Visit Portland

Get Smart on
Cross-channel Marketing:
How to Outsmart When
You Can’t Outspend
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Who The Heck Are We,
Anyway?’
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Nice to Meetcha!

Meranne Behrends Chris Grass
Co-Founder & CEO, Words From The Woods Founder & President, Fan Out Media
meranne@wftw.me chris@fanoutmedia.com

- Consumer Psychology & Brand Strategy expertise - Brand, agency and sales experience

- Extensive Travel & Tourism Experience - Hands-on with digital and traditional

- Passion for the marriage of strategic rigor & - Media fundamentalist and ad-tech skeptic
creative excellence - Bad grades in art class, has to work in

- Only has 5 states left to visit media



Creative + Media | A Marriage of Minds

WFTW

Brand Positioning
Visual Identity
Strategic Messaging
Creative Campaign

Creative Production

WFTW x FAN OUT

Strategic
Planning

Audience
Identification &
Outlining

Message & Media
Integration

FAN OUT

Media Planning &
Buying

Partnerships &
Sponsorships

Campaign Execution

Performance &
Measurement

Execution

Idea Inception



What Are We Chatting About
Today?




Outsmart, Don’t Outspend
to Drive Visitors to the Greater Portland Area
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Here’s What To Expect

A few principles that guide successful advertising campaigns, regardless of previous experience, budget or industry.
Brought to life through a few examples of successes.

...since this is a tourism audience, we’ll refer to a solid case study here in Maine...
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As seen on:

Broadcast TV & Radio, Print,
Hulu, Spotify, Paid Social, Reddit,
Facebook, Instagram,
Sponsorships, Billboards, Transit,
Direct Mail, Influencer

9 Channels / 23 Media Publishers
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COME SKI THE LARGEST INDEPENDENT MOUNTAIN IN THE EAST.
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Increase in unaided brand
awareness.

Year-over-yearine
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Core Opportunities | Visit Portland Members

1 | How to Get Started Or Evolve
2 | Knowing Your Audience
3 | Getting to The Most Salient Message
4 | Being Where You Need to Be

5 | Tracking Progress & Performance
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How To Get Started Or Evolve
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How To Get Started Or Evolve

Where to begin?

Set clearly prioritized goals.
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How To Get Started Or Evolve

Where to begin?

Set clearly prioritized goals.

Formulate a plan, based on those goals.
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How To Get Started Or Evolve

Where to begin?

Set clearly prioritized goals.
Formulate a plan, based on those goals.

Survey your ad infrastructure

Ad Development & Placement

Click to the Landing Page

Convert to Outreach or Sale

Follow Through / Feedback



How To Get Started Or Evolve

Where to begin?

Set clearly prioritized goals.
Formulate a plan, based on those goals.
Survey your ad infrastructure

Identify a reasonable budget.

QUESTIONS TO ASK YOURSELF:

1.

2.

3.

4.

What'’s the % of revenue (3-10%) you’re willing to spend?

How is it proportional to the desired outcome?
How can metrics inform future planning?

What are you comfortable spending?




How To Get Started Or Evolve

Where to begin?

Set clearly prioritized goals.
Formulate a plan, based on those goals.
Survey your ad infrastructure

Identify a reasonable budget.

Distill your company ethos (and know where you stand in the market)
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How To Get Started Or Evolve

Where to begin?

Set clearly prioritized goals.
Formulate a plan, based on those goals.
Survey your ad infrastructure

Identify a reasonable budget.

Distill your company ethos (and know where you stand in the market)

Brand Positioning

Unique Proof Points

Points of Parity / RTBs

Brand Value & Personality Traits
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Knowing Your Audience
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Knowing Your Audience

Who'’s the right focus?

Identify your core audience, and know them better than anyone.

Top-of-the-Mountain Brand

Perceived “Aspirational” Core Loyal Customer
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Knowing Your Audience

Who’s the right focus?

