IMCA

I (GNITE
Savannah 2026

M
;'/§S|Iver

External DEIB Marketing Campaign
AFCO Direct

AFCO Direct Insights with Interns LinkedIn Series

Objectives

Amplify the voices, experiences, and
diverse perspectives of the next
generation entering our workforce

Strategy

Showcase how interns contribute
unigue viewpoints that enhance our
culture, innovation, and collaborative
problem-solving.

V ¥ N

Execution and results

‘Insights with Interns” has become
both a recruitment asset and a
cultural touchstone—helping attract
diverse talent, engage employees,
and reinforce that everyone's story
has a place here.

Learn more here!

(D
AFCODIREC

Insights
with|nterns

Episode 1 Episode 2 Episode 3 Episode 4 Episode 5



https://www.linkedin.com/posts/afco-direct_insightswithinterns-futureleaders-afcodirect-activity-7366849673027854336-3seV?utm_source=share&utm_medium=member_desktop&rcm=ACoAABmU7WwBSJeqtI-7KycPseiYRkQerX07PYA
https://www.linkedin.com/posts/afco-direct_insightswithinterns-futureleaders-afcodirect-activity-7369010037664514051-02rp?utm_source=share&utm_medium=member_desktop&rcm=ACoAABmU7WwBSJeqtI-7KycPseiYRkQerX07PYA
https://www.linkedin.com/posts/afco-direct_insightswithinterns-futureleaders-afcodirect-activity-7371184372546404352-J1Kb?utm_source=share&utm_medium=member_desktop&rcm=ACoAABmU7WwBSJeqtI-7KycPseiYRkQerX07PYA
https://www.linkedin.com/posts/afco-direct_insightswithinterns-futureleaders-afcodirect-activity-7374083476041621504-gQiw?utm_source=share&utm_medium=member_desktop&rcm=ACoAABmU7WwBSJeqtI-7KycPseiYRkQerX07PYA
https://www.linkedin.com/posts/afco-direct_insightswithinterns-futureleaders-afcodirect-activity-7374808251550400512-pG-A?utm_source=share&utm_medium=member_desktop&rcm=ACoAABmU7WwBSJeqtI-7KycPseiYRkQerX07PYA
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In-Person Exhibit Booth/Display
AFCO Direct

AFCO Direct’s Exhibit at Accelerate Powered by NetVU 2025

Objectives Execution and results
Demonstrate how our integrated payment  Best-ever client/prospect
solution, PayMyPremiums® alleviates engagement at an event where
burdens so agents can focus on growth AFCO Direct has exhibited for
with time leftover to relax. countless years. All major metrics

improved year over year (booth

Strategy traffic, leads, engagement,
Position AFCO Direct as a leading attendance)

technology company that can give agents

back the time to grow their business by Learn more here!

leveraging our technology. AFCO Direct at Accelerate - LinkedIn Post

@) AFCO Direct 2025 Booth Video at Accelerate

V ¥ N



https://www.linkedin.com/posts/afco-direct_thisiseasy-yoursuccessoursuccess-teamafcodirect-activity-7325969663593447424-DNfh?utm_source=share&utm_medium=member_desktop&rcm=ACoAABmU7WwBSJeqtI-7KycPseiYRkQerX07PYA
https://www.linkedin.com/posts/afco-direct_thisiseasy-yoursuccessoursuccess-teamafcodirect-activity-7325969663593447424-DNfh?utm_source=share&utm_medium=member_desktop&rcm=ACoAABmU7WwBSJeqtI-7KycPseiYRkQerX07PYA
https://www.linkedin.com/posts/afco-direct_thisiseasy-yoursuccessoursuccess-teamafcodirect-activity-7325969663593447424-DNfh?utm_source=share&utm_medium=member_desktop&rcm=ACoAABmU7WwBSJeqtI-7KycPseiYRkQerX07PYA
https://truist-media.wistia.com/medias/43mq4f21az
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Video on a Shoestring
AFCO Direct

AFCO Direct’'s 2025 North American Sales Meeting Opening Video

Objectives

Set an inspirational tone, energize
attendees, and align the audience
around the theme "Building
Monumental Opportunity”.

