DIGITAL
MARKETING



WEBSITE
HIGHLIGHTS: 6/13/18-11/12/18

* Traffic KPIs

v' Website Sessions: 17,742 (+26.5% YOY)
v' Avg. Time on Page: 1:53 (+11% YOY)
v" Pages per Session: 2.2 (+10% YQY) St

Don't worry, There's still hope. And, Hope Keepsa
Home ™,

* Event KPIs Lo
v" Outbound Link Clicks: 34,519 (+1500% YQY)
v" Quiz Completions: 3,458 (+59% YOY)
v' CTA Clicks: 1,561 (+100% YQY)
v" Form Submissions: 116 (+241% YQOY)




VIDEO DISPLAY
HIGHLIGHTS: 6/13/18-11/12/18

* Engagement KPIs

v' Impressions: 1,764,326
v Clicks: 8,677
v' CTR: .49% (4.9X Industry Average)

 Video View KPlIs
v" Total Video Views: 1,703,877

v" Video Completions: 695,164
v" Video Completion Rate: 40.80%
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Pay-Per-Click (PPC)
HIGHLIGHTS: 8/1/18-11/11/18

* Engagement KPIs
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Impressions: 12,959

Clicks: 1,378

CTR: 10.63% (3X Industry Standard of 3%)
Completed Quizzes: 224

Click to Call Conversions: 138

Contact Form Submissions: 40

Avoid Foreclosure | Nevada Hardest Hit
Fund
nahac.org/Nevada/StopForeclosure

Our program helps qualifying homeowners in danger
of losing their home

Hardest Hit Fund | Nevada Mortgage Assistance
www.nahac.org

MAHAC was chosen by the Hardest Hit Fund to help Nevada homeowners in
need







Social media
obstacles

Social Media Presence: NAHAC had an inactive social media presence when BRAINTRUST was
activated on the account.

Cohesive Social Media Strategy: No clear or concise narrative as to what NAHAC is and how they
could help Nevada residents.

Social Media Personas: Understanding of who we are targeting and what message we would like to
deliver.

Audience: NAHAC had slow and stagnant growth on their Facebook account and they expressed
interest in growing their audience in the Nevada area.




Social media
solutions

Active Social Media Presence: Re-activated the Facebook social media account and created a Twitter
account with uniformed look and feel across the digital presence.

Developed Tone / Voice: Cultivated a community that is interested and invested in NAHAC's core
message and values.

Created Content Strategy: Strategic positioning that included a blend of strong visuals, video, events,
and client testimonies.

Boosted Engagement: Engaged current audience while developing a plan to grow the NAHAC account
in conjunction with company goals.




426 fans

Page Likes: 426 (+19% YOY)
Engagement: 648 (+3K% YOY)
Impressions: 60.4K (+12K% YQOY)

Social media
HIGHLIGHTS

14 Followers

Followers: 14 (+100% YQOY)
Engagement: 233 (+100% YOQOY)
Impressions: 14.5K (+100% YQY)




Social media
Top posts

HOPE NAHAC @NVHardestHit - 1 Dec 2017 W
ﬁ!&l‘ﬁg Providing a helping hand when you need it most. #HopekKeepsaHome #Mevada

Nevada Hardest Hit Fund - NAHAC
Published by Sprout Social |
Like This Page - September 27 - &

We are here to be a helping hand for Nevada
residents.
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Nahac
News

Create snackable data in the form of
infographics and / or animated video.
Graphics will include information on Nevada

job market, NAHAC goals, YTD successes, etc.

These digestible graphics will explain
complex data sets that the average person
may not understand.