Identify your core audience, and know them better than anyone.

Get creative with how you understand your core audience.

CHRIS LIETO 3 Time Trantian Champion

Website Analytics Custom Surveys Interviews & 1:1’s
Current Customer Database Incentivized Feedback Focus Groups
Transaction Information Ride-Alongs & Creative Qual ...Just discussions!
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Knowing Your Audience

Who'’s the right focus?
=N CTHD

. . Stay loyal to brands that they like Poor understanding of insurance
Like when brands make them feel options and range of benefits
Identify your core audience, and know them better than anyone. .

Prefer USA-based brands field benefits questions from
Interested in brands that are employees

Employers of any size within the following industries:
Manufacturing, Wholesaling, Construction,

Get creative with how you understand your core audience. ot e

including manage ibioyee veneflts package
Care about their employees and want to provide them with benefits ce Provider Influences
thatwill e beneficialto

Desire to attract and ret nt, increase loyalty and boost

Wnte dOWn your core proflle_ i Support, guidanc . e ~-.uner who can consult with them, educate, &

Jusiness reputation is important help employees get the most out of their benefits
Simplicity and ease: Desire to grow, & address business issues without getting bogged down
and personalization: Solutions to address their unique business needs

INSURANCE PRODUCTS OF INTEREST

ERVEAR IR )

Auto Medicall  Homeowners/ Life Roadsi Travel
health Personal assistal
Property

MULTI-TASKERS
DESIRE TO MAKE A DIFFERENCE

Known Demographics
Geography

Attitudes & Behaviors
Pain Points
Influences
Competitor Behavior
Brand Affinity
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Knowing Your Audience

Who'’s the right focus?

Identify your core audience, and know them better than anyone.
Get creative with how you understand your core audience.
Write down your core profile.

Start with your data and what you have in your arsenal.
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Knowing Your Audience

Who’s the right focus?

Identify your core audience, and know them better than anyone.
Get creative with how you understand your core audience.
Write down your core profile.

Start with your data and what you have in your arsenal.

Quantify your audience, compare to budget, scale appropriately

Broadest Target

(Frequent Travelers)
Audience Size: 15.7 Million

+HHI $100K
Audience Size: 6.11M

+Ages 29-34 +Narrowed Geo +Masters Degree
Audience Size: 412K Audience Size: 630K Est. Audience Size: 1m

24
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The Salient Message
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The Salient Message

What do you say?

Articulate the MOST important thing to focus on.

WESTIN' let’s rise

WESTIN let'’s rise
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The Salient Message

What do you say?

Articulate the MOST important thing to focus on

@ tb12sports #

EPIS ODE

F O UR

TBIZ2

WORKS FOR YOU.

FUTURE

FIGUSH

FUTURE

} “FOCUSED
ERRA W
-

BoDY CoacH_
cLENT. JON KAHANE
SHY ODOM 5 BRENDAN CURTIN
tb12sports Each year 60 players get drafted to the NBA

— and someday, TB12 Client Shy Odom
) hopes to be one of them.

(
bone structure. However, giving up his active lifestyle
wasn't an option.



The Salient Message

What do you say?

Articulate the MOST important thing to focus on.

Consistency, consistency, consistency. Be consistent.

. llIIIE '
HIBRTE
== HOUNTA

OURSEGRET'S NOT ASECRET @D@H ERE@ W‘SI(IFIIII[ESSIMEII
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The Salient Message

What do you say?

Articulate the MOST important thing to focus on.
Consistency, consistency, consistency. Be consistent.

Don’t say everything, all at once, to everyone.

Focus on the channel and audience to influence the message.
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The Salient Message

What do you say?

Articulate the MOST important thing to focus on.
Consistency, consistency, consistency. Be consistent.

Don’t say everything, all at once, to everyone.

Focus on the channel and audience to influence the message.

