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INTRO

PROBLEM SOLVED.

The Abbi Agency is designed

to do one very specific thing
very, very well: solve problems.
To do that, we’ve created an
operating structure that’s fluid,
nimble and adaptive, one that
allows us to seamlessly integrate
vital expertise to meet whatever
challenge might be at hand.
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Think creative writers working
hand-in-hand with back-end
programmers. Think public
relations strategists melding
minds with a best-in-class SEO
team. Think graphic design gurus
and social media savants joined in

marketplace disruption.

We aren’t limited to one vertical

or type of business, either. We've

BEAUTIFULLY.

built complicated websites for
governmental agencies. We've
created, designed and executed
digital and traditional campaigns
for consumer and B2B brands.
We've conducted research on
behalf of public, private and

political clients.

Think of all the beautiful results

we can achieve, together.

This is What We Propose




ABOUT

YOUR KIND
OF REBEL

For many an agency, the rebel
stance is their calling card.
They tout a brand of unblinking
bravado intended to make you
feel like you're hanging out
with the edgy, swashbuckling,
ego-forward risk-takers. You
know, the cool kids.

At The Abbi Agency, while we do lay claim
to at least a modest level of coolness and
a uniquely independent style of thought
and action, we are not, in any way, your
conventional type of rebel. We are, in fact,
quite different.

You see, we never set out to
be anything like an agency.
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Not an ad agency. Not a PR practice.
Not a strategic consultancy. Not a
design studio. Not a digital shop. None
of them. Our eyes have always been

on a different, more important prize.

That of being problem solvers.
Trusted, exuberant, fearless, and
highly inventive communication
partners who solve business problems

and incite positive change.

If all this sounds like your idea of a
partnership, we just might be your
kind of rebel.

This is What We Propose




YES, WE
DO THAT.




Research & Strategy

All of our projects begin with
research. Yes, you've hired us to
solve a problem. But before we
propose a solution, we need to fully
understand the issue. And sometimes
we discover it isn't what the client

thought it was.

This data informs all of our tactical
solutions. But our team can also
conduct primary research such as
focus groups, surveys, along with
secondary research on a topic or
issue. And we have wide experience,
having worked with everyone from
consumer-facing corporations to

governmental entities.

Digital Content & Social Media
Social media is no longer a niche
channel for your message: Increasingly,
it's the primary method for reaching
audiences. And The Abbi Agency

knows how to do it really, really well.

Yes, we've won awards for our content-
based strategies, using text, audio,
images and video to tell compelling
stories. But awards alone don't move
the needle. We know how to blend

paid and organic campaigns to achieve
business objectives — and we measure

and report on everything.
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Public Relations

In a world oversaturated with
interruptive advertising, we know
that earned media reaches audiences
through a different lens. We have
deep-rooted relationships with media,
can place your story locally, regionally
or nationally and don't just tell stories

through press releases.

We've achieved measurable results for
our clients, whether they're looking to
define or redefine the conversation,
hold an event or simply tell their story.
All of our efforts are driven by data,
both to make initial decisions and to

report on results.

Web & Digital Experience

The Abbi Agency has a full-service
web and digital experiences
department. We've built massive,
beautiful websites, and we've built
individual landing pages. We've
taken existing websites and helped
clients make a tweak or two to
improve results, whether it's for
usability, workflow or search-

engine optimization.

Once again, we go crazy for the
data. We can establish reporting
and metrics or just help you
decipher and discover insights

with your existing implementation.

Design & Creative

This is generally the department
that people think about when
they think advertising agency -
the group that makes everything

look amazing.

And our team delivers not
only exceptional digital and
traditional design, logos,
collateral and more, but entire
creative campaigns that

generate results.

Marketing & Advertising

All of this wonderful creative work
won't matter if it doesn't reach the
right audience. The Abbi Agency
provides full-service media planning,
buying, trafficking and reporting
services, representing millions of

dollars in annual spend.

