filed through the Unclaimed Property Division.
e Growth in SMART529 accounts aligned with school enroliment cycles.

e Expanded WVABLE participation among underserved households.

» Retirement Plus contributions rising as more employers adopt.

¢ Financial education programs reaching new counties and classrooms.

In short, success is not claimed, it is proven. Measurement ensures STO can demonstrate both
stewardship of taxpayer dollars and life-changing outcomes for West Virginians.
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Case Study: True Food Kitchen Expansion Campaign

When True Food Kitchen, a healthy dining brand with 43 locations, secured a $100 million
private-equity investment, the mandate was clear: deliver measurable growth, quickly and
sustainably. The challenge mirrored what the Treasurer’s Office faces—proving that every dollar
spent produces real, trackable outcomes that build long-term trust and participation.

Research & Insight Development

Our team began by mapping audience behaviors in core markets. Insights showed that while
awareness of True Food Kitchen’s brand was low, resonance was high once customers
experienced the connection between wellness and flavor. The communications challenge was
bridging that awareness-to-action gap, much like STO must do with Unclaimed Property,
SMART529, or WVABLE.

Targeting & Media Strategy
We developed a dual-campaign approach:

e Plus-Up Summer Campaign in key markets like Austin, TX and Los Angeles, CA using
Meta, Google Ads, YouTube, TikTok, and iHeartRadio to drive foot traffic and online
orders.

e Always-On Nationwide Campaign maintaining visibility in all other markets with paid
search and video content.

Al-driven ad units, localized targeting, and seasonal message variations ensured efficiency.

Execution & Optimization

Through real-time dashboards and continuous optimization, we shifted budget to high-
performing channels, adjusted messaging during payment outages, and adapted strategy in
response to Hurricane Hilary disruptions. This adaptive approach mirrors how STO campaigns
will include mid-flight adjustments and scenario planning.

Results & Outcomes

o +255.8% increase in in-store visits

e Sustained 3.67-3.78 ROAS across months

¢ Improved online order conversions and long-term sales growth

+ 1M+ users reached across channels, with targeted engagement driving trial and loyalty

Just as True Food Kitchen turned investor funding into tangible outcomes, STO campaigns must
translate public investment into measurable community impact. By embedding KPls, continuous
optimization, and real-time reporting into every campaign, we ensure outcomes like claims filed,
accounts opened, and applications completed are not just promised but proven.

What STO Gains

¢ Unified Storytelling: One Treasury voice, tailored to each program.
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¢ Cost Transparency: All creative and placements managed in-house—no subcontractor

markups.

e Local Resonance: Ads grounded in West Virginia-specific research and community
narratives.

o End-to-End Accountability: From strategy through reporting, every step is tied to
STO’s KPIs.

Involving STO in Finalizing Plans

A campaign is strongest when the agency is not just a vendor, but a collaborator. For the
Treasurer’s Office, that means plans will never be handed over as a finished product—they will
be shaped, tested, and finalized in partnership with STO program leads.

We build that collaboration into every stage:

1. Co-Creation Workshops

At the close of research and initial strategy, we convene working sessions with STO staff to
review insights, proposed targeting, and media allocations. These are not presentations but
working documents—STO staff will see multiple audience models, messaging directions, and
budget scenarios side by side. Together, we refine priorities to ensure operational realities (e.g.,
Hope Scholarship application cycles, WVABLE's ABLE Savings Day, SMART529’s Bright
Babies outreach) are reflected in the media calendar.

2. Transparent Scenario Planning

Budgets are presented in Good/Better/Best scenarios, with clear trade-offs in reach, frequency,
and projected outcomes. An integrated “One Treasury” option is also modeled. STO chooses
not just the budget level but the emphasis—whether more dollars go to rural outreach, employer
partnerships, or statewide broadcast. This ensures agency leadership has visibility into how
funds are being stewarded.

3. Creative Alignment Reviews

Before final asset production, STO staff review and approve mood boards, narrative concepts,
and draft creative. Calls-to-action and key messages are tested with sample audiences, but the
final say rests with STO. For instance, if stakeholder review shows that “claim tents” messaging
for Unclaimed Property should emphasize security over speed, we pivot before production.

4. Mid-Campaign Adjustments with STO Input

At the midpoint, we present optimization memos with multiple scenarios for reallocation—what
happens if we double down on streaming, or pivot to search in underperforming counties? STO
staff choose the scenario that aligns best with program priorities.

5. Final Sign-Off
No campaign launches without written STO approval. Every media buy, targeting plan, and
creative execution is finalized only after STO staff confirm alignment with program goals.
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Digital Marketing & Analytics Capabilities

At (amp), our digital team is built to drive performance through precision targeting, real-time
optimization, and data-driven insights. With decades of experience across verticals and a track
record of maximizing ROI, our digital capabilities extend far beyond execution—we operate as
strategic partners who help brands navigate an ever-evolving media landscape.

v x

Strategic marketers with a Copy and paste generalists.
specialization in digital media.
Single-minded advertisers.
Passionate about execution and
process. Ad Tech salespeople, or margin-
pushing media minds.
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Established Strengths in Digital Media

We have deep expertise in building and executing full-funnel digital strategies that include:

Programmatic Display & Video: We leverage a mix of demand-side platforms (DSPs)
and direct publisher buys to deliver high-impact display and video ads with strategic
targeting and efficient CPMs.

Social Media Advertising: From Meta and TikTok to Snapchat and LinkedIn, our team
creates and optimizes paid social campaigns tailored to channel behaviors and
performance trends.

Search Engine Marketing (SEM): Certified across platforms like Google Ads and
Microsoft Ads, our paid search strategies are highly optimized for conversion, using
advanced techniques like audience layering, dynamic search ads, and real-time bid
adjustments.

Streaming & CTV: We deliver audience-first plans that integrate digital video into over-
the-top (OTT) and connected TV (CTV) environments, providing the scale of traditional
TV with the targeting of digital.
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e eCommerce Media Strategy: For DTC brands, we build digital ecosystems that include
Amazon media, shoppable social integrations, and retargeting strategies to reduce cart
abandonment.

Analytics & Performance Measurement

Our analytics team ensures that every campaign is measured, attributed, and optimized for
success. From custom dashboards to real-time reporting, we give clients full transparency into
media performance and investment impact.

¢ Conversion Tracking & Attribution: We implement tracking frameworks that tie ad
exposure to meaningful on-site actions—including e-commerce transactions, lead
generation, or form fills.

o Data Integration: We centralize media performance data across channels (including
offline) to provide a holistic view of ROI.

o A/B & Multivariate Testing: From creative formats to landing page experiences, we run
continuous testing to drive incremental gains.

e Media Mix Modeling: For enterprise accounts, we offer econometric modeling to better
understand long-term media impact across channels.

{amp's) fuil funnel approoch to marketing is reprasented in cur reporting

and identification of testing cpportunities

Analytics

Starts With Audience HhatYou Get
Custom Monthly & Quarterly Reports
Dashboard
Strategic Learnings
Analysis
Indusiry and historical benchmarks
Conversians
Lead Quality

Experiments

Synthesizing data collected from multi-touch attribution modeling, enhanced
analytics, on-SERP and off-SERP behavior info a clear story with reai-time

oplimization recommendations and budget pacing insights.

Primary Research: Our Strategic Advantage

Our in-house research team, staffed by PhD-level anthropologists and seasoned strategists,
conducts custom primary research tailored to each client’'s goals. These efforts go far beyond

(8}
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off-the-shelf audience data, giving us a deeper, more actionable understanding of who our
audiences are, how they think, and what motivates them. Capabilities include:

e Primary Research Capabilities: Custom Surveys (national ‘or regional), Focus Groups
and 1:1 Interviews, Ethnographic and Observational Research, Message and Concept
Testing, Usage & Attitude Studies, Segmentation and Persona Development

¢ Audience Research & Segmentation: We use behavioral, attitudinal, and demographic
data to define high-impact audience profiles.

e Message Testing: We identify the creative and messaging that resonates most through
gualitative and guantitative methods.

¢ Brand Tracking & Sentiment Analysis: Post-campaign, we measure brand heaith, lift,
and audience perception to gauge success beyond clicks and impressions.

e Market & Competitive Intelligence: We provide landscape analyses that uncover white
space and competitive opportunities.

SURVEY Eﬁ USABILITY COMPETITIVE
M d TESTING AUDITS
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Focus A/B TESTING STATISTICAL
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&4 GrRoOUPS ® ANALYSIS
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Digital Team Credentials

Our certifications aren't just logos — they're proof of our performance, expertise, and ongoing
commitment to excellence. We've earned these distinctions by consistently delivering results
and staying at the forefront of media strategy and platform innovation.
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Certifications:

As a cerfified Google Partner, we have exclusive access lo beta features, priority
Go?\}g!e support, and ad ced insights that help us build smarter, high-performing

, Display, YouTube, and more. Our team meets Google's

Pa rt n e r rigerous standards for performance, best practices, and client success,

PREMIER

As o Mata Business Partner, we're frained and trusted by Meta to deliver
campaigns that convert across Facebook, Instagram, nger, and WhatsApp.
From advanced pixel implemeniation fo creative optimization and A/B testing, we

leverage Meia's fools and resources to help brands drive meaningful engagement
and real resulfs.

Business Partner

I'R-'I Microsoft Adverﬁsing Being a Microsoft Advertising Partner means we're equipped to help clients tap
into high-value audiences across Bing, Yahoo, AOL, and the Microsoff Audience
Network. We siay ahead with unique targeting capabilities and platform support

Pa rt n e r that give our clients an edge—especially where competition is less saturated.

Why It Matters

o Certified Talent: Every platform certification is earned by individuals on our team who
complete rigorous training and maintain best-in-class performance.

o Strategic Access: We get early feature releases, platform updates, and support
channels that non-partner agencies simply don't.

o Proven Results: Our campaigns consistently exceed benchmarks for reach, efficiency,
and conversion — because we combine human insights with platform intelligence.

4.2.2. Mandatory Project Requirements

Mandatory Requirements Compliance

The State Treasurer’s Office manages programs that directly affect the financial well-being of
West Virginians, returning more than $40.6 million in unclaimed property in FY2025, overseeing
$8+ billion in pooled funds through the Board of Treasury Investments, and stewarding savings
programs like SMART529 (ranked among the top 529 plans nationally) and WVABLE, which
empowers individuals with disabilities. These programs touch every community in the state, and
with that responsibility comes a mandate for transparency, accountability, and trust.
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(amp) not only meets the mandatory requirements outlined in Sections 4.2.2.1-4.2.2.5, we
exceed them. Below, we describe our compliance while illustrating how our processes and
experience directly align with the Treasurer’s mission.

4.2.2.1 — Weekly Progress Updates

¢ Why It Matters to STO: Weekly updates give STO leaders confidence that every
dollar—whether spent promoting unclaimed property or encouraging new 529
accounts—is used effectively and transparently.

e Our Approach: For municipal clients like the City of Fort Worth, we provide structured
weekly updates with campaign pacing, creative deployment schedules, and early
performance insights. For example, a weekly update that identifies underperformance in
a community radio buy; we quickly realiocate spend to digital video, restoring efficiency
mid-flight.

¢ How We Exceed: Beyond weekly updates, STO staff will have access to real-time
dashboards that show spend pacing, reach, and conversions (e.g., accounts opened or
claims submitted). This provides continuous visibility, not just weekly snapshots.

4.2.2.2 — Mid-Campaign Assessment

e Why It Matters to STO: Programs like the Hope Scholarship depend on specific
enrollment windows. A mid-campaign check ensures outreach is on track to reach
eligible families before deadlines.

o Our Approach: For Georgia Southern University, we developing mid-campaign
reports that identify gaps in student inquiries. Based on that data, we shift spend from
static display to streaming TV and SEM, resulting in stronger application numbers before
deadlines closed.

« How We Exceed: We don't just provide assessments; we offer scenario modeling that
shows STO what outcomes might look like if spend is shifted, creative refreshed, or
channels expanded. This helps STO make proactive, data-informed decisions rather
than reactive adjustments.

