











DIGITAL MARKETING

DIGITAL DISPLAY RETARGETING ADS

Mobile Reach: 8,091,147
Remarketing Reach: 919,523
Impressions Goal: 8,659,667
Percentage of Goal Met: 104.1%

Mobile Engagement: 12,972
Remarketing Engagement: 1,604

9,010,670

REACH

WEBSITES & APPS

The Weather Channel Mobile App
Flashlight Mobile App

Calculator Mobile App

FoxNews Mobile App
Weatherbug Mobile App
Craigslist Mobile App

Lotto Results Mobile App

14,576

ENGAGEMENT

Accuweather.com
Eonline.com
Salud-al-dia.com
Tunoticiapr.com
Metro.pr
Informatepr.net

Noticiasdevida

‘ 11 Likes 2 Comments

il Like B Comment

Suggested Post

= Orange County Library System (FL)
=l 21hrs- @

Write your story. Start with our engineering
and 3D printing classes.

|nvestor

Discover the INVESTIGATOR in you.
Visit us today and learn more.
OCLS.INFO/YOURSTORY

PERMISSION-BASED EMAIL CAMPAIGNS

5,631

ENGAGEMENT

FACEBOOK ADS

Clicks: 22,979
Overall CTR: .39%

509,432

REACH

BONUS FACEBOOK ADS

Clicks: 11,730
Overall CTR: 3.26%

EI.LO-@M%

News Feed  Requests  Messages Notifications e

5,944,534

IMPRESSIONS

LANDING PAGES

English Landing Page Traffic: 21,278

359,552

IMPRESSIONS

Spanish Landing Page Traffic: 12,375

33,653

TOTAL TRAFFIC



8 EBLASTS 2 LANDING PAGES 36 DISPLAY ADS

30 BILLBOARDS 291 RADIO SPOTS 6 FACEBOOK CAMPAIGNS

Disc?ver the iV\V@V\'tDY in youy

TOTAL CAMPAIGN REACH GOAL: 32,797,297

ORANGE

TBRRC TOTAL CAMPAIGN REACH: 36,936,513
1

-

TOTAL WEBSITE VISITS: 33,653

PERCENTAGE OF GOAL MET: 112.6%




NEW BRAND LAUNCH,
GRAND OPENING AND
CONSUMER/MEDIA AWARENESS CAMPAIGN

AMERICAN
BRASSERIE

URBAIN 40



https m  Urbaind0.com

* -E—{ MAKE A RESERVATION | 407 URBAN40
(407 872 2640)

S URBAIN 40
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ABOUT  MENU LOUNGE CONTACT
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AMERICAN BRASSERIE
& LOUNGE

Serving chef-crafted cuisine inspired by
American and continental classics.

MAKE A RESERVATION

URBAIN 40 AMERICAN BRASSERIE AND LOUNGE

URBAIN 40 OVERVIEW

Urbain 40 is an American brasserie and lounge serving chef-crafted
cuisine inspired by American and continental classics. It's a 1940s
themed neighborhood eatery offering imaginative staples for brunch,
lunch, dinner and late-night. As a modern rendition of this unique
period, it features a simple and elegant atmosphere, reminiscent of the
big band era, where customers can enjoy a wide selection of delectable

cuisine and libations

CAMPAIGN OVERVIEW

Time Period
October - November 2015

Medium
Social Media Campaign, Traditional PR, Digital PR, Eblasts, Website Design &
Development (with SEO)

Goal

Design, develop and launch Urbain 40’s website in accordance with its grand
opening, incorporating both traditional and digital advertising mediums and
using cross-promotion to ensure the best possible advertising and marketing

strategies are implemented.

Establish a culture that brings fine dining to middle class Americans, indicative
of the big band era, with a lounge/speakeasy atmosphere, delivering excellent

cuisine and even better service.



DIGITAL AND TRADITIONAL PR

MEDIA OUTREACH

Traditional Media Sources Reached: 94

Digital Media Sources Reached: 72

Direct Published Articles & Social Engagement: 32
Indirect Published Articles & Social Engagement: 56

340,789

REACH

PUBLICATIONS

e Orlando Weekly e Visit Orlando

* Orlando Sentinel (2 Articles) e City Surfing Orlando

* Tampa Bay Times e Places to Go in Orlando
e The Daily City (Article & * West Orange Chamber of

Newsletter) Commerce

LATE NIGHT LOUNGE &

BIG CITY COCKTAILS

COCKTAIL MENU

Make a Reservation

POWERED BY OPEN TABLE®

OR CALL US AT

407 862 2640

EBLASTS
Neighborhood Sneak Peek Event Reach: 66

46.9% Open Rate

Press Sneak Peek Event Reach: 274
37% Open Rate

Orlando Ballet Benefit Reach: 392
55.3% Open Rate

VIP Grand Opening Reach: 367
36% Open Rate

1,099

REACH



ORGANIC SOCIAL MEDIA MARKETING

FACEBOOK TWITTER INSTAGRAM
Likes: 616 Followers: 58 Followers: 60

AMERICAN
Engagement: 8,838 Engagement: 230 BRASSERIE

3,276

44,540

SOCIAL MEDIA REACH

"l beat is a moment
in the life of a groove.”