Digital is our specialty, ranging from
paid search to display to native to
streaming. But we also have deep
expertise in traditional, including
print, out of home, terrestrial radio,

broadcast and more.
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OUR SERVICES

HOWWEDO IT

Market Research

Brand Analysis

Brand Strategy

Strategic Plans

Audience and Persona Sketching

Message |dentification
and Mapping

Campaign Concepting
Campaign Execution
Strategic Brand Collateral
Video Production
Graphic Design Execution

Brand Identity and Messaging

Social Media Strategy
Community Management
Engagement Campaigns

Content Development
and Campaigns

Social Media Giveaways

Influencer Activations

Media Relations

Articles and Releases

Press Trips and Media Visits
Crisis Management

Media Training

Partner Management

Website Development

User Experience (UX) Strategy
Website Design

Content Management

Search Engine Optimization (SEO)

Database Development

Strategic Media Planning
Traditional Media Buying
Digital Media Buying

Search Engine
Marketing (SEM)

Social Media Advertising

Guerilla Marketing




APPROACH
TECH PR




WE’RE GETTING TECHNICAL. WITH
TECH PR, THAT IS.

For many, tech PR can be somewhat of a gray area — with
so many different players in the game (no pun intended),
it's hard to know if you're making the right moves. PR has
transitioned from a one-hit wonder on TechCrunch to an
intensive strategy of storytelling, and the tech boom has
been no exception to the importance of brand identity from
a consumer standpoint. If you're looking to bring in some
extra buzz surrounding your product or software, look no

further. Here are our first four ways to approach tech PR.

1. Product Launch

This is your moment to take center stage. Your products
define your brand in the eyes of consumers, investors,
talent, and the general public, so a product launch is crucial

to shaping your public narrative.

Securing media coverage around a product launch is
one of the highest ROI public relations activities you
can engage in. It can garner attention from investors,
potential employees, and consumers. Whether you host
an experiential event, create a snappy launch video or
host journalists for a product demonstration, you should
leverage a product launch to not just drive sales but

introduce your brand to all of your key audiences.

2. Funding Rounds

You're diving headfirst into a swimming pool of investor
money. Congrats! Announcing success in funding rounds

is an important step to building a growth and expansion
narrative around your company. Sharing news about funding

rounds allows you to accomplish three business goals:

» Provide third-party validation for your tech
e Attract future potential investors
e Attract new talent by showing that you have the funds

to be an ongoing enterprise.
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Funding rounds may not generate feature-length articles
about your company, but they are a crucial part of building
journalist awareness and brand recognition as your

business grows.

3. First-party data/Topical Advisory

Journalists are always on the lookout for data, and if you
can offer them something that your competitors can't,
then you have a leg up. For example, do you have an email
list of your customer base that you can use for a poll to
gather product data? If you can relate this data to an entire
industry, that’s even better. The Abbi Agency recently
worked with our client Bidstack to create a topical advisory
for marketing technology reporters, drawing data from

Bidstack’s annual report to generate coverage about the

growing in-game advertising sector.

4, Founder/Origin Story

Reporters in the tech space are often interested in how a
founder created a company, and why it will succeed. There
are many opportunities for in-depth interviews and profiles,
especially with individuals with storied careers. This tactic
builds personal brand credibility, which relates back to the

product or service. For instance, Drive Weather App, an

app that gives an in-depth look at road weather conditions,
was founded by Paxton Calvanese, who has an interesting
background as a pilot and originally developed a weather
app for air-travelers. The Abbi Agency used his origin story
and background to craft a narrative around why Drive

Weather App is a trusted application and secured media that

positioned Paxton as an industry expert.