4.2.2.3 — Post-Campaign Report within 45 Days

e Why It Matters to STO: Accountability is central to programs like Unclaimed Property,
where residents expect results and the legislature demands clear reporting.

e Our Approach: For the City of Fort Worth, we delivered post-campaign reports within 30
days that included performance metrics, demographic reach, and community
engagement outcomes. These reports guided future task orders and built a cumulative
record of success.

How We Exceed: Our post-campaign reports go deeper:

+ Attribution modeling shows how impressions translate into measurable actions (e.g.,
scholarship applications or unclaimed funds returned).

o Qualitative insights from surveys and focus groups add depth, helping STO
understand why campaigns succeed.

¢ Forward-looking recommendations ensure each campaign strengthens the next.
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4.2.2.4 — Written Approval for Creative Materials

Why It Matters to STO: With programs as sensitive as WVABLE or Retirement Plus,
accuracy and compliance are non-negotiable. Written approvals protect both the STO
and the public.

Our Approach: In regulated industries like Republic Bank, we follow strict approval
protocols: no media assets are ever placed without written client sign-off. This process
ensures compliance with industry regulations while still enabling campaigns to launch
quickly, maintaining both accountability and efficiency.

How We Exceed: To streamline STO’s review process, we use an online approval
platform where creative can be reviewed, commented on, and approved in one place.
This reduces delays, preserves an audit trail, and keeps campaigns moving without
sacrificing oversight.

4.2.2.5 — Ad-Hoc Meetings with STO Staff

Why It Matters to STO: Financial programs are subject to sudden changes—whether
legislative updates to the Hope Scholarship or urgent pushes for unclaimed property
claim events. Quick access to agency partners ensures STO can respond in real time.
Our Approach: Our account teams are built for accessibility. For True Food Kitchen'’s
national expansion campaign, we pivoted media within hours when unforeseen
disruptions occurred—including payment outages and Hurricane Hilary—to keep
campaigns aligned and performing. For STO, this means ad-hoc meetings and fast
pivots are built into our workflow.

How We Exceed: We assign a dedicated Account Director and Project Manager to STO,
supported by rapid-response protocols. This ensures that if STO needs same-day
adjustments, the strategist, buyer, and analyst are aligned immediately—no delays, no
hand-offs.

Ongoing Obligation to Disclose Changes

(amp) is privately held, independently owned, and has no pending contracts to merge or
sell any portion of the firm. We recognize the obligation to disclose any future changes
that could affect our qualifications and commit to notifying STO promptly of such
changes.

Conclusion

Meeting the mandatory requirements is about more than compliance, it's about honoring the
trust West Virginians place in the Treasurer’s Office. (amp) brings processes built for
transparency, examples that prove agility, and innovations that go beyond the baseline. Whether
it's weekly dashboards that let STO see progress in real time, scenario modeling to ensure
deadlines are met, or rapid-response protocols for legislative shifts, our goal is to ensure that
every program—from SMART529 to Unclaimed Property—is not only communicated but
embraced.
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4.3. Qualifications and Experience

Qualifications and Experience

(amp) brings over 25 years of experience designing, executing, and measuring large-scale
media and outreach campaigns for government agencies, nonprofits, and national brands. Our
qualifications extend beyond baseline compliance—we combine certified expertise, a fully in-
house staffing model, and a proven record of success on projects of comparable scale and
complexity.

For information on staffing structure and staff qualifications, please see the detailed staffing
criteria provided in the relevant sections of this proposal. What follows are selected case studies
and references that demonstrate our capacity to deliver campaigns similar to the scope
requested in this RFP. Each example includes the project location, scope, objectives, and
outcomes, along with the staff leadership who directed the work.

These case studies illustrate how we solve the same kinds of challenges faced by the West
Virginia State Treasurer's Office: building trust in complex financial programs, reaching diverse
statewide audiences, and delivering measurable outcomes that support long-term policy goals.

Relevant Experience

Our experience spans diverse industries, with a particular focus on municipal media and
placemaking initiatives. We have successfully collaborated with cities and public entities to
highlight their unique characteristics while aligning with their strategic goals. Some of our
notable projects include the follow current & past clients:

¢ City of Fort Worth: Recently awarded and have partnered with the City of Fort Worth
Environmental Services Department to deliver strategic, equity-focused marketing and
outreach services that elevate community engagement across digital, print, and in-
person channels to encourage recycling, prevent littering, and protect the environment .
Through a task-order-based contract, we will develop and implemented creative
campaigns, educational materials, and culturally inclusive content that supported the
City’s environmental initiatives and reinforced public awareness of key sustainability
goals until 2029.

e Hamilton County Public Health Department: Played a key role in launching Michelle
Obama’s Let’s Move! campaign in Cincinnati and Hamilton County, Ohio, promoting
healthier foods in schools, community gardens, and safe parks. Through a multi-channel
strategy—including TV, radio, digital, OOH, and interactive tools like GIS mapping and a
dedicated website—the campaign successfully engaged the community and empowered
families to embrace a healthier lifestyle.

o Town of Gilbert Office of Economic Development: (amp) partnered with the Town of
Gilbert Office of Economic Development to develop and execute a data-driven, multi-
channel media strategy designed to elevate Gilbert as a premier destination for
business, talent, and innovation. Our work included strategic media planning, precision
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audience targeting, and cross-platform media buying—combined with curated publisher
partnerships that brought Gilbert’s story to life across high-impact channels. The result
was a highly efficient campaign that increased brand awareness, deepened engagement
with key audiences, and supported the town’s broader goals of economic growth and
community development.

o State of Kansas Department of Administration: Partnered with the State of Kansas
Corporation Commission to provide consumer and market research services, conducting
surveys, focus groups, interviews, and in-depth qualitative and quantitative analysis. Our
insights supported various state divisions by delivering data-driven strategies tailored to
specific projects and audience needs across Kansas.

In addition to our municipal and public sector work, (amp) has extensive experience partnering
with commercial clients across various industries. Our ability to create compelling, market-driven
brand strategies has helped businesses enhance their market presence, improve customer
engagement, and drive long-term growth. Below, we highlight ten key projects that showcase
our capabilities in reaching both metropolitan and hard-to-reach rural areas, with tailored tactics
based on demographics and interests to maximize engagement.

Case Studies

Lunazul Tequila Campaign, Heaven Hill
Brands

e Project Value: $3,883,800.00

e Project Completion: 04/30/2022 Sy el

s Location: National Campaign

o Scope: When Lunazul came to (amp) with EXPEDITION
their estate-bottled tequila, they had 250 RN
years of tradition but little recognition
among the fast-growing audience of
tequila drinkers. They had big goals to
raise awareness, brand recognition and
overall sales while alsc elevating the
smooth-drinking spirit to a premium
consideration in consumers’ minds. From f; )
consulting, strategy and media planning to L 4 Sl T S
an omni-channel creative campaign that leveraged micro-influencers, premium
partnerships and geotargeting, (amp)helped deliver year after year of record growth and
establish Lunazul as a premium tequila. By the time we completed our brand refresh, we
had taken Lunazul from a bottom-shelf afterthought to a top-of-mind consideration,
prominently featured on the coveted third shelf alongside other premium brands. We
helped Lunazul achieve a 140% in-store sales increase, a 400% increase in share of
voice, and a 57.9% increase in brand lift.

= o
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Unskippable video content our audience couldn’t miss (or ignore)

Our creative team completely revamped the Lunazul brand and website and created a bold new
campaign called “Feed the Wolf.” Then, our media team carefully crafted a media plan to ensure
our campaign reached, resonated with and engaged our target audience. Through a strategic
mix of video placements, we were able to not only increase awareness and drive our target
audience to the new website, but also elevate their perception of the Lunazul brand by
purposefully placing our videos on premium networks that aligned with our audience’s interests,
such as Discovery and Hulu. We augmented that targeted approach with high-frequency video
buys that reached a broader audience on social and streaming networks to increase awareness
and made the ads more memorable by creating an interactive experience. Through advanced
TV placements, we incorporated geotargeted store locators at the end of videos so that viewers
could instantly find nearby stores where they could buy Lunazul.

Feeding a wolf pack hungry for more social content

We then amplified the “Feed the Wolf’ campaign on Lunazul's owned social channels, efficiently
increasing reach and recall on placements that are endemic to the campaign. As an integral part
of our overall digital marketing strategy, our series of social campaigns provided a strategic mix
of content: product-focused posts designed to educate and drive awareness, “Feed the Wolf”
campaign videos and images to increase brand recognition and drive sales, and user-generated
content from our concurrent influencer campaign to create deeper engagement with our
audience.

Influencer campaigns designed to create passionate brand advocates

To further amplify the “Feed the Wolf’ campaign, we wanted to seek out those who were truly
living the adventurous Lunazul lifestyle. We found a treasure trove of micro-influencers, from
foodies and travelers to those who were proud wolf owners. They ranged from full-on pros to
amateur hopefuls, but they all had the passion that makes for the best content creators. We
succeeded in harnessing that passion to expand into this new alternative media opportunity.

Discovering a media partnership that could amplify our media spend in a major way

Then, we embarked on a more ambitious partnership adventure: “A Toast to Tradition.” Led by
influencer and cocktail enthusiast Josh Gates, the video series took viewers behind the scenes
of the Lunazul distillery to highlight the brand’s family heritage. Not only did the series elevate
the brand in viewers’ minds, but it was also wildly popular, generating more than 366 million
impressions, nearly 20,000 social engagements and more than 76,000 visits to the custom
landing page. Lunazul brand awareness jumped from 10.7% to 16.2% while consideration
increased from 11.8% to 16.5% — 7.8 times better than Meta's own CPG

benchmarks! Today, we continue to drive awareness, increase conversion and elevate the
Lunazul brand within a premium category. We'll certainly drink to that.
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Key Contributions:

¢ Ruby Dewitt (Vice President of Media): Spearheaded the overall media strategy and
played a pivotal role in selecting the best media channels for the campaign. Ruby
ensured that traditional and digital media were seamlessly integrated, and was crucial in
overseeing the cross-platform media execution.

¢ Molly Kennedy (Senior Media Manager): Managed day-to-day media planning and
ensured campaign execution was smooth across multiple channels, contributing to its
success.

o Shane Doyle (Senior Art Director): Developed and executed the creative direction for
the campaign, ensuring visual consistency and brand alignment across digital platforms.

e Andrea Renzi-Burns (Senior Media Planner): Led media buying efforts and optimized
placements to maximize ROI, contributing to the campaign’s successful reach.

Deep Eddy Vodka Ruby Red Campaign

e Project Value: $3,242,279.00

o Project Completion: 04/30/2021

e Location: National Campaign

e Scope: Inspired by the spirit of Deep Eddy
Pool in Texas, Deep Eddy® Vodka was
created so you could grab a bottle with
friends and enjoy good times that never
seem to end.

The brand is well known for its flavors, and
according to Nielson, Deep Eddy Lemon is the #1
Citrus Vodka, Deep Eddy Ruby is the #1 Grapefruit
Vodka and Deep Eddy Lime ranked #1 as the
fastest growing flavored vodka just two and half
months after launch.

However, the Deep Eddy Original Vodka, which is handcrafted in small batches in Austin, Texas,
is a challenger brand to the more well-known Austin brand, Tito's Vodka. With a national brand
budget that is less than a tenth of its main competitor, Deep Eddy Vodka challenged (amp) to
capitalize on the success of its flavors to build overall brand awareness, amplify its Core 3
products, and encourage trial.

Deep Eddy’s target audience is men and women living in the U.S. between the ages of 25-39
who enjoy spending time with friends in the outdoors while listening to music. (amp) deployed
an omni-channel campaign that asked consumers to Pick Something Real — through digital
activations that included video, audio, web and mobile, custom content, social media, and
influencers to build brand awareness.
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We leveraged frequency and ad sequencing to build engagement with its popular flavored
products and then introduce the Original Vodka. We also used full-funnel lifecycle tracking to
drive users to convert online via delivery apps or visit their nearest retailer where we tracked
walk-ins. Plus, we used social amplification and retargeting to surround the brand’s local,
regional, and national music festival and event sponsorships to encourage trial of the key
products.

This targeted approach to the campaign allowed Deep Eddy to maximize its ad dollars by
efficiently reaching new consumers at scale, but also allowing them to self-qualify through brand
engagement which drove down overall CPA and increased ROAS. At the end of the campaign,
we saw an impressive 17% increase in foot traffic to Deep Eddy Vodka's retailers, 14% increase
in website conversions, which included orders from select delivery apps, and an incredible 40%
increase in sales — certainly results worth celebrating.