NI

PRESENTERS WHO USE VISUAL AIDS ARE

;/I/\/\h

/O MORE

EFFECTIVE
IN PERSUADING AUDIENCE
MEMBERS TO TAKE A
DESIRED COURSE OF ACTION

40

OF PEOPLE

RESPOND BETTER TO
VISUAL INFORMATION
THAN TEXT

USERS HAVE
TIME TO READ
OF THE

WORDS ON AN
AVERAGE WEB

PAGE AT MOST

FOGRAPHIC

THE BENEFITS OF THEIR USE ONLINE

>

79% OF USERS

SCAN ANY NEW
PAGE THEY
COME ACROSS

CS

90

OF INFORMATION
TRANSMITTED TO THE
BRAIN IS VISUAL

TEXT = SHORT TERM MEMORY
IMAGES = LONG TERM MEMORY
equal distance

. from the center”

Graphical Description Textual Description

“A curved line
with every point

IT IS MUCH EASIER TO SHOW A CIRCLE
THAN DESCRIBE IT

HIGH QUALITY
INFOGRAPHICS
W ARE

& MORE LIKELY TO
BE READ THAN
TEXT ARTICLES




Hope’s
Door

Open hope’s door with a pop-activation where
we’ll place red doors throughout high trafficked
and/or low income neighborhoods. (Think:
malls, shopping plaza, etc.)

The door will prompt spectators to walk through
the activation where they’ll be greeted on the
other side with information and statistics on
NAHAC's success and business goals.




Television



Media: Television
Objective & STRATEGY

 To bolster program awareness in the state of Nevada.
 Toinform and educate consumers about their options when faced with housing challenges
 Convert consumers seeking assistance to call the hotline.

STRATEGY: To capture and convert key consumers to seek assistance with NAHAC, we will implement a
multi-channel television campaign geo-targeting Las Vegas and Reno.




Las Vegas

KVVU FOX 5: Dedicated to providing entertainment
and news information that meets the needs and
interests of the viewers in their community. Also
known as the “Community Station.” Programming
includes Ellen, The Real, News Segments, TMZ, CSI
etc.

KINC UNIVISION 15: An American-Spanish language
television network aimed at Hispanic Americans and
includes telenovelas and other drama series, sports,
sitcoms, reality series, news programming and
imported Spanish-language feature films.

Programming Includes:
News

Daytime Rotators
Prime Rotators
Weekend Rotators

OX

KVVU-TV

LOCAL. LAS VEGAS.

I B UNIVISION 15
WY [ASVEGAS




Reno

KOLO ABC 8: KOLO is committed to bringing the
best local news to the Reno and Northern
Nevada area. Programming includes The Chew,

Dr. OZ, Jeopardy, Rachael Ray, Wheel of KD‘ D! ')ﬁ

Fortune etc »NEVWSNOW

Programming Includes:
News

Daytime Rotators
Prime Rotators
Weekend Rotators



TV RECAP: LAS VEGAS & RENO

CLIENT NAHAC
CAMPAIGN FLIGHT  1/21/19-2/10/19
APPROVED BUDGET $18,000
LAS VEGAS SPOTS IMPRESSIONS CPM REACH FREQUENCY  COST ADDITIONAL INFORMATION
ADDED VALUE: TO INCLUDE :05
BILLBOARDS AND N/C SPOTS
KVVU (FOX 5) 65 + OTT (IMP) 435,000 $16.55 20% 2 $7,200 WHEN AVAILABLE - EST 95
(VALUED AT $10,250)
ADDED VALUE: TO INCLUDE
COMMUNITY CALENDAR
KINC (SPANISH) 100 349,827 $17.72 10% 3 $6,200 MENTIONS (60X), 2X RADIO
INTERVIEWS, AND BONUS SPOTS
(VALUED AT $16,775)
RENO SPOTS IMPRESSIONS CPM REACH FREQUENCY COST ADDITIONAL INFORMATION
ADDED VALUE: TO INCLUDE N/C
KOLO (ABC) 105 275,594 $16.69 45% 2 $4,600 SPOTS WHEN AVAILABLE.
(VALUED AT $1,600]
EST. TOTAL SPOTS 270
TOTAL BUDGET $18,000
EST. IMPRESSIONS 1,060,421
AVERAGE CPM $16.99

TOTAL ADDED VALUE

928,625
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