5. Mergers & Acquisitions and Strategic Partnerships
The saying “you are judged by the company you keep” is
especially true for tech brands. Company growth is often
fueled through mergers and acquisitions as well as strategic
partnerships. Utilizing public relations to draw attention to
marquee acquisitions or partnerships underscores your
positioning in the market and demonstrates to investors
that your company continues to grow. Reporters are eager

to cover business dynamics in the sectors they cover and



https://www.bidstack.com/
https://www.morningbrew.com/marketing/stories/2021/04/14/brands-turned-ingame-advertising-pandemic-f04e
https://driveweatherapp.com/
https://medium.com/authority-magazine/venture-capital-vs-bootstrapping-paxton-calvanese-on-how-to-determine-if-fundraising-or-e390fa794c8b
https://medium.com/authority-magazine/venture-capital-vs-bootstrapping-paxton-calvanese-on-how-to-determine-if-fundraising-or-e390fa794c8b

M&A activity or new strategic partnerships are an important
indicator of future trends. Companies can improve their
brand by effectively using public relations to shape that

media coverage.

6. Awards/Recognition

Brands can build credibility through national and industry
specific awards for founders, key leadership, products and
services. Brand credibility relies on consumers and whether
or not they believe a brand has the ability, expertise and
trustworthiness to continuously deliver on what has

been promised.

Awards and recognitions are offered through many different
organizations relevant in the technology space, including the
Digital Impact Awards, AdWeek Best in Tech Awards and
The Annual Crunchies Awards at TechCrunch. Recently, TAA

submitted our client, SendCutSend, for a Fast Company Most

Innovative Company Award and they were named among the

top 10. This recognition heightens SendCutSend'’s brand, and

makes the company more credible.

7. Adding Talent
The hiring decisions your company makes will define the
future of your products and your brands. As you make key

new hires, you can use PR to signal your future plans. This
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is true for all businesses, but especially important in the
cutthroat tech world. Highlighting the top talent your brand
is bringing onboard can underscore your market positioning

compared to your rivals.

8. Product Development/Milestones - Product
Architecture/Evolution/Lifecycle

As a brand in the tech space matures, innovators will find
new ways to improve upon their offerings, or release new
products to both retain existing clients and attract new

ones. Decathlon Capital, a revenue-based financing firm

that invests in growth-stage companies, sees this kind of

expansion regularly. Take for example, Xoran Technologies
Inc, a pioneer in medical cone beam computed tomography.
They were expanding their product line, thanks to a multi-
million dollar round of funding from Decathlon, and The

Abbi Agency was able to secure a news placement detailing

the new product through the lens of how Xoran planned to

deploy their funding.

Whether you utilize all eight of the strategies we've
highlighted or develop a unique approach, every tech
company should think of PR as an important opportunity
to serve your overall business goals. Effective PR strategy
and execution will help you stand out in an increasingly

competitive field.



https://sendcutsend.com/
https://www.fastcompany.com/90600241/manufacturing-most-innovative-companies-2021
https://www.fastcompany.com/90600241/manufacturing-most-innovative-companies-2021
https://decathloncapital.com/
https://xorantech.com/
https://xorantech.com/
https://xorantech.com/
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EXPERIENCE PAIRED
WITH CREATIVITY
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PC-Doctor, Inc.

The global leader in system health
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INDUSTRY
EXPERTISE




GOOGLE
DATA CENTER

Media + Community Relations

Challenge

Amid Google entering Nevada, negativity began circulating
in the media and within the community about the
incentives given to the billion dollar company by the state.
Because Google did not have a firm presence in Nevada,

the tech company needed a way to reach and build Google’s presence in Nevada would bring, it must first
relationships with key community members and media win over statewide media. TAA worked with the media to
across the state. positively redirect the storyline around the groundbreaking

of Google’s first Nevada Data Center, pairing it with the

Solution launch of the Google.org Impact Challenge Nevada — a $1
The Abbi Agency (TAA) knew that in order to get the million competition centered around economic opportunity
community to believe in the economic opportunities that open to all Nevada nonprofits.
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THE
BIG IDE

Speculation of Google’s new Data Center had previously
been reported on by the media, due to construction having
already begun, but the project had never been confirmed

by Google.

To make the official announcement, TAA identified the only
truly non-partisan news outlet in the state, and worked on
an embargoed story to break the news. Key messages were

worked through with the outlet to include the
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groundbreaking and announcement of the Google.org
Impact Challenge, ensuring the two news moments were
seen as a positive pair. The story was published the night

before the groundbreaking event.