Key Contributions:

¢ Ruby Dewitt (Vice President of Media): Directed the media strategy and ensured that
the media buys aligned with Deep Eddy Vodka's goals for maximizing exposure across
key platforms. Ruby was integral to optimizing the media budget and maximizing reach
across digital and traditional channels.

e Todd Krise (Director of Account Strategy): Oversaw the strategic planning and
integration of media and creative direction, ensuring that the campaign resonated with its
target audience.

¢ Molly Kennedy (Senior Media Manager): Executed media buys across various
platforms, tracked campaign progress, and ensured the strategic goals were met
through optimized placements.

e Shane Doyle (Senior Art Director): Designed the creative assets for digital and
broadcast media, ensuring the visuals were aligned with the brand’s identity and
engaging for the audience.

4. Hershey’s Chocolate World Billboard Campaign in Times Square

* Project Value: $426,244.00

¢ Project Completion: 08/2022

o Location: New York City, New York

e Scope: The Hershey's Chocolate World Times Square
campaign sought to capitalize on the massive holiday foot
traffic in Times Square, aiming to increase visibility and drive
traffic to the store located beneath the iconic digital billboard.
The strategy centered on deploying visually compelling,

g animated videos on the massive digital screens in Times
Square, designed to highlight Hershey’s products and draw
attention to the store below. These animations not only
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showcased popular Hershey products but also provided clear directions to guide viewers into
the store, enticing them with a variety of holiday-themed offerings.

To ensure the campaign reached the right audience, the team conducted qualitative analysis
and identified distinct patterns in tourist behavior throughout the day. Using geo-location
targeting, they delivered digital ads to tourists arriving in New York City, making sure the
campaign effectively reached potential customers. The integration of outdoor advertising with
digital media created a seamless connection between the physical and online experiences,
helping to boost brand awareness among both tourists and locals.

In addition to the billboard’s high-visibility placement, social media amplification played a crucial
role in extending the campaign’s reach. By collaborating with media amplification experts, short
video clips from the Times Square digital billboard were optimized for social platforms,
increasing engagement among families who were looking to create holiday traditions. The social
media strategy was designed to maintain the campaign’s momentum and further drive
awareness of Hershey's Chocolate World as a top holiday destination.

Inside the store, the experience was amplified by matching in-store videos with the content from
the Times Square billboard. These videos were placed strategically to continue the narrative,
directing customers to purchase holiday-themed treats and explore exclusive in-store
experiences. This seamless integration between outdoor advertising, social media, and the in-
store experience ensured that the campaign provided a cohesive and engaging brand
experience from start to finish.

As a result, the campaign led to a significant increase in sales, with a 103% rise in sales of
featured items and a 16% increase in overall sales compared to the previous year. The digital
components of the campaign were particularly successful, reaching 720k people with a $5.83
CPM, exceeding the campaign goals. Engagement rates were also strong, with 75k
engagements and a 10.4% engagement rate, nearly double the goal. This innovative approach
helped reinforce Hershey's position as a go-to holiday destination for tourists, proving the power
of integrated, multi-platform campaigns.

Key Contributions:

* Ruby Dewitt (Vice President of Media): Led the integration of digital out-of-home
advertising with social media campaigns. Ruby ensured that the digital billooards were
strategically placed to increase foot traffic while complementing the social media efforts.

e Jordan Turner (Senior Director of Media): Managed the campaign’s overall strategy and
execution, ensuring a seamless connection between digital billboards and social media
advertising. Jordan coordinated the media buying strategy to ensure maximum visibility.

e Molly Kennedy (Senior Media Manager): Managed the social media content and
engagement, ensuring that the campaign created buzz and effectively drove traffic to the
store in Times Square.

* Shane Doyle (Senior Art Director): Developed creative assets for the billboard and
social media platforms, making sure the visual identity of Hershey’'s Chocolate World
was clearly communicated across various channels.
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5. Scalable Digital Growth for Confluent Health

Confluent Health, a leading provider of physical therapy and occupational health services,
sought to expand its online presence and educate patients about its extensive network of
partner clinics nationwide. With a diverse mix of small, medium, and large markets to reach,
they turned to (amp) to craft a scalable digital strategy that would drive awareness and
engagement.

We developed a robust search engine marketing (SEM) program tailored to Confluent Health’s
unique needs. Our approach ensured flexibility, allowing campaigns to be easily replicated and
adjusted to suit different market sizes. We optimized content to enhance discoverability,
implemented targeted ad strategies to attract new patients, and streamlined the digital
experience to increase conversions.

The results spoke for themselves. Our SEM efforts improved search rankings across multiple
locations, significantly boosting online appointment bookings. By optimizing keyword strategies
and leveraging geo-targeted campaigns, we drove higher engagement from both prospective
and returning patients. This strategic approach positioned Confluent Health as the go-to
provider in physical therapy, strengthening its digital footprint and connecting more patients to
the care they need.

CASE STUDY

Confluent Health

Confluent Health hired us to increase its online presence by educating
current and potential patients on its products and services across . CO n u e nt
dozens of national partner locations. (amp) developed a search

engine marketing program that can be replicated and scaled to meet HEALTH

the demands of small-, medium-, and large-sized markets.

+99% +113%  +59%

Increase in web traffic increase in conv. rate Increase in new visitors

EXPERTS

Gnod D

6. Financial Services Campaign for Republic Bank

Republic Bank aimed to increase its presence in the business, personal, and mortgage sectors
across five key markets: Tampa, Cincinnati, Nashville, Louisville, and Lexington. They partnered
with (amp) to achieve this goal.

Our team worked closely with Republic Bank to frequently update their website, ensuring their
services and competitive rates were always current. We deployed an omni-channel campaign
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that included social media, digital ads, and custom content. Our strategy positioned Republic
Bank as a leader in the industry and boosted their search results.

The campaign delivered remarkable results. Impressions increased by 231%, conversion rates
by 134%, and overall conversions by 227%. Republic Bank's enhanced digital presence
solidified its reputation as a top financial institution in the targeted markets.

CASE STUDY

Republic Bank

SERVICES Google Ads

Republic Bank teamed with (amp)} to increase its presence in the
business, personal, and mortgage sectors across five key markets:
Tampa, Cincinnati, Nashville, Louisville, and Lexington. Our teams |
work extremely close when it comes to website updates, making sure | Wl N N ER
Republic Bank's services and competitive rates are updated frequently
to position it as a leader in the industry, as well as in search resuits.

REPUBLIC
BANK

BBunoarion.

+231% +134%  +227%

Increase in impressions Increase in conv. rate Increase in conversions

EXPERTS

GCrdsnOP

7. Community Engagement Campaign for U-Pull-&-Pay

CASE STUDY

U-Pull-&-Pay

UPAP was lost in a “sea of sameness” when they approached us to
help increase their on-site and off-site visibility, consideration, and
conversions. {(amp) deployed a full-funnel search, sacial, and loyalty
strategy for 13 distinct locations - allowing us to tie 25% of in-store
visits to marketing initiatives,

+517% +330% +14%

Increase in on-site Increase in SMS increase in
conversions customer acquisition sales

EXPERTS
Grdh B

Rebuilding a car is a lot like rebuilding a brand. U-Pull-&-Pay, the underdog of the junkyard
industry, needed a breakthrough communication strategy to boost in-store visits and ad
engagement. (amp) stepped in to drive this transformation.

(o]
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We conducted audience research to gain human insights and developed a comprehensive
strategy powered by brand planning, analytics, and creative. We re-launched U-Pull-&-Pay’s
website, providing resources to boost brand affinity and loyalty. Our national "Keep the Drive
Alive" campaign, with traditional and digital elements, created an emotional connection with
customers. We also launched a successful recruitment campaign, attracting a record number of
applicants.

The results were impressive. Non-paid Facebook traffic increased by 35% year-over-year, ad
recall lift rate increased by 431%, and 112% of paid store shoppers saw digital marketing prior
to visiting. We took U-Pull-&-Pay from zero to sixty, making the junkyard cool and sexy.

8. Event Lead Generation Strateqy for Pinstripes

Pinstripes, an emerging challenger brand in the “eater-tainment” space, offers a unique mix of
high-end bowling, indoor/outdoor bocce, and 4-star ltalian cuisine. While the brand had seen
strong engagement across its gaming and dining verticals, it faced a challenge in generating
event leads during the summer months. Pinstripes partnered with LEAP to refine its approach
and improve lead generation for social and corporate events.

Our team began by analyzing Pinstripes’ business model and identifying key opportunities for
improvement. We refreshed their digital creative to better reflect the excitement of the Pinstripes
experience and developed a strategic, seasonally focused media plan. This included
geographically tailored campaigns that emphasized indoor entertainment in hot southern
climates and custom messaging designed to resonate with different audiences.

By continuously optimizing campaigns and making real-time adjustments, we helped Pinstripes
better engage with potential customers, ensuring their event spaces remained a go-to
destination year-round. Our strategic approach strengthened Pinstripes' position in the market
and enhanced their ability to capture leads during critical booking periods.

CASE STUDY

Pinstripes

NSTRIPES

Misbaame C wulfl;

ho =

Pinstripes partnered with LEAP to enhance lead generation for their
events during the historically slower summer months. By refreshing
digital creative, refining strategy, and introducing seasonal value
propositions tailored to different markets, our team optimized
campaigns to drive engagement. With real-time adjustments and an
always-on approach, we helped position Pinstripes as a top choice for
sacial and corporate gatherings, ensuring their venues remained a go-
to destination year-round.

+38% +33% +50%

events revenue event leads booked events
from leads

EXPERTS
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9. Banking on Champions - How (amp) Elevated UMCU’s Digital Presence in Michigan
Sports

The University of Michigan Credit Union (UMCU) is deeply embedded in the sports community,
serving as the official mortgage partner and exclusive auto loan provider for the University of
Michigan football team, as well as the official credit union sponsor of the Detroit Lions. However,
like many financial institutions, UMCU faced the challenge of standing out in a competitive
market where similar banking products were widely available. Additionally, as a highly regulated
institution, UMCU had been cautious about embracing emerging digital media opportunities.
Recognizing the need to modernize their approach and better connect with consumers, UMCU
partnered with (amp) to enhance their brand positioning and digital presence.

(amp) began by conducting in-depth research to define UMCU’s brand identity, messaging, and
competitive differentiators while also identifying key audience personas. Through stakeholder
interviews and consumer surveys, the team uncovered UMCU's unique strengths—its strong
sense of community, personalized customer service, and deep ties to Michigan athletics. To
amplify these differentiators, (amp) executed a comprehensive digital strategy, including a
website redesign, targeted media campaigns, and social media engagement. By leveraging
insights from digital audits and audience research, the team developed customer journey maps
and optimized messaging for each consumer segment, ensuring a more tailored and effective
marketing approach.

The results spoke for themselves. (amp)’s social campaigns coincided with historic seasons for
both the Detroit Lions and Michigan Wolverines, leading to record-breaking engagement across
digital platforms. A Detroit Lions-focused campaign generated over 7.4K website clicks, while a
Wolverines campaign saw a significant boost in social media followers and interactions. Beyond
digital, (amp) played a hands-on role in driving real-world engagement through activations at
major sporting events, including the Rose Bowl and the College Football Championship. On-site
gamified lead generation strategies resulted in a 17% conversion rate, demonstrating the power
of a cohesive, multi-channel approach. Through ongoing optimizations and strategic insights,
(amp) helped UMCU not only enhance its digital presence but also establish itself as a trusted
financial partner in the Michigan sports community.

CASE STUDY

UMCU

UMCU has tasked LEAP with solving several business problems — 'CH E CKING
including lead generation, product awareness, community relations, sty ot 3 UMCU
and experiential marketing. Currently, LEAP is focused on research, ~
social media, content i g, and busis intedl] e through -l\
advanced analytics. -

m o2 :——‘—-
R
B

+150% +65% +72,000

Increase in engagement Increase in CTR New unigue, locat users engaged

ExpeRTs
GudD@O
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10. Fueling Growth - A Data-Driven Marketing Strateqy for True Food Kitchen

True Food Kitchen (TFK), a rapidly growing healthy eatery, had expanded to 43 locations and
secured a $100 million investment led by Centerbridge Partners. To demonstrate growth and
deliver quick returns for investors, TFK needed a comprehensive marketing strategy that would
drive in-store sales and boost online orders. Partnering with LEAP, TFK sought to enhance
brand visibility while also ensuring a sustainable, long-term strategy for continued success.