WEBSITE

Unique Users: 2,356 WYNTUN MAHSALIS

Pageviews: 11,901

389,764

3,276

WEBSITE VISITS

166




BRAND POSITIONING,
COMMUNITY PERCEPTION AND
PUBLIC RELATIONS CAMPAIGN

LAKE CONCORD PARK
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CASSELBERRY’S LAKE CONCORD PARK

LAKE CONCORD PARK OVERVIEW KEY OBJECTIVES

After decades of Casselberry being identified as a haven for adult * Improving the City’s image through tangible strategic change
entertainment rather than a desirable destination community, City * Amplifying the City’s tax base and economy

leaders implemented a public/private development initiative intended * Restoring a sense of “community” and develop an inviting residential
to transform the southern gateway to Seminole County into a highly destination for young, middle-income families

desirable, family-oriented community to live, work and play.
The City had already successfully converted property that abuts City
Hall to function as a popular park venue for live concerts and art shows, OBSTACLES

attracting thousands of attendees on any given weekend. ) ) o
o . ] e City’s seemingly unshakable negative image
In Q1 of 2017, the City will open its new, mixed-use development of ) , )
¢ Residents’ expectations
luxury apartments, restaurants and shops. They have called this 20-plus o ] ) )
] e Clearly defining value of public/private partnership
acre site, Lake Concord Park. o
e An elected body in disagreement

e The unknown




The City had already activated an economic development strategy that
included ridding the town of adult entertainment, through an updated and
aggressive code enforcement policy and initiative, and a desire to establish
itself as a family-oriented community. This effort had huge support from
residents. The City was successful in attracting new and significant retail

business, increasing the tax base and providing a facelift for the community.

KEY OBJECTIVES

e Shift public perception of City lacking in inertia and innovation

e Position Casselberry as creative, flexible and business-friendly

TASKS

e SWOT Analysis — assess City’s strengths, weaknesses and vulnerabilities
e Establish key communication goals

e Develop new messaging/talking points

e Create a strategy that positioned Casselberry as innovative

e Develop strategic media relations tactics

ORLANDO LIMITED TIME OFFER SIGN IN
BUSINESS JOURNAL Subseriba Now Your Account -
= INDUSTRIES & TOPICS 1 NEWS LISTS & AWARDS PEOPLE & COMPANIES EVENTS MORE... Q

COMMERCIAL REAL ESTATE THiNgs HUMAN RESOURCES Deloitte. S TRAVEL

Orlande commercizl real estate TOENDW 7 things to know todey and two Post-slection tax policy changes: Dec. 12 429-room h

thrived in 2016 TODAY  turtle doves cost how much? “b?" AApRGR: ateriut hn e wail peguision west of Wall
Register Today

MOST POPULAR

T — Experience a relationship built around

your business.
272 The FNC Fmancel Sereces Sroup. e M rghis seeerved

B PNCBANK

INDUSTRY NEWS © COMMERCIAL REAL ESTATE

Apartments, waterfront restaurants to create new
gateway to Casselberry

Jan 26, 2016, 4:15pm EST

INDUSTRIES & TAGS Commercial Real Estate, Food & Lifestyle, Residential Real Estate, Construction, Consumer Goods
= W in £ & €F] Crder Reprints W Save Article @ Print

Get Orlando Newsletters and Alerts
Morning Edition »> Afternoon Edition =» Breaking News.

Enter your email address

Anjali Flukar The ceremonial dirt has been tossed signaling that work is officially
Associate . i " ., )
Managing Editar underway on a new $34 million mixed-use development that's )
Oriando Business being touted as a new gateway to Casselberry. B demoflick m
o LTS
The city on Jan. 26 celebrated the start of construction for the 20
acre Lake Concord Park, a new project next to Casselberry City Hall

b

TACTICS DEPLOYED

e Created new and relevant messaging
e Positioned City as working on behalf of residents
e Positioned City as protecting homeowners’ assets
e Goals were focused on betterment of community as a whole
e Goals were focused on improved economic base and responsible and

strategic growth

CONCLUSION

The City’s focus on consistent messaging, transparency and flexibility enabled

successful approval and forward movement throughout a multi-year effort.

The City demonstrated a responsible plan and execution, and recently
won unanimous approval from Seminole County government to extend

its CRA, enabling future smart growth.