In addition, TAA invited statewide media, key community
and business leaders, and nonprofit executives to attend
the groundbreaking event with presentations from

Nevada Governor Steve Sisolak and President of Google.
org, Jacquelline Fuller. Media was allowed to take videos
and pictures of the historic event along with one-on-one

Interviews with Jacquelline Fuller.

SUCCESS

Due to TAA’s involvement, key stakeholders and media
were present — a notion, Google noted, could not have
been done without the agency’s help and it’s clear

knowledge of the state.

Earned Media Placements: 96*
*Out of the 96 placements, only 5 mentioned the tax

abatements provided by the state.
Top Media Placements: Nevada Independent, Las Vegas
Review-Journal, Las Vegas Sun, KNR Public Radio, and all

local broadcast affiliates across the state.

Sentiment: 99% of placements maintained neutral/

positive sentiment
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TESLA

TESLA’S K-12 INVESTMENT IN NEVADA

Challenge

When Tesla entered Nevada with Gigafactory 1, a battery
manufacturing plant in Storey County, the company received
backlash from lawmakers and community members who
disagreed with the $1.3 billion package of tax breaks for

the electric car company. With this in mind, Tesla made a
commitment to give Nevada’s public schools $37.5 million for
education grants over a five-year span. The investment was
aimed at workforce development and education programs
to accelerate growth in robotics, STEAM and sustainability
programming. Because of much criticism of the tax breaks, it
was imperative that Tesla show Nevada how this investment was

being implemented and growing the aforementioned industries.

Solution

To implement this unique investment package in Nevada, Tesla

knew that it would be working with either existing, smaller and

unknown nonprofit programs and/or startups to bring robotics, TH E

STEAM and sustainability programs to fruition in Nevada. As

part of its commitment, Tesla aimed to gain earned media BIG I DE

attention for these programs, increasing the likelihood of their

long term financial success.
In an effort to show and not tell, The Abbi
Agency worked with Tesla on unique
story narratives to amplify the voices of
the nonprofits receiving funding and the

SUCCESS educational opportunities gained by the

From 2018—2020, The Abbi Agency built a positive story students in these programs.

narrative positioning Tesla as a champion for robotics,

STEAM and sustainability advancements in Nevada. The Abbi Agency worked directly with the
nonprofits on media opportunities to show

Media Placements: 95+ viewers why these programs are important
for Nevada's future economy. Additionally,

Sentiment: 100-percent of placements maintained neutral/ The Abbi Agency connected with students

positive sentiment to share their experiences through first-

person narratives.
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EXO

Research, public relations, paid and
organic search, paid and organic social media,
marketing strategy.

Challenge

Exo (pronounced “Echo”), a pioneering health information
and devices company, is reinventing the way healthcare
providers use technology to triage, diagnose, treat and
document patients at the point-of-care. While Exo has
the technology and vision to modernize medical imaging,
it faces both long-standing legacy competitors and new,
vibrant entrants in the market.

Solution

The agency conducted qualitative research by interviewing
eight of Exo’s leaders to discuss what problems existed

in the point-of-care ultrasound space, how and why they
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were solving it, Exo’s differentiators amongst its stiff
competitors, as well as it's perceived strengths, weaknesses,
opportunities and threats. The agency also conducted
primary research via an owned content and earned media
analysis of Exo and it's top competitors to determine if
there was a gap in the stories being told by the competing
companies or their CEOs that Exo could own. The agency
then conducted a trends analysis to determine the most
relevant topics in medtech, healthcare, medical devices
and ultrasound in the US, which we used to build a media
repository of journalists covering those topics and a list of
potential topics to highlight on social media.
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https://www.exo.inc/

THE
BIG IDE
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With the goal to position Exo as a
pioneering health information and
devices company that is taking
imaging where no one thought it could
go, The Abbi Agency recommended
Exo begin to define itself as a thought
leader. Focusing on the topics of
innovation, healthcare and technology
as it relates to the future of point-of-

care ultrasound, The Abbi Agency

SUCCESS

recommended a targeted approach to
grow awareness of the company with
its niche audiences. Through owned
content, public relations, organic

and paid social media, and paid and
organic search, the Agency derived a
content strategy to drive the brand’s
narrative as they begin to officially

enter the marketplace.