Our team developed a dual-campaign approach to maximize impact. The Plus-Up Summer
Campaign focused on key markets—Austin, TX, and West Los Angeles, CA—using a highly
targeted media mix that included Google Ads, Meta, YouTube, iHeartRadio, and TikTok to drive
foot traffic and online engagement. Simultaneously, the Always-On Nationwide Campaign
maintained brand visibility across all other markets, leveraging search ads and video content to
keep TFK top of mind. By continuously optimizing campaign performance and overcoming
unforeseen challenges, including payment outages and Hurricane Hilary, we delivered a
remarkable 3.67 Return on Advertising Spend (ROAS) in the first month, sustaining that
momentum in the following months.

As the campaign evolved, we refined our strategy to maximize resource efficiency, shifting to a
national audience focus in Q4. This data-driven pivot increased in-store visits by 255.8% and
significantly improved online order conversions. By leveraging Al-driven ad units, localized
targeting, and seasonally adjusted messaging, we ensured sustained growth and long-term
success for TFK. QOur strategic approach not only provided immediate investor returns but also
positioned the brand for continued expansion in the competitive healthy dining market.

CASE STUDY I
True Food Kitchen mﬁ', @
TEmo TN
True Food Kitchen partnered with LEAP to drive immediate 'i ,cHEF nE' § ’7’ T
sales growth and long-term brand visibility following a $100 @ o Sal IPMCNEE R F

million private-equity investment. Through a multi-channel SR

media strategy and data-driven optimizations, we increased
online orders, reversed a five-year performance decline, and
boosted in-store visits by 255.8%.

iM +255.8% 3.78

Users Reached In-store visits ROAS

EXPERTS
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11. Standard Bariatrics - From Startup to $300M Acguisition

Standard Bariatrics had a breakthrough device designed to bring consistency to sleeve
gastrectomy procedures—one of the most performed bariatric surgeries in the U.S. But with
limited brand recognition in a crowded medtech landscape, they needed more than just a
compelling product—they needed to be seen, trusted, and adopted.

That's where (amp) came in.

As Standard Bariatrics’ strategic media partner, (amp) developed a precision-targeted media
plan to introduce the brand to accredited bariatric surgeons and hospital decision-makers. Our
campaign spanned digital, print, and hyper-targeted Linkedln geofencing to reach clinicians at
key medical conferences and within priority health systems. Messaging focused on improved
outcomes, surgical consistency, and innovation.

The impact was immediate: our campaign delivered over 1million impressions, drove surgeon
engagement and credentialing sign-ups, and helped fuel the company’s rapid growth—
culminating in a $300 million acquisition by Teleflex. From disruptive startup to industry
standard, smart media made the difference.

CASE STUDY

Standard Bariatrics

Standard Bariatrics turned to {amp) to build awareness and
drive adoption of its breakthrough bariatric surgery device,
Through a targeted, multi-channel media strategy—including
Linkedin geofencing and conference-targeted digital ads—we
reached surgeons at key touchpoints, fueling rapid growth and
industry recognition that led to a $300 million acquisition by
Teleflex.

M 15,000 $300M
Users Reached Pracedures performed Acquisition
using Standard’s technology by Teleflex

EXPERTS.

GodlOe

4.3.1. Qualification and Experience Information

4.3.1.1. Detail Vendor Company Information

(amp) is a full-service media planning and buying agency specializing in omni-channel media
strategies that drive measurable results. We bring together media expertise, creative strategy,
and data-driven insights to maximize campaign impact. Headquartered in Louisville, Kentucky;,
with additional offices in Chicago, Cincinnati, and Indianapolis, (amp) has been delivering data-
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driven media solutions for over 25 years. Leap Amp, LLC, doing business as (amp) operates as
a Kentucky Limited Liability Company (KLC).

Formed in 1999, (amp) has grown into a national media powerhouse known for designing and
executing dynamic, multi-channel campaigns that don’t just meet KPIs—they redefine what's
possible. With deep experience across travel, tourism, economic development, and lifestyle
verticals, we are uniquely equipped to steward the vision and ambition of The State of West
Virginia.

Over the past decade, we've partnered with public and private organizations to elevate
destination brands and inspire new behaviors—whether that's increasing visitation, length of

stay, or even permanent relocation. Our approach is rooted in strategy, powered by research,
and scaled through innovation.

Legal Structure and Ownership

e Legal Entity: Leap Amp, LLC, doing business as (amp)
e Structure: Kentucky Limited Liability Company (KLC)
e Ownership: Privately held, independent

Number of Employees: 125+ full-time specialists
Core In-House Services:

e Media Strategy & Planning — Audience segmentation, omnichannel strategy, forecasting
e Media Buying & Optimization — Digital, search, social, OOH, TV, radio, and print
e Performance Analytics — Real-time insights, attribution modeling, reporting

(q mp) Media + Search Agency

Media Strategy + Consulting Paid Search

Media Plonning + Buying Paid Social
Programmartic Paid Media for Recruiting
Social + Influencer Consumer Ingight
Community Media Management Analytics + Reporfing

Demand Generation
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Relevant Experience

Our experience spans diverse industries, with a particular focus on municipal media and
placemaking initiatives. We have successfully collaborated with cities and public entities to
highlight their unique characteristics while aligning with their strategic goals. Some of our
notable projects include the follow current & past clients:

o City of Fort Worth: Recently awarded a partnership with the City of Fort Worth
Environmental Services Department to deliver strategic, equity-focused marketing and
outreach services that elevate community engagement across digital, print, and in-person
channels to encourage recycling, prevent littering, and protect the environment . Through a
task-order-based contract, we will develop and implemented creative campaigns, educational
materials, and culturally inclusive content that supported the City’s environmental initiatives
and reinforced public awareness of key sustainability goals until 2029.

+ Town of Gilbert Office of Economic Development: (amp) partnered with the Town of
Gilbert Office of Economic Development to develop and execute a data-driven, multi-channel
media strategy designed to elevate Gilbert as a premier destination for business, talent, and
innovation. Our work included strategic media planning, precision audience targeting, and
cross-platform media buying—combined with curated publisher partnerships that brought
Gilbert’s story to life across high-impact channels. The result was a highly efficient campaign
that increased brand awareness, deepened engagement with key audiences, and supported
the town’s broader goals of economic growth and community development.

o Georgia Southern University: (amp) was selected as a trusted media partner to support
Georgia Southern University’s ongoing digital marketing initiatives across all campus
locations. Our engagement involved executing performance-driven campaigns leveraging live
email marketing with match-back display, streaming TV placements, SEM and retargeting,
and online video advertising. We developed a flexible media plan tailored to the university’s
evolving enroliment and awareness goals—balancing high-impact streaming and display
placements with cost-efficient SEM optimization. All campaign efforts were supported by a
transparent, real-time reporting dashboard, ensuring full visibility and alignment with internal
stakeholders throughout each initiative. This multi-channel approach drove increased
inquiries, brand engagement, and market visibility for Georgia Southern’s academic
programs.

o State of Kansas Department of Administration: Partnered with the State of Kansas
Corporation Commission to provide consumer and market research services, conducting
surveys, focus groups, interviews, and in-depth qualitative and quantitative analysis. Our
insights supported various state divisions by delivering data-driven strategies tailored to
specific projects and audience needs across Kansas.

o Hamilton County Public Health Department: Played a key role in launching Michelle
Obama’s Let’s Move! campaign in Cincinnati and Hamilton County, Ohio, promoting healthier
foods in schools, community gardens, and safe parks. Through a multi-channel strategy—
including TV, radio, digital, OOH, and interactive tools like GIS mapping and a dedicated
website—the campaign successfully engaged the community and empowered families to
embrace a healthier lifestyle.
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tn addition to our municipal and public sector work, (amp) has extensive experience partnering
with commercial clients across various industries. Our ability to create compelling, market-driven
brand strategies has helped businesses enhance their market presence, improve customer

engagement, and drive long-term growth.

frust.

Because our focus is driven on human
understanding, we have broad experience
in multiple categories.

{amp) does not focus on one vertical. We
apply our vast client experience across
government, B2B and B2C to generate
growth that makes brands matter more.

Organizational Chart:
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Agency Capacity and Resources

With a dedicated team of media strategists, buyers, and analysts who specialize in developing
and executing comprehensive media campaigns. Our agency has the infrastructure, tools, and
expertise to manage the full spectrum of media planning and buying, including digital,

broadcast, out-of-home, and emerging media channels. With access to industry-leading
platforms for audience insights, performance tracking, and real-time optimization, (amp) ensures
that every campaign is data-driven and results-oriented. Our proven processes, strategic
partnerships, and ability to scale campaigns efficiently allow us to deliver high-impact media
solutions that align with client goals and exceed expectations.

S$30 Million

in annual media spend

25% paid search, 35% paid social, 20% digital
video, 20% digital media

International, Born in digital media, but
naticnal, regional, manages several million doltars
and local clients in fraditional medio annually

full-tirne specialists located in
1 Z 5 indignopolis, Louisville, Cincinnati,
& Chicogo

(amp) confirms that there are no pending contracts to merge or sell any portion of the
firm.

4.3.1.2. Scope and Length of Experience

For more than 25 years, (amp) has partnered with organizations whose missions depend on
public trust and measurable outcomes. That is why our experience aligns so closely with the
services requested in Section 4.2 of this RFP. The West Virginia State Treasurer’s Office (STO)
is not just a financial steward; it is a connector—helping residents recover more than $40.6
million in unclaimed funds in FY2025, guiding families toward nationally ranked college savings
plans like SMART529, and supporting individuals with disabilities through WVABLE. These
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stories of impact demand communications that are clear, accessible, and motivating. Our work
has prepared us to deliver exactly that.

a. Size and Types of Engagements
We have led campaigns that, like STO's, balance statewide scale with personal relevance:

+ Statewide public engagement: In Hamilton County, we launched Michelle Obama’s
Let’s Move! campaign, a $2M multi-channel initiative encouraging healthier lifestyles.
Families saw their own children in our TV and digital spots—an approach we would
adapt for STO programs like SMART529 or the Hope Scholarship Program, where
parents must see their family’s future in the story being told.

e Multi-year, multi-program contracts: Our task-order contract with the City of Fort
Worth Environmental Services mirrors the STO’s portfolio structure. Each campaign—
from recycling to litter prevention—follows a process of research, implementation, mid-
course assessment, and post-campaign reporting. This mirrors the STO’s requirement
for weekly updates, approval cycles, and 45-day post-campaign reports.