Strategy

Connect the theme to the city's iconic
monuments to reinforce
perseverance, unity, and long-term
vision

®

V ¥ N

Execution and results

By combining polished storytelling
with authentic, unscripted moments,
the project delivered outsized impact
on a shoestring budget;
demonstrating that thoughtful
strategy and creativity can drive
meaningful engagement without
large-scale production resources.

Learn more here!

AFCO Direct-NASM-Opener-Video

NASM 2025

BUILDING

MONUMENTAL
OPPORTUNITY


https://truist-media.wistia.com/medias/lw90rzhdb4
https://truist-media.wistia.com/medias/lw90rzhdb4
https://truist-media.wistia.com/medias/lw90rzhdb4
https://truist-media.wistia.com/medias/lw90rzhdb4
https://truist-media.wistia.com/medias/lw90rzhdb4
https://truist-media.wistia.com/medias/lw90rzhdb4
https://truist-media.wistia.com/medias/lw90rzhdb4
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Overall Social Channel Presence (single channel)
Berkley Construction Professional

=

?

Berkley Construction Professional (BCP) LinkedIn Page "

“Reaching this milestone is a testament to the strength
of our broker relationships and the dedication of our
team. We're proud to be 10 years in and still building,

Objectives Execution and results thanks to our brokers and policyholders who have

been the foundation of our success.”

Ed Sheiffele

To deliver real value to brokers and We achieved a more efficient and Sl ViRrsiont o
policyholders while differentiating BCP as higher-impact presence. Followers m
a leader in construction professional and grew 22%, while our content reached | Comtui
pollution liability marketplace. 31 times our year-end follower

count. Engagement climbed to an
Strategy impressive 10%, validating the cco:tsraectfrt;?a\n,gledm

! Litigation

We created content around five pillars: relevance and resonance of our "
thought leadership, broker education, content.

culture and people, event engagement, and
brand awareness.
PS Follow Us on Linkedin!

V ¥ N

) Berkley

Construction Professional

| 2 Berkiey Company.
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Blog/Article — Single Piece
Berkley Construction Professional

©) Berkley an
Construction Professional U
| a Berkley Company

10 Years & Building: Celebrating a Decade of Berkley Construction Professional

Objectives

We partnered with four founding leaders to
tell the story of Berkley Construction
Professional’s first 10 years.

Strategy

Through a Blues Brothers-inspired narrative,

the article humanized our founders,
showcased their distinct voices, and
underscored the entrepreneurial spirit that
built the business.

V ¥ N

Execution and results

J Celebrating a Decade of

Berkley Construction
Professional
How Berkl ey Cons tructlon

The result was a strategic
storytelling moment that
strengthened trust, sparked
engagement, and positioned the
company for growth. The content
generated 1,445 website views, with
nearly one-third of readers scrolling
through 90% or more of the article.

1®) Berkley

Construction Professional

| a Barkioy Company
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Read the Article!

E‘l':“ ’.331
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Insurance Pros Spilling The Tee: Season 3
Objectives Strategy Execution and results
« Expand national presence by spotlighting Berkley Environmental elevated its in-market « 480 videos reposted (via Linkedm)

regional expertise, with Season 3 focused on presence by creating content that feels more

the Southeast market. relevant and engaging for today’s insurance e 783 followers gained
. Strenathen engadement by blending insurance professionals. Partnering with The Hard Market, '

>trenginen engager y biending in one of the industry’s most followed voices (66K « 03,221 views accrued

insight with dynamic, personality-led video | . .

nstagram, 31K Linkedin), introduced an external

content. perspective, sourced audience questions, and « 77,557 impressions garnered
»  Broaden audience reach through a strategic increased shareability to extend reach to new .

partnership with a leading voice in the audiences. * 590 hrs. of watch time generated

insurance industry.