The Abbi Agency secured more than 130 media

placements of Exo, including in highly authoritative

publications such as TechCrunch, VentureBeat and the

Wall Street Journal. Organic social media delivered over

10M impressions, grew Exo’s audiences by 13,000 and

drove over 75K+ engagements, while all channels led

to over 55K new users and more than 60K sessions on

Exo’s website.
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BIDSTACK

Challenge

Bidstack, the leading in-game advertising platform,
was one of the first companies to enable direct and
programmatic buying of ad inventory within video
games, but the in-game ad tech space had become
crowded with competitors offering similar solutions.
Bidstack needed to increase awareness among the
U.S. advertising, marketing and gaming industries to
generate more conversations around the company and

its offering.

Solution

The agency interviewed Bidstack’s leaders to discuss
how Bidstack is creating value for its customers and
the industry, and its key differentiators, strengths,
weaknesses, opportunities and threats. Mainly, the
agency was intent on discovering the problem Bidstack
was solving, and the solution it had built to solve that
problem. The agency also conducted a content analysis
of Bidstack and it's top competitors to determine if
there was a gap in the narratives being shared that

Bidstack could own.
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THE
BIG IDE

The agency set out to position Bidstack as a
leader within in-game advertising through earned
media placements, in the form of contributed
content and newsjacking. The agency created
multiple narratives on the identified trends to
secure placements and insert Bidstack into larger
conversations around gaming and advertising.
The agency used these narratives to hyper target
journalists, focusing solely on marketing and
advertising publications with a higher domain
rank authority than Bidstack in the US. to drive
targeted conversations around Bidstack with it's
key audiences and raise Bidstack’s rankings in

search engine results.
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SUCCESS

The agency increased Bidstack’s year over year placements
by 76%. Following a 2020 year-end review of all Bidstack’s
agency partners, of which they had three, Bidstack chose to
retain only The Abbi Agency and cited our unique approach
of truly understanding not only the industry, but eloquently
expressing the perspectives and opinions of its leaders both

on and off paper.
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DECATHLON
CAPITAL PARTNERS
MEDIA RELATIONS

Challenge

Decathlon Capital Partners is an investment company that
specializes in financing companies in the growth stage

by providing a nontraditional source of capital, revenue-
based financing, to help companies grow their businesses.
Revenue-based financing (RBF) is an alternative form of
growth funding for companies that seek capital without
dilution. Since it’s still a fairly unheard of concept, business
founders and company owners who have business models
that would benefit greatly from RBF are often unaware of the

nuances in this type of growth-funding.

Solution

In order to boost credibility for Decathlon Capital Partners
and teach company founders and CEOs about RBF, The
Abbi Agency (TAA) took a third-party validator approach
where portfolio companies are used to discuss the benefits
of RBF. The goal is to position Decathlon Capital as the
go-to source on RBF, while keeping stories focused on
portfolio companies in their specific industries. Through
implementation of this strategy, TAA aimed to shape public
perception of RBF, and positively position it in key industries

and nationally distributed business outlets.
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THE BIG IDEA

Since RBF and therefore Decathlon Capital Partners

was relatively unknown to a wide audience, the website
ranked lower than competitors. The Abbi Agency utilized
an SEO-driven strategy to secure digital earned media
placements in websites with a higher domain rank

authority than DecathlonCapital.com.