¢ Economic development & financial services: For the Town of Gilbert we created
campaigns to attract business and talent. For Republic Bank, we grew new customer
accounts across five states with a 227% increase in conversions. These experiences
align with STO programs like WV457 Retirement Plus and Jumpstart Savings, which
target very specific segments (public employees, skilled trades, entrepreneurs) with calls
to action that directly affect financial behavior.

b. In-House Capabilities

(amp) employs 125+ full-time specialists across account management, research, creative
development, media strategy, buying, and analytics. This scale allows us to deliver the complete
scope of services outlined in Section 4.2 of the RFP entirely in-house, without reliance on
subcontractors. For a state contract, this distinction is critical: it keeps costs transparent,
ensures that no third-party markups are added to campaign budgets, and allows for direct
accountability on performance. More importantly, it means the same team that develops the
strategy is also executing, optimizing, and reporting on results—creating a seamless line of
responsibility from concept to outcome. Our in-house structure also allows us to move quickly.
For example, when the American Kennel Club (AKC) launched its national awareness
campaign Everything We Do, We Do for Dogs, our integrated team produced and deployed
creative across broadcast, digital, and event channels in a matter of days—delivering a :60
national broadcast spot, multiple digital cutdowns, and companion assets that reached millions
nationwide. That same agility will be brought to STO campaigns, whether it's an urgent push
around Hope Scholarship enroliment deadlines, a targeted Unclaimed Property initiative, or
sustained education for SMART529 and WVABLE accounts.

o Research and Strategy: Our PhD-led insights team conducts surveys, focus groups,
and message testing. In Kansas, we used statewide research to identify communication
barriers across divisions. For STO, this could mean understanding why some families
hesitate to open a 529 account, or what prevents eligible employees from enrolling in
Retirement Plus.
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» Creative Services: We turn insights into stories. For Louisville Water, we produced
videos on lead-free drinking water—translating a technical issue into a clear, human
narrative. For STO, we can apply the same clarity to explain WVABLE accounts or the
Hope Scholarship’s funding rules in ways that feel both trustworthy and empowering.

o Media Buying & Placement: Certified buyers execute across broadcast, digital, social,
CTV, OOH, and print. For Republic Bank, our integrated media campaign drove a 231%
increase in impressions and a 227% increase in conversions, proving our ability to
manage high-stakes, regulated messaging at scale with measurable outcomes.

o Analytics & Reporting: Real-time dashboards and post-campaign reports are standard.
This ensures STO'’s stakeholders see results not in abstract metrics but in claims
processed, accounts opened, and families reached.

c. Locations from Which Services Will Be Provided

Work will be managed from our Louisville headquarters, supported by offices in Chicago,
Cincinnati, and Indianapolis. This structure ensures both scale and proximity—ideal for
managing task orders, producing content, and reporting across multiple STO programs
simultaneously.

d. Distinguishing Characteristics

What sets (amp) apart is not only our capabilities but how they align with the STO’s unique
mission:

Program Parallels:

o Unclaimed Property — Our Let's Move! campaign shows we know how to motivate
statewide participation.

o SMART529 — Our higher education campaigns demonstrate how to speak to parents
and students about future planning.

o  WVABLE — Our equity-focused work in Fort Worth proves we can deliver accessible,
inclusive messaging to underserved audiences.

o WV457 Retirement Plus — Our work for Republic Bank shows how to move financial
customers from awareness to enrollment.

s Hope Scholarship — Our enrollment marketing for Georgia Southern University shows
how to reach families in defined windows with urgency.

Storytelling Grounded in Research: Every program begins with Discovery and Research. In
Kansas, we learned how rural audiences consumed information differently than urban ones; in
Fort Worth, we're in the process of designing multilingual assets to reach immigrant populations.
For West Virginia, research will tell us how to engage families in Logan County versus
Morgantown, or how to communicate Jumpstart Savings to young tradespeople just entering the
workforce.

o Public-Sector Accountability: Weekly progress updates, compliance with approval
processes, and 45-day reporting windows are already built into our workflows.
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o Results That Translate: From +37% membership growth for Bluegrass
REALTORS® to $300M in medtech acquisition value for Standard Bariatrics, our
campaigns prove that strategy plus storytelling drives measurable impact.

For STO, that means doliars returned, accounts opened, and futures secured.

At its core, the Treasurer's Office tells stories of possibility: a forgotten paycheck returned, a
coliege fund started, a worker saving for retirement, a student given new options through a
scholarship. (amp) tells those same kinds of stories for clients every day, grounded in research,
delivered with clarity, and measured by real-world impact. With our team, STO will have a
partner that doesn’t just meet the scope of work in this RFP, but one that helps West Virginians
see themselves in the programs designed for their success.

4.3.1.3. Account Executive

Ruby DeWitt, Vice President, Media Strategy
Primary work location: Louisville, Kentucky
Qualifications & Education

e B.A,, Journalism — Indiana University, Bloomington.

» 14+ years in digital/media leadership spanning strategy, paid media, and content
distribution; 10+ years at the management level. (Agency roles include Director, Media &
Advertising, followed by current VP, Media Strategy.)

Years with (amp)

e 2017-2023: Director, Media & Advertising
e 2023-present: Vice President, Media Strategy
(8+ years total tenure at (amp)).

Expertise with Similar Projects (Representative Work)

e American Kennel Club & True Food Kitchen: Develops research-driven media
strategies integrating qualitative and quantitative insights.

e Heaven Hill Brands (multi-brand portfolio including Lunazul, Deep Eddy, Admiral
Nelson’s): Scaled paid social and digital, expanding portfolio from 2 to 6 brands through
performance and strategy.

Prior leadership directing multi-client content distribution and paid media teams for national
brands and nonprofits (e.g., Cummins, Walton Family Foundation, Methodist Health
Foundation).
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Role on the STO Account

o Qverall, hands-on account management lead and day-to-day point of contact
responsible for strategy integration, weekly progress reviews, and cross-program
coordination (Unclaimed Property, SMART529, WVABLE, WV457, Hope Scholarship,
Financial Education).

¢ Directs (amp)’s in-house teams across media, creative, research, and analytics to align
deliverables to RFP requirements (planning, creative development, placement, tracking,
mid-campaign assessments, and post-campaign reporting).

o Oversees performance management and reporting cadence to ensure measurable,
outcome-based KPIs are met and communicated clearly to STO stakeholders.

Contact: Available upon request; see proposal cover page for firm contacts.

4.3.1.4. Account Team

Organizational Chart:

Ryan Smith
PRESIDENT

Bebeccs Moliride
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Walter Harris
DIRECTOR OF CLIENT
SERVICES
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buying of media across
digital, traditional, and
emerging platforms.
Specializes in integrated

omni-channel plans.

Name Title Role in Project Qualifications &
Experience

Ryan Smith President Provides strategic leadership | 25+ years in
and vision for the agency, marketing and
driving overall growth and | agency leadership
ensuring the agency's
approach aligns with client
goals.

Ruby DeWitt | VP of Media Leads the development of 15+ years in media

Strategy comprehensive media planning

strategies, optimizing
campaign performance
through data-driven insights
and market analysis.

Jordan Turner | Director of Media | Oversees the planning and 12+ years in media

management

12+ years in

account strategy

traditional platforms.
Ensures optimal ad
placement, budget

allocation, and tracking.

8+ years in media

Todd Krise Director of Manages client relationships
Account Strategy | and ensures seamless
execution of campaigns.
Focuses on aligning internal
teams with client objectives.
Molly Senior Media Leads execution of media
Kennedy Manager plans across digital and planning
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Mitchell
Stulken

Senior
Performance

Media Manager

Specializes in performance
analytics, attribution
modeling, and ROI
measurement. Optimizes
strategies to drive

conversions and efficiency.

7+ years in digital

media

Kaitlyn Croner

Social Media

Manager

'_Cayman
Hubbard

Technical_Analyst_.

Develops and executes paid
social campaigns including
content, targeting, and
analysis across Facebook,
Instagram, LinkedIn, and
TikTok.

Provides technicai and

analytical support for digital
tools, platforms, and
integrations. Assists in data

management and reporting.

8 years managing

social platforms

3-5 years in
martech and

analytics

Timothy Sauer

Vice President of
Research &
Consumer

Strategy

Oversees all consumer
research and insights
initiatives. Leads qualitative
and quantitative research

efforts to shape strategy and

drive client decision-making.

Translates data into
actionable marketing and

brand recommendations.

25+ years in
consumer research

and strategy

Laura

Valentine

Senior Market

Research Analyst

Designs and conducts
research projects, turning
consumer and market data
into actionable insights for

strategic planning.

5-7 years in

consumer research
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Walter Harris | Director of Client | Oversees client satisfaction 15+ years in client
Services and delivery excellence. management
Ensures that internal teams
meet or exceed client
expectations through

collaboration.

Attached (following the RFP Form at the end of this proposal) are the team's resumes.

4.3.1.3. Identify the person who will have overall, hands-on account management
responsibilities for the services, who will be known as the account executive. Provide a resume
for this individual, including his or her qualifications, experience, expertise with similar
projects, number of years with your firm and primary work location.

Repeat question

4.3.1.4. Identify the person(s) in your firm, other than the account executive, who will
generally be assigned to provide the services. Describe the role of each person listed and
provide a brief resume of each person listed which includes his or her qualifications,
experience, expertise with similar projects, and number of years with your firm.

Repeat question

4.3.1.5. Describe your company's approach when there is turnover on a project team,
including your ability to continue client services at the established level of quality without
interruption.

Continuity of Service During Staff Turnover

At (amp), we understand that staffing transitions may occur over the course of a long-term
contract. What matters is ensuring that these changes never compromise the quality, timeliness,
or accountability of services provided to the West Virginia State Treasurer’s Office. Our
approach is designed to maintain continuity at every stage of a project, so campaigns move
forward without interruption.

Our Continuity Process

Cross-Trained Teams
Each STO engagement is supported by more than one staff member in all key functions—media
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strategy, creative development, analytics, and account management. This ensures that
responsibilities are always shared and another qualified team member can step in without delay.

Centralized Documentation

All project information—creative briefs, media schedules, budgets, and reporting—lives in
shared systems accessible to the full project team. This prevents knowledge gaps and allows
new or backup staff to pick up work immediately.

Structured Transition Protocols
In the event of turnover, we conduct a formal handoff process that includes:

e Awritten summary of all active work and deliverables.
» Alive walkthrough between outgoing and incoming staff.
e Leadership oversight during the transition period to guarantee consistency.

Leadership Stability

Senior leadership remains engaged for the full life of the contract. Their presence provides
continuity of decision-making, ensures smooth transitions, and maintains accountability to
STO's standards.

Why This Matters for STO

Programs like SMART529, Unclaimed Property, WVABLE, and WV457 are directly tied to the
financial well-being of West Virginians. Any delay or inconsistency in messaging could create
confusion or reduce participation. Our systems are designed to prevent that. With built-in
redundancy, transparent documentation, and leadership oversight, (amp) ensures campaigns
will continue seamlessly, even if staff changes occur.

From STO's perspective, success means never experiencing disruption due to staffing
transitions. Campaigns remain on schedule, reporting continues as planned, and deliverables
meet the same standards of quality and consistency. In short: our process, not any single
individual, carries projects forward.

4.3.2. Mandatory Experience Requirements

(amp) meets, and in several areas exceeds, the mandatory qualifications outlined in Section
4.3.2.1-4.3.2.3. Below, we identify the designated leader for this engagement, document
qualifying engagements (with annual billings >$200,000 within the past three years), and
confirm the supervising staff member’s credentials.

4.3.2.1 Managing member/director with 5+ years of management-level experience

o Designated Managing Director for this contract: Ruby DeWitt, Vice President, Media
Strategy (LEAP Amp).
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Management tenure: 10+ years in management-level media leadership roles (Director,
Media & Advertising 2017—-2023; Vice President, Media Strategy 2023—present).
Scope of management: Leads multi-disciplinary teams across strategy, planning,
buying, and optimization for national brands and complex public-interest campaigns;
oversees partner ecosystems (publishers, networks, ad-tech) and cross-channel
performance.

Meets/Exceeds: Exceeds the 5-year minimum with a decade of management-level
responsibility guiding engagements of national scale and public significance.

4.3.2.2 At least two engagements (last 3 years) with annual billings > $200,000, managed

or directed by the managing member/director

Engagement A — Lunazul Tequila, Heaven Hill Brands

Managing Director: Ruby DeWitt, Vice President of Media

Relationship Length: 2021-2022 (brand refresh and national campaign)

Annual Billings: $3,883,800

Services Provided: National omni-channel media planning and buying, creative
direction, campaign strategy, social media amplification, influencer management, and
performance optimization.

Results: The “Feed the Wolf” campaign transformed Lunazul from a bottom-shelf
afterthought to a premium brand. Results included a 140% increase in in-store sales, a
400% increase in share of voice, and a 57.9% increase in brand lift. The companion
influencer and content series, “A Toast to Tradition,” generated 366M+ impressions and
significantly boosted brand awareness and consideration.

Relevance to STO: This campaign shows Ruby’s ability to lead high-stakes, muilti-
million-dollar media efforts that combine storytelling, research, and rapid execution—
skills directly applicable to STO’s multi-program portfolio.

Engagement B — American Kennel Club (AKC) National Brand Campaign

Managing Director: Ruby DeWitt

Relationship Length: 2023—Present (ongoing)

Annual Billings: Exceeds $200,000

Services Provided: National broadcast/digital media strategy and buys; sequencing
across :60/:30/:15/:06 video; creator/social amplification; flighting around tent-pole
events; measurement framework and post-buy analysis.