Frequency sells. At least 3x. Stay in market.
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The Salient Message

What do you say? py—
® Saddleback 470

’ coloniallife #

Articulate the MOST important thing to focus on.
Consistency, consistency, consistency. Be consistent.

Don’t say everything, all at once, to everyone.
Focus on the channel and audience to influence the message.

UNTIL THEY DO.

Frequency sells. At least 3x. Stay in market.

Be Bold: Anxious approvals are a leading indicator of success e 0 © . ! ©oQvY |

coloniallife Stop the career clamor. Be your own boss
Start a career that matters.
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https://vimeo.com/812532736
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Being Where You Need To Be
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Being Where You Need to Be

Where?

Your budget might allow more options than you think.

Ehe New Hork Times

$7 Million for 30 Seconds? To
Aduvertisers, the Super Bowl Is Worth
It.

In a time of fragmentation, advertising during the game’s
broadcast is still a reliable way to boost company revenue and
familiarize viewers with a brand.

& sharefullartice 2> [] [Jss

Hellmann’s Mayonnaise is one of the companies that will be advertising during
Sunday’s Super Bowl. Hellmann’s Mayonnaise

33



Being Where You Need to Be

Where?

Your budget might allow more options than you think.

Assets filter and guide your media consideration set.

\
! ©
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Being Where You Need to Be

Where?

Your budget might allow more options than you think.
Assets filter and guide your media consideration set.

Where does your audience spend their time? What'’s their mindset?

35


https://vimeo.com/875606844/61f89dccf9?share=copy

Being Where You Need to Be

Where?

Your budget might allow more options than you think.
Assets filter and guide your media consideration set.
Where does your audience spend their time? What'’s their mindset?

Think about the placement, identify the context, and create to that.

OUR SECRETISN'TASEGRET
ANNMIMORE

HIGHEST BASE LODGE IN THE EAST (IN FEET).
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Tracking Progress &
Performance
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Tracking and Performance:
Is it working?

Track things you don’t have to explain to a CEO
Track, analyze and optimize proportional to your resources
Don’t love your campaign to death; Think long-term.

Expected ROI or Lottery Ticket
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Don’t make it rocket science
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Let’s Chat!
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\

ANY ﬂUEST 10NS?
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WORDS FROM THE WOODS

An independent ad agency

giving brands a breath of fresh air.

£y = 4
I vaineHeatth  Clanks. & TruChoice

.~ The Roux Institute

o
Aroma 17003 ISEXX DLEB, ortheastern University




Words From The Woods | The 50k-ft View

Words From The Woods is an independent ad agency
headquartered across the street from Yosaku.

COI’IOP/%/
Born from a literal marriage of strategy and creative.

Experts at creating behavior-shifting campaigns f" C%,& LUNN OSAWARi
for brands in search of outside thinking. FQSARp ’ Y 4
15x full-time employees spanning strategy, creative, 5’2.

account, project management and production.
28x Maine Ad+Design Broderson Awards
2x Boston/New England Emmy-Nominations

Words From The Woods

14 York Street #101

Portland, ME 04101 - | Work hard

(*validated parking off Maple Street!) and be nice
i | to people:

Founded in 2018. L e

We exist because nothing like us did before.



Words From The Woods | Our Trusted Media Partner

FAN OUT
‘qw MEDIA

Fan Out Media specializes in planning, buying and executing
strategic campaigns that push the limits of paid media.

Rejects one-size-fits-all formulas, crafts bespoke media plans to
achieve brand objectives, balances the quantity, quality, and
cost-efficiency of advertising placements by employing both
digital and traditional channels.

Offers a range of capabilities that open up unrestricted access to
classic and state-of-the-art media channels. Basically, if it’s an
ad, they can buy it. Even better, they know if you should, and at
what price.

Based in Falmouth, Maine.

Founded in 2022.

Chris Grass
Founder & President
Chris@FanOutMedia.com

207-907-9342
91 Johnson Road
Falmouth, ME 04105
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