The Abbi Agency also conducted research that assisted
in the SEO-driven strategy, which included building
targeted media lists with domain rank criteria and the
specific target audience, conducting interviews with
Decathlon Capital's team of leading experts as well as
portfolio company leadership to best understand expert
commentary pitch angles, pitching not only positive

but informative subject matter to build brand credibility
and securing as many backlinks to DecathlonCapital.
com and/or associated subpages in digital earned media

placements to boost page authority.
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SUCCESS

The Abbi Agency built online brand awareness
by securing digital media placements on

websites with a higher domain rank authority

than DecathlonCapital.com and positioning
portfolio companies as success stories for RBF.
Since the beginning of the contract (Feb 2019),
Decathlon Capital’s domain rank authority grew
from 25 to 31 (Dec 2019).

Media Placements: 10 Media Placements

Backlinks: 70-percent of media placements

included a backlink to DecathlonCapital.com

Top Media Placements: Forbes (Domain
Authority: 95); New York Business Journal
(Domain Authority: 91); and Food Navigator-USA
(Domain Authority: 68)

Key Messages: Dispel market confusion about
revenue-based financing, elevate RBF as a
financing alternative to growth-stage companies,
differentiate between RBF and other lenders,
including venture capital, traditional loans and

other equity financing options.

Sentiment: 100-percent of placements

maintained neutral/positive sentiment
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CYRCADIA
HEALTH

FORMERLY KNOWN AS FIRST WARNING SYSTEMS INC.

Challenge

First Warning Systems Inc. developed a novel
method to detect breast cancer through a “smart
bra” that reads and analyzes temperature variations
caused by unusual blood flow to tumors. The
company sought The Abbi Agency’s help in
explaining and introducing this medical innovation.

Solution

The Abbi Agency relied on its deep and wide-
ranging contacts in national media to earn coverage.
The agency’s reputation opened doors to journalists
who were willing to invest the time to learn about the
new technology development and execution of its

Reno initiative.
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THE
BIG IDE

The real-life story of a patient whose life had been saved
by use of the First Warning Systems Inc. provided a
valuable human-interest angle that generated extensive
initial coverage. Staff of The Abbi Agency carefully (and
accurately) combined this human-interest story with

explanations of the technological background of the device.

SUCCESS

More than 1,500 articles were placed,
including major coverage in outlets such as
The Economist, Time Magazine, ABC, NBC,
Fox News, Huffington Post and CNN. The
Abbi Agency has conducted more than 200
interviews on behalf of First Warning Systems,
and coverage extended over four years. Along
with substantially increased public awareness,
the coverage generated substantial investor
interest that brought additional funding to First
Warning Systems.
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23ANDME

POPULATION HEALTH ENROLLMENT

Challenge

Educating and convincing a wide demographic of
consumers to share their personal DNA to support
a complex and ambitious population health initiative
launched by 23andMe in partnership with a local

hospital and a national research institute.

Solution

The Abbi Agency created an Ambassadors program
that included the highly popular governor of Nevada,
as well as trusted influencers and leaders of all the
other demographics targeted by 23andMe, the Desert
Research Institute and Renown Health. The power of
the influencers was amplified by media coverage in
every significant regional outlet. Follow-up coverage
in Fast Company, TechCrunch, Business Insider and
elsewhere spotlighted the success of 23andMe in the

development and execution of its Reno initiative.
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TH E Address consumers as full partners in for a general audience. The underlying

the program, appealing to their desire theme of the campaign, meanwhile,
to make their hometown a national appealed to the pride that Nevada
B I G I DE leader in medical research. While residents take in their state and
the subject matter was complex, the emphasized that they would play a
narrative developed for influencers key role in groundbreaking population
and media successfully simplified it health research.
SUCCESS

Organizers expected to spend several
months to enroll 5,000 participants.
Instead, half of the available slots were
filled within one hour of the kickoff
press conference, and the full 5,000
slots were filled within 24 hours. Given
unprecedented interest, a second
enrollment of 5,000 was launched
within a couple of days. It, too, filled

within 24 hours.
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THANK YOU

Reno
Las Vegas
New York

Facebook
Instagram
Twitter

LinkedIn

1385 Haskell St.
Reno, NV 89509

775.323.2977 | theabbiagency.com
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