Notes: Broadcast-quality deliverables paired with multi-platform media; rigorous QA,
trafficking, and attribution.

Meets/Exceeds: Meets the requirement and demonstrates breadth (healthcare/public-
interest and national nonprofit), complexity (broadcast + digital at scale), and recent-
period performance (within the past three years).
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4.3.2.3 - Supervising Staff Member Qualifications

Supervising Staff Member Assigned:
Jordan Turner, Senior Director of Performance Media

Education:

e Master of Business Administration (MBA), Lindenwood University — 2012
e Bachelor of Science in Finance, Murray State University — 2009

Related Experience:

Jordan Turner brings over 15 years of experience in paid media strategy, planning, and
execution across diverse sectors, including biotech, banking, manufacturing, travel, and
government-related campaigns

He has managed large-scale teams and budgets at the management level for more than a
decade, with specific expertise in:

s Search, social, OTT/CTV, streaming audio, and out-of-hnome media.

» Leading cross-functional teams to deliver integrated campaigns for mid-cap and large-
cap accounts.

e Overhauling and modernizing media operations, including Al-driven optimizations,
attribution modeling, and revenue growth strategies.

e Successfully running multi-million-dollar campaigns with measurable outcomes for both
private and public sector clients.

As Senior Director of Performance Media at (amp), Jordan manages all paid media teams and
reports directly to executive leadership. His leadership ensures campaigns are not only
technically sound but strategically aligned with client goals, supported by his background in both
finance and marketing.

Team Continuity & Substitution Standard:

(amp) provides all services fully in-house, strategy, research, creative, production, media, and
analytics. In the unlikely event that a substitution is required, any replacement staff member will
meet or exceed the same qualification thresholds outlined in Section 4.3.2.3 (bachelor’s degree
in advertising/communications/marketing/finance or 5+ years directly related experience). The
Agency will be notified in advance, and approval will be sought before any substitution is
finalized.

Meets/Exceeds:

Jordan Turner exceeds the minimum qualification threshold, holding both an MBA and over 15
years of professional experience, including 10+ years in management-level media leadership.

His expertise and leadership ensure the Treasurer’s Office receives uninterrupted, high-quality
service, supported by the depth of (amp)’s 125+ in-house specialists.
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Designated Contact Form

DESIGNATED CONTACT: Vendor appoints the individual identified in this Section as the
Contract Administrator and the initial point of contact for matters relating to this Contract.

. John Rivers IlI
(Printed Name and Title)

(Address) 2500 Technology Drive, Louisville, KY 40299

(Phone Number) / (Fax Number) 502-974-2287 502-212-1391

(email address) jrivers@leapgroupnetwork.com

CERTIFICATION AND SIGNATURE: By signing below, or submitting documentation
through wwOASIS, I certify that: 1have reviewed this Solicitation/Contract in its entirety; that 1
understand the requirements, terms and conditions, and other information contained herein; that
this bid, offer or proposal constitutes an offer to the State that cannot be unilaterally withdrawn;
that the product or service proposed meets the mandatory requirements contained in the
Solicitation/Contract for that product or service, unless otherwise stated herein; that the Vendor
accepts the terms and conditions contained in the Solicitation, unless otherwise stated herein; that
1 am submitting this bid, offer or proposal for review and consideration; that this bid or offer was
made without prior understanding, agreement, or connection with any entity submitting a bid or
offer for the same material, supplies, equipment or services; that this bid or offer is in all respects
fair and without collusion or fraud; that this Contract is accepted or entered into without any prior
understanding, agreement, or connection to any other entity that could be considered a violation of
law; that [ am authorized by the Vendor to execute and submit this bid, offer, or proposal, or any
documents related thereto on Vendor’s behalf; that I am authorized to bind the vendor in a
contractual relationship; and that to the best of my knowledge, the vendor has properly registered
with any State agency that may require registration.

By signing below, I further certifv that I understand this Contract is subject to the
provisions of West Virginia Code § 54-3-62, which automatically voids certain contract
clauses that violate State law; and that pursuant to W. Va. Code 54-3-63. the entity

entering into this contract is prohibited from engaging in a boycott against Israel.

LEAPamp LLC dba (amp)

(Company) (_)0 fow C\/ (\/ (\/

(Signature of Authorized Representati{e)

John Rivers Il

(Printed Name and Title of Authorized Representative) (Date)
502-974-2287 502-212-1391

(Phone Number) (Fax Number)
jrivers@leapgroupnetwork.com

(Email Address)

Revised 10/17/2024 Request for Proposal
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REQUEST FOR PROPOSAL

West Virginia State Treasurer’s Office
Professional Advertising, Marketing and Promotional Services

6.8. Availability of Information: Proposal submissions become public and are available for review
immediately after opening pursuant to West Virginia Code §5A-3-11(h). All other information associated
with the RFP, including but not limited to, technical scores and reasons for disqualification, will not be
available until after the contract has been awarded pursuant to West Virginia Code of State Rules §148-
1-6.3.d.

By signing below, | certify that | have reviewed this Request for Proposal in its entirety; understand the
requirements, terms and conditions, and other information contained herein; that | am submitting this proposal
for review and consideration; that | am authorized by the bidder to execute this bid or any documents related
thereto on bidder’s behalf; that | am authorized to bind the bidder in a contractual relationship; and that, to the
best of my knowledge, the bidder has properly registered with any State agency that may require
registration.

LEAPamp LLC dba (amp)
(Company)

John Rivers lll, Agency Fit Consultant %ﬁo Kurara (\/(\/(\/

(Representative Name, Title)

502-974-2287  jrivers@leapgroupnetwork.com
{Contact Phone/Email)

9/8/2025
(Date)

Revised 08/02/2018

(3]
(&3]

'se or disclosure of data contained on this sheet is subject to the restriction on the fitle page of this document.
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STAFF QUALIFICATIONS

MEET OUR TEAM

15+ years of experience
leading strategy,
operations, and growth
across marketing, mediq,
and content businesses

Co-founded and scaled

(amp) into a performance-

driven agency within Leap
Group’s network

Led agency operations and
client performance for
Raidious across multiple
leadership roles

Oversaw 15+ person
production team and built
service lines from the
ground up

Proven track record of
aligning shareholder,
board, and client goals
within fast-paced agency
environments

RYAN SMITH

President
LinkedIn: https://www.linkedin.com/in/ryansmithpr/

Ryan Smith brings over 15 years of experience in marketing leadership,
business operations, and strategic growth across media, content, and
transportation sectors.

Current Role

Leap Group / (amp) - Indianapolis, IN
President & Co-Founder 2017-Present
» Co-founded and co-leads (amp), Leap Group’s media and
amplification agency, overseeing daily business operations and long-
term vision
» Serves as lead strategist across all major accounts, aligning paid
media, content amplification, and audience engagement strategy
« Manages agency operations including financial planning, staffing, and
shareholder communications
» Oversees execution and strategic direction for cross-functional feams
serving national healthcare, public sector, and consumer brands

Experience Prior to (amp)

Raidious — Indianapolis, IN
President & Chief Operations Officer 2013-2017
« Directed agency-wide operations and strategic growth for a digital
content amplification firm
« Led long- and short-term business planning, revenue strategy, and
performance measurement
« Reported directly to the board of directors, delivering regular KPI and
financial performance updates
» Scaled operations and implemented organizational processes that
supported team growth and service expansion

Raidious - Indianapolis, IN
Vice President of Production 2011-2013
« Managed a 15+ person production team responsible for content
execution across multiple platforms
« Maintained service line profitability while improving internal workflows
and creative quality control
» Mentored staff, evaluated individual performance, and aligned team
output with client expectations
« Oversaw content development for enterprise clients during early-stage
social media adoption



STAFF QUALIFICATIONS

MEET OUR TEAM

15+ years of experience
leading strategy,
operations, and growth
across marketing, mediq,
and content businesses

Co-founded and scaled

(amp) into a performance-
driven agency within Leap

Group’s network

Led agency operations and
client performance for
Raidious across multiple
leadership roles

Oversaw 15+ person
production team and built
service lines from the
ground up

Proven track record of
aligning shareholder,
board, and client goals
within fast-paced agency
environments

RYAN SMITH

President

Raidious — Indianapolis, IN
Director of Social Media 2009-2011
 Established and launched the agency’s first social media service line
« Acted as account lead across early social media clients, delivering
campaign strategy and content oversight
+ Introduced best practices for monitoring, engagement, and content

planning

EXPERTISE: Business operations, digital media strategy, agency
leadership, paid media and amplification, cross-functional team
management, strategic planning, client relationship leadership, content
marketing, and startup growth.

EDUCATION: Bachelor of Arts in Journalism - Public Relations, Indiana
University — Indianapolis



RUBY DEWITT

812-340-0135 | rdewitt@leapamp.com | Indianapolis, IN

EXPERIENCE:
LEAP Amp, Indianapolis, Ind.

Vice President, Media Strategy 2023-Present

Leverages qualitative and quantitative research to develop cutting-edge marketing strategies for clients, such as Eli Lilly & Company,
True Food Kitchen, and the American Kennel Club.

e  Maintains relationships with network, publisher, influencer, and ad tech partners. Keeps abreast of the always-changing
digital landscape and partners’ evolving capabilities to determine value within clients’ strategies and plans.

s Responsible for retaining and growing current business. Provides subject matter expertise in media strategy and planning,
as well as oversees execution of media buys, for Lilly’s Corporate Affairs and Medical Affairs teams. The ongoing success of
both programs has resulted in year-over-year growth for three consecutive years.

Director, Media and Advertising 2017-2023

Responsible for the development and execution of media strategies for clients, such as P.F. Chang’s, Heaven Hill Brands, and
Progress Software.

o Led team of social media managers and media buyers that manage more than 15 clients’ digital advertising efforts.

e Responsible for retaining and growing current business. Developed the organic and paid social media strategies for Hpnotiq
and Cold Spell Whiskey. The success from both programs resulted in growing the agency’s Heaven Hill Brands portfolio to
six brands, including Admiral Nelson’s Rum, Blackheart Rum, Burnett’s Vodka, Deep Eddy Vodka, and Lunazul Tequila.

Raidious, Indianapolis, Ind. (Now MKR Agency)
300 North Meridian Street, Suite 1750 | 317.955.9414
Director of Social Media and Content Distribution 2014-2017

Responsible for the coordination and execution of organic and paid content distribution services. Effectively collaborates with other
service line directors and senior strategists to develop comprehensive owned media strategies for clients, such as Cummins, Mint,
Mercer, Walton Family Foundation, and Methodist Health Foundation.

e Lead team of four community and media managers that manage more than 20 clients’ social media channels and digital
advertising efforts.

e Created Raidious’ fastest growing service line after identifying an opportunity for the agency to expand its organic social
media offering to paid media and influencer marketing.

e Retained a long-term relationship with the world’s largest children’s museum, The Children’s Museum of Indianapolis, by
successfully managing, creating, and measuring blog and social media content.

e Developed the organic and paid social media strategy for Lids Sports Group. After implementation, the hat retailer’s
Facebook audience grew by 58 percent in four months while maintaining steady month-over-month engagement.

e Crafted and implemented a video distribution strategy for Ernest Packaging Solutions in partnership with Fender, earned
2.2 million views in one month, a 435 percent increase in views from the company’s second most popular YouTube video.

Social Media Manager 2011-2014
Managed the creative content and audience engagement for brands on their social media channels.

e Managed and measured the social media channels for Walmart Corporate Affairs, increasing overall engagement and total
audience by 10,000 followers.

e Executed a monitoring strategy for Indiana University Health that expedited social response time from more than 48 hours
to less than 24 hours, decreased negative sentiment by 10 percent and enabled the healthcare system to measure
conversation before, during and after PR-related incidents.

e Implemented content and 24/7 on-channel monitoring strategies for Finish Line, which increased the sports retailer’s direct
Facebook audience from 100,000 to 1.5 million fans in 10 months. By establishing direct correlations from social
engagement to intent to purchase, increased online sales by 60.1 percent.

D



e  Coordinated with Super Bowl XLVI committee members and trained student interns to help implement the first-ever Super
Bowl Social Media Command Center. The real-time monitoring and response to online conversations surrounding the
week’s events was so successful that the New Orleans’ Super Bowl committee met with the Raidious team to implement a

similar strategy for Super Bowl XLVII.

EDUCATION:
Indiana University, Bloomington, IN, Bachelor of Arts in journalism 2011



JORDAN WESLEY TURNER, MBA.
Phone: 317.499.1529 | Email: jturner@leapamp.com | Indianapolis, IN

SUMMARY

e Jordan is a mastered Internet Marketing Consultant with over 15 years of paid media experience spanning multiple
media disciplines. He has spent nearly 2 years with LEAP and following over 5 years as a freelance media consultant.
and has a passion for solving multiple projects at once within fast-paced agency environments. His experience spans
numerous verticals including bio tech, agriculture, manufacturing, banking, restaurants, travel, and affiliate
marketing.

EDUCATION
Lindenwood University
Master of Business Administration 7/2012

Murray State University
Bachelor of Science, Finance 5/2009

TECHNICAL SKILLS

Digital Marketing - SEM/PPC Management, Ad Ops, Keyword Research, Attribution, Reporting.
Applications - MS Excel, Salesforce, Adobe Premiere Pro, WordPress, WooCommerce, Shopify.
Analytics - Google Analytics, AdWords, Marin, SEM Rush, SpyFu, Google Ads, Datorama.

EXPERIENCE

LEAP (amp) - Indianapolis, IN

310 N Alabama St. #350, Indianapolis, IN 46204 | POC: 513.733.0290 - Ryan Smith

Senior Director - Performance Media 3/2023 - Present
e Managed all paid media teams including search, social, OTT, CTV, streaming/ podcast radio, and OHH.

e Reported directly to the executive teams regarding paid media performance and planning.

o Collaborated with cross-functional teammates to further client initiatives and media innovations.

e Achieved record growth and retention in part of our recognition as an Inc. 5000 fastest growing company.

Director - Paid Search 1/2022 - 2/2023
e Managed international, remote, and office hybrid team and media for mid and large cap accounts.
o Developed and implemented media strategy and initiatives in preparation for 2022 Google Ads updates.

e Overhauled paid search team operations, implementing generative Al, overhauling SOPs, and growing revenue.

BoomAgain.com - Boulder, CO
Digital Operations/Demand Generation 6/2020 - 12/2021
o Developed and managed paid media including Google Ads, Bing, Facebook, native and affiliate.

o Achieved over $650K in game sales (single product) during the first 6 months post-launch.

Stevegoods.com- Longmont, CO
Chief Operating/Marketing Officer 9/2019 - 3/2021

e Managed two ecommerce brands simultaneously and solo throughout 2020 office closure.
o Planned and implemented all digital media and demand strategy from March 2020 - March 2021.

Emergent Digital - San Diego, CA

Director of Paid Media 9/2016 - 3/2018
e Managed Paid Media team via channels including AdWords, Bing, Facebook, LinkedIn, and native.

« Templated a conversion-focused approach to B2C AdWords and Facebook media buys.

IIM Digital - Denver, CO

Founder/Consultant 10/2013 - 2/2018
o Managed large-budget national PPC campaigns (Google, Bing, Facebook, LinkedIn).

o Templated a conversion-focused approach to B2C AdWords and Facebook media buys.



TODD KRISE

PH: 502-741-7850 Email: tkrise@leapamp.com Louisville, KY

SUMMARY: As strategy lead for the Midwest’s best media amplification agency, it's my job to
promote creative assets that have a positive, valuable impact.

WORK EXPERIENCE:

LEAP Group - Louisville, KY (09/2021-present)
2500 Technology Dr., Louisville, KY 40299

Director, Account Strategy. 2023-present
Drives omnichannel strategy and planning for digital marketing solutions that support the marketing vision, strategy and
messaging campaigns to advance the outreach and transactional needs of all Leap Group media clients.

e Serves as a key facilitator and leads the activities of the Media Operations team to inspire and deliver on long-
term strategic goals and immediate business objectives

e Responsible for leading the execution of campaign strategies and other marketing project objectives to reach
desired results

Senior Account Manager. 2021-22
Manage senior strategists on day-to-day client strategy needs on a group of accounts — guiding insight generation,
creative briefs, selling narratives, strategic POVs and go-to market plans
e Certifies the on-time and on-budget completion of a wide range of strategic marketing projects with constantly
shifting priorities; supports project planning and execution

Spalding University - Louisville, KY (2014-2021)
901 S 4th St, Louisville, KY 40203

Adjunct Professor. 2014-2021
Part-time instructor of two digital marketing courses
e Students examine advanced digital marketing topics, including: email marketing, display advertising, mobile
marketing and search engine optimization, social media marketing, pay-per-click, and analytics

Vimarc - Louisville, KY (2014-2021)
1205 E Washington St # 120, Louisville, KY 40206

Director, Integrated Communications. 2014-2021
Evaluate agency and client interactive services; recommend areas where improvement is needed; and develop plans for
achieving that improvement
e Strategize with clients, account service, creative service and media buying teams on incorporating relevant
interactive communication techniques into products and services
e Supervise content development for clients and the agency, and distribute that content through all pertinent
channels

EDUCATION:
Spalding University, Louisville, KY, Master of Science (Business Communication) - 2015

West Virginia University, Morgantown, WV, Bachelor of Science {Journalism) - 2008



Molly Kennedy

Professional Summary

Results-driven Media Manager with over eight years of experience in social media strategy,
content creation, and digital marketing. Skilled in developing and implementing innovative
strategies to build brand presence, engage audiences, and drive growth. Proficient in graphic
design, photography, videography, SEO, and cross-platform content management. Adept at
leveraging data analytics to optimize campaigns and enhance user experience.

Professional Experience

LEAP Amp | Indianapolis, IN

Senior Media Manager

(2019 - Present)

Clients: Eli Lilly, American Kennel Club, True Food Kitchen, Summit Brands

o Developed and executed media strategies by utilizing detailed targeting tactics to
maximize audience reach, engagement, and conversion rates across multiple social
platforms. These strategies incorporated audience insights, behavioral data, and A/B
testing to ensure optimal performance.

e Created and collaborated with cross-functional teams to develop compelling ad content
tailored to diverse audience segments on platforms such as Meta, Linkedin, and TikTok.
Leveraged platform-specific trends, formats, and creative best practices to enhance
campaign effectiveness and engagement. This includes both shooting and creating the
content and also working with creative teams to guide their executions as well.

e Developed and executed influencer marketing strategies, partnering with influencers
across various verticals to build brand trust, authenticity, and awareness. Conducted
research to identify suitable influencers, managed outreach and contracts, and ensured
alignment with client goals and brand messaging.

Content Manager (Freelance)

May 2020 - Present
¢ Collaborate with stakeholders to maintain and grow digital presence for the iconic event.
» Deliver engaging multimedia content to enhance audience experience.

Social Media Manager (Freelance)
June 2016 - Present | Indianapolis, IN
e Partner with business owners to establish and expand their online presence.



e Create tailored strategies for diverse clients across platforms like Instagram, Facebook,

and Twitter.
e Analyze campaign success metrics to refine future strategies.

Freelance Photographer/Videographer
January 2016 - Present
e Deliver high-quality visual content to support clients' branding and storytelling needs.

MainGate Inc. | Indianapolis, IN
Digital Content and Social Media Assistant
August 2017 - August 2018
e Designed and executed social media campaigns to support merchandise and event

promotions.
¢ Humane Society of Indianapolis | Indianapolis, IN

Education

Indiana University
Bachelor of Arts in Psychology

Achievements

1. Successfully raised $100,000+ for Eiteljorg Museum event fundraising.
2. Achieved notable growth in audience engagement and brand visibility for freelance

clients.
3. Reduced customer service issues through user-friendly web and social media

optimizations.



MITCHELL STULKEN

Sr. Paid Search Specialist

ABOUT

Paid media professional with 8+ years of Google Ads, Bing, and Amazon
Ads experience in Retail, Education, FinTech, & Professional verticals.
Proven track record of growing revenue, account growth, and client
relationship management.

PROFESSIONAL EXPERIENCE

Sr. Manager, Performance Media
present)

Leap Group (2024-

Clients: American Kennel Club, Confluent Health, Republic Bank
o Able to scale AKC registration spend while hitting KPI's
o Developed strategies and implemented campaigns for all clients
o Executed YouTube tests for Confluent Health

Sr. Paid Search Specialist Empower (2023-2024)

Clients: Leap Frog, Vtech, Sprouts, Jack Links, Rust-Oleum

¢ Developed strategies and implemented campaigns that increased
Leap Frog and Vtech from 9x to 12x ROAS

e Launched new campaigns to promote openings of Sprouts Grocery
store locations. Driving a 2x increase of store visits when
implemented

o Directed YouTube for Jack Links and increased market share by 8%

» Plan and execute a/b tests in Amazon and Google for Leap Frog and
Vtech

o Create and present reports showing clients performance results
and strategies for the future

Sr. Paid Search Specialist SCS (2021-2023)

Clients: Vans, Aarons, GroundTruth, AMES, Rent-a-Wheel, Pfister

e 3x AMES ad spend while simultaneously maintaining an efficient
return on ad spend (ROAS) within 3 months

o Spearheaded a strategy that led to a 16% increase in leads for Rent-
a-Wheel within a span of just 2 months

¢ Achieved a 54% reduction in cost per acquisition (CPA) for Pfister
within a period of just 3 months

e Successfully managed an annual portfolio valued at $18M+,
consistently achieving positive return on investment (ROI) that
surpassed established goals.

¢ Plan and execute media campaigns and a/b testing across several
platforms - Google Ads, Bing Ads, Meta, & Amazon

e Deliver comprehensive campaign performance analysis, strategic

4 stulkenmitchell@gmail.com
L (605) 530-2448

9 606 N Jackson Ave Pierre, SD,
57501

EDUCATION

DAKOTA STATE UNIVERSITY
Madison, SD

Computer Security E-Commerce
(May 2006)

ADDITIONAL
SKILLS

Google Analytics
Google Tag Manager
SEM Rush

Excel

Shopify

Amazon

Meta

LICENSES AND
CERTIFICATIONS

Google Ads Certified

Google Ads Video Certification
Google Ads Shopping Certification
Google Ads Search Certification
Google Ads Display Certification
Google Ads Fundamentals



insights, and actionable recommendations to drive optimization
and growth for both internal teams and clients.

e Demonstrated ability to identify areas for performance
improvements and optimizations through comprehensive audits,
resulting in significant performance enhancements

Chief Operating Officer Ignite Your Brand (Jan 2017 - 2021)

Clients: QuickBooks, Method Men, Philo, Mrs. Meyers, Visa RealSteel

e 10x RealSteel ad spend within span of 3 months, resulting in
consistently positive returns on investment (ROI)

e Conducted a comprehensive audit of the Mrs. Meyers account,
leading to a 44% decrease in cost per acquisition (CPA) within a
timeframe of just 2 months

e Conducted in-depth analysis of campaigns, translating data into
actionable recommendations to drive strategic goals and achieve
positive return on advertising spend (ROAS)

e Set up and managed Google Analytics & Google Tag Manager for
seamless data collection and analysis



Contact

kmecroner@gmail.com

www.linkedin.com/in/kaitlyn-croner

oner.wixsite.com/kaitlyncroner

Top Skills

Public Relations
Advertising
Marketing

Certifications

Sprout Social Agency Certification

Kaitlyn Croner

Community & Media Manager at LEAP Amp

Summary

Hi there! | am a Community & Media Manager who values creativity
and thinking outside the box for my accounts in both a paid and
organic social media environment. | am a well rounded individual
who has various experiences in account management, social media
management, content writing and market/product research.

Experience

LEAP Amp
4 years 6 months

Community & Media Manager
May 2021 - Present (4 years 1 month)

Social and Paid Media Intern
December 2020 - April 2021 (5 months)
fndianapolis.

The McKinley Avenue Agency
1 year 9 months

Account Director
January 2019 - May 2020 (1 year 5 months)

Misrmia indizns Area

- Developed extensive, year long proposals for current clients to ensure
specific advertising goals were being met.

- Strategized new tactics for the agency's annual community based contest to
generate more awareness and engagement.

- Maintained transparency and communicated frequently with eight current
clients to build and sustain a positive client-agency relationship.

- Held weekly AD + sales team meetings to ensure monthly goals were being

met by providing prospective client research and updated prospect lists.

Creative Team Intern
September 2018 - December 2018 (4 months)
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- Created most successful social media contest to the agency's date which
generated over 20,000 impressions.

- Assisted PR Team with social media copy, strategy and scheduling using
Facebook and Twitter.

- Generated engaging slogans for promotion of agency's annual housing fair.
- Aided Marketing Team by attending and contributing at weekly promotional

events on campus.

Alpha Phi Delta Rho

Executive Administrator

November 2018 - November 2019 (1 year 1 month)
Ball State Univeristy

- lead member Initiation

- developed Alpha Phi's goals and accreditation

- communicated frequently with members

- attended New Member Education meetings

- documented chapter attendance and points

redpepper
Client Services Intern
May 2019 - August 2019 (4 months)

- Assisted Account Executive and Project Manager by owning deliverables and
conducting market/product research.

- Prepped and observed client workshops and was held responsible for
capturing big ideas as well as important content during each session.

- Led a brainstorming workshop with Nashville Health and presented extensive
social media strategies and tactics to help gain followers and enhance their
overall engagement.

- Developed a market/product research brief to assist future interns and current
employees to have a streamlined research process.

- Created Keynote decks that recapped client calls, workshops and ongoing

projects.

Alpha Phi- Delta RHo

Internal Affairs
November 2017 - December 2018 (1 year 2 months)

- worked closely with VP of Risk
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- event planning
- met with vendors to secure beverage, drink, music
- created transportation lists

- oversaw event to ensure they ran smoothly

Bubs Burgers & Ice Cream
Server
January 2016 - March 2018 (2 years 3 months)

Education

Ball State University
Bachelor's degree, Public Relations, Advertising, and Applied
Communication - (2016 - 2020)

Carmel High School
- (2012 - 2016)
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Cayman Hubbard

Computer Scientist

Detail-oriented and innovative Computer Science graduate from the University of Kentucky with a solid foundation in utilizing
programming languages such as Java, Python, and C++ to develop and implement efficient solutions. Passionate about leveraging my
technical skills and creativity to solve complex problems and create a user-friendly software. Eager to bring a commitment of excellence in
any role that | am given the opportunity.

M caymanhubbard@gmail.com . (502)330-3782 9 Lexington, United States m linkedin.com/in/cayman-hubbard

EDUCATION SKILLS

— Bachelors of Science in Computer Science w/
Minor in Mathematics
University of Kentucky
08/2018 - 05/2023

WORK EXPERIENCE
— Front Desk Agent/Auditor CERTIFICATES
Holiday Inn Foundations of Cybersecurity (06/2023 - Present)

06/2022 - Present

Manage Security Risks (06/2023 - Present)

— Fulfillment Center Warehouse Associate INTERESTS
Amazon - -
05/2021- 0772021 ; Video Games ;| Music Es Artificial Intelligence |

pr——

Renewable Energy ’

— Caterer
BlueGrass Catering & Events
07/2019 - 12/2020

-




TIMOTHY M SAUER, PH.D.

PH: 502-387-0440 Email: tsauer@leapagency.com Louisville, KY

SUMMARY: Experienced behavioral researcher and strategic marketer. Thirteen years of experience
in the field of research across a variety of verticals, including: public education,
communications, healthcare, and transportation.

WORK EXPERIENCE:

LEAP Agency- Louisville, KY {06/2014-present)
2500 Technology Dr., Louisville, KY 40299. POC ph# 502.212.1290, Michael Wunsch

Director of Research. 2019-present
Manage team of analysts and lead agency direction in consumer research and audience understanding. Harness key
insights to inform marketing strategy, creative direction, and UX/UI design.

e Sell research and discovery to prospective and current client stakeholders

e Responsible for development and execution of research department budget

e Hire, train, and manage workflow for team of analysts

e Serve on agency leadership team- conducting relevant research to contribute to strategy and direction

Senior Data Scientist. 2016-2018
Served as the Subject Matter Expert in research methodology, statistical procedures, and data analysis for the agency.

e Directed activity of team of analysts and assistants.

Led research activity from methodology and design to collection and analysis

Assisted in development of empirically based marketing strategies

e Responsible for dissemination of key findings and insights to relevant internal and client stakeholders
e Hired, trained, and evaluated team of analysts and assistants

Marketing Research & Analytics Specialist. 2014-2016
Spearheaded the introduction of comprehensive marketing research services. Overhauled performance reporting by
moving from simple data report-outs to insight driven storytelling and real-time dashboarding.

University of Louisville: College of Education & Human Development - Louisville, KY (2013-2014)
1905 S 15 St., Louisville, KY 40208. POC phi 502.852.4014, Namok Choi, Ph.D.

Adjunct Faculty
Served as an instructor for two graduate level courses: Introduction to Research Methods and Applied Statistics.

independent Research & Evaluation Consultant - Louisville, KY (2009-2014)

Consultant

Provided support in quantitative research methodology, program evaluation, and advanced statistics. Clients included:
Signature Healthcare, The Learning House, The Louisville Zoo, Sons of the American Revolution, and The Collaborative
for Teaching and Learning

EDUCATION:
University of Louisville, Louisville, KY, Doctor of Philosophy (Research + Evaluation}- 2012
Dissertation: Predictors of Student Course Evaluations

Bellarmine University, Louisville, KY, Bachelor of Arts (Psychology + Crim. Justice) — Summa Cum Laude 2006



LAURA VALENTINE

PH: 502-472-8303 Email: lauradvalentine@gmail.com Louisville, KY

Five {5} years of experience in social science research across the private and public
sector, including working as an assistant on two Federal grants awarded to the

SUMMARY: Louisville Metro Government. In academia, my research focus has often been on
Infrastructure, while my private sector experience is focused on developing marketing
sirategy.

WORK EXPERIENCE:

e My focus is on qualitative/ethnographic methods, but utilized mixed methods approaches to research daily in my
current role. | have end-to-end research experience and am able to oversee whole projects as well as work as part of
a team.

LEAP Agency — 2500 Technology Drive, Louisville, Kentucky 40299 (10/2018-present). POC Ph# 502-387-0440, Timothy
Sauer.

Sr. Marketing Research Analyst

e Responsibilities include research design and development of research protocols, some project and budget
management, participant recruitment, primary data collection, data analysis and creation of reports for both
internal and external goals.

e Methodologies used include qualitative and quantitative methods (focus groups, interviews, surveys,
secondary research).

University of Louisville — 2301 S 3" Street, Louisville, Kentucky 40291

Grant: Learning How The Community Leads: Evaluating and Informing City-Based Participatory Engagement in West
Louisville

Program Assistant and Data Manager (08/2018-08/2019), POC Ph# 502-852-3012, Dr. Angela Storey.

e Responsibilities included assistance with project logistics, secondary research, primary data collection, and
presentation of research reports for internal team leads as well as for presentation at academic
conferences.

Anne Braden Institute for Social Justice Research (08/2017-05/2018) POC Ph# 502-852-6142, Dr. Catherine Fosl.

e Conducted secondary research for facuity/visiting scholars at the University of Louisville, and helped
develop whitepapers, manage resource databases, community-engaged outreach/education campaigns.

Grant: Louisville Farmer's Market Coordination, Access and Capacity-Building Project (06/2016-03/2017), POC Ph# 502-
852-6864, Dr. Lisa Markowitz.

Researcher

e Responsibilities entailed primary data collection through on-site surveys and interviews, participant
recruitment, data entry, coding, and analysis using SPSS.

EDUCATION:
University of Louisville, Master of Arts Degree (MA, Anthropology) 2018

University of Louisville, Bachelor of Arts Degree (BA, Anthropology) 2014



STAFF QUALIFICATIONS

MEET OUR TEAM

20+ years of experience
leading brand and media
strategy for Fortune 500
clients and mission-driven
organizations

Leads client portfolio
growth and campaign
outcomes at Leap Group
with double-digit
efficiency gains and
revenue impact

Directed 11-account
portfolio at Campbell
Ewald and contributed to
70%+ of annual pitch
efforts

Managed 5,000+
deliverables annually

across enterprise-level

campaigns for USAA

Generated 8.5% retail
sales lift for Zales through
repositioned campaign
strategy

WALTER HARRIS

Director of Client Services

LinkedIn: https://www.linkedin.com/in/walter-harris/

Walter Harris brings over 20 years of experience in advertising, brand
leadership, and integrated marketing strategy for national and global
clients across industries including healthcare, financial services,
automotive, advocacy, and consumer goods.

Current Role

Leap Group / (amp) - Louisville, KY
Vice President, Director of Client Services 2023-~Present
« Oversees strategic direction and execution across a portfolio of 10+
clients, resulting in a 22% YoY increase in client retention and
expanded scopes across healthcare, advocacy, and financial sectors
« Led cross-functional campaign development that contributed to a 30%
lift in engagement and 18% lower CPA across paid media programs
« Played a central role in winning $1.8M+ in new business within the first
year by developing proposal strategy, pitch frameworks, and
stakeholder messaging
+ Implemented an account operations structure that improved project
delivery timelines by 35%, while maintaining 95%+ client satisfaction
across deliverables

Experience Prior to (amp)

Campbell Ewald - Detroit, Ml
Group Account Director 2019-2023
« Led the Modern Marketing portfolio of 11 accounts, including Trinity
Health, ShiftMed, Allspring, Lear, and Aretha Franklin Amphitheatre
« Managed brand strategy, creative oversight, scope development, and
team onboarding while deepening client relationships
« Contributed to ~70% of annual new business pitches, aligning strategic
vision and creative approach
« Co-chaired ExCEllence, the agency’s African American employee
resource group

The Lee Group — Houston, TX
Vice President, Director of Client Services 2017-2019
« Directed agency client services while leading RFP development and
new business presentations
« Secured 7 of 10 client wins, including Broadway Bank and The
Menninger Clinic
« Managed procurement negotiations and SOW development for new
and existing clients
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MEET OUR TEAM

20+ years of experience
leading brand and media
strategy for Fortune 500
clients and migsion-driven
organizations

Leads client portfolio
growth and campaign
outcomes at Leap Group
with double-digit
efficiency gains and
revenue impact

Directed 11-account

portfolio at Campbell
Ewald and contributed to
70%+ of annual pitch

efforts

Managed 5,000+
deliverables annually
across enterprise-level
campaigns for USAA

Generated 8.5% retail
sales lift for Zales through
repositioned campaign
strategy

WALTER HARRIS

Director of Client Services

MullenLowe - San Antonio, TX / Boston, MA
Group Account Director (USAA - Brand/Enterprise) 2016-2017
+ Co-led a team of 80+ FTEs responsible for 5,000+ annual deliverables
across multiple verticals
« Oversaw brand marketing and enterprise alignment across USAA’s
insurance, banking, and retirement services
o Ensured seamless agency transition during account acquisition from
Campbell Ewald to MullenLowe

Campbell Ewald = San Antonio, TX
Group Management Supervisor / Management Supervisor 2011-2016
» Launched USAA’s “Policy Number” campaign, repositioning messaging
to connect with civilian markets
« Directed upper-funnel media strategy across financial products and
sponsorships
» Led alignment of brand marketing with NFL partnership and military
appreciation themes
« Built cohesive campaign execution across creative, media, and
account teams

GSD&M - Austin, TX
Senior Account Supervisor 2006-2011
o For Zales: Spearheaded campaign that delivered an 8.5% YoY lift in
holiday same-store sales after years of decline
« For AARP: Developed strategic messaging for the Divided We Fail
initiative, elevating public awareness
» Repositioned L.L.Bean’s brand through revitalized creative and cross-
platform campaign rollouts
« Managed forecasting and billing for national accounts across multiple
business lines

EXPERTISE: Strategic brand leadership, intfegrated campaign
development, multicultural marketing, client relationship management,
cross-functional team leadership, business development, scope and fee
negotiation, and performance analytics.

EDUCATION: Bachelor of Science in Broadcast Production (Minor in
Marketing), Eastern New Mexico University