INSURANCE PR..S
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Risk It or Skip It
Objectives Strategy Execution and results
» Deliver clear,memorable appetite guidance in Berkley Environmental addressed a key broker « 1,000+ organic followers gained across
a visual format that resonates with brokers. challengez understanding a carrier's appetite. Risk It all platforms throughout eight-month
. N . or Skip It was developed to simplify complex )
» Simplify complex underwriting scenarios underwriting scenarios through a clear, visual, and campalign
through a gamified format that helps brokers gamified format. Each episode highlights real-world . )
quickly understand what Berkley risks while introducing the underwriters behind the * 57,543 impressions garnered
Environmental will write and why. decisions, making the content more approachable

and strengthening connections with brokers. This * 169.5 hirs. of watch time generated

« Create both short- and long-form video , .
approach turns appetite education into a clear, : .
content tailored for Linkedin, Instagram, and rr?epmorable and eF)rE)gaging experience. » 18 episodes produced and distributed

YouTube. biweekly

Berkley

DO YOU WRITE FOR
ENVIRONMENTAL CONSULTANTS?
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Most Out-of-the-Box Idea
Berkley Environmental

73 Berkle
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Insurance Pros Spilling The Tee: Season 3

Objectives Strategy Execution and results
+ Challenge expectations by creating insurance Berkley Environmental built Insurance Pros 480 videos reposted (via LinkedIn)
content that moves beyond overly formal, Spilling The Tee on the idea that insurance
conventional formats and feels more like content does not need to be over|y formal or 783 fO”OWGrS gained
entertainment than traditional B2B content. traditional. Filmed on a go|f course with no
- Expand reach by partnering with The Hard Market scripts or corporate polish, the series leans into 03,221 views accrued
to connect with new, digitally engaged audiences. spontaneity, personality, and real conversation.

To expand reach, Berkley Environmental
partnered with The Hard Market — one of the
most followed voices in the industry (66K
Instagram, 31K LinkedIn).

77,557 impressions garnered
* Highlight national reach by featuring a different

Berkley Environmental region each season, with

590 hrs. of watch time generated
Season 3 focused on the Southeast region.

Any questions? Insurance or non-
insurance. WWI or non-WWI. Whatever %

Better career-wise to be a
generalist or specialize in an
industry or product line?
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Talking Shop

Objectives

»  Simplify complex environmental insurance topics
through conversations with internal experts.

» Strengthen Berkley Environmental’s position as a
thought leader by sharing timely, relevant
insights.

» Deliver practical, broker-informed content that
supports real-world underwriting and client
conversations.

7
;llssronze

Video Campaign
Berkley Environmental

Strategy

Talking Shop was created to make technical
insurance topics more approachable through
natural, expert-led conversations. Episodes focus on
real market trends, underwriting considerations, and
risk management themes that matter most to
brokers. To ensure relevance, Berkley Environmental
gathered questions directly from broker partners
and used those insights to guide episode
development, creating content that is both
informative and immediately useful.

Berkley §
Environmental

| a Berkley Company

Execution and results

« 1,034 followers gained throughout eight-month
campaign

+ Direct referral resulting in a $275,000 premium
opportunity

* 14,742 views accrued
+ 28,504 impressions garnered

« 85hrs. of watch time generated
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Reverse Discrimination Claims on the Rise
Objectives

This article was developed to further position Berkley
Select as subject matter experts and trusted authorities on
emerging EPL exposures, strengthen brand credibility, and
educate businesses of the shifting legal environment and
increased exposure to EPL claims.

Strategy

Our underwriting and claim experts offered insightful
commentary on legal trends and cited a recent Supreme
Court case that is impacting the industry. Additionally, they
provided practical guidance for employers looking to
mitigate their EPL risk. This balanced, authoritative
perspective resonated with both insurance professionals
and business owners. The article was published by Risk
Management magazine in July 2025.

V ¥ N
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Blog/Article — Single Piece
Berkley Select

Execution and results

The article generated 53,000 sessions and 37,000
pageviews. LinkedIN promotions achieved 2,700+
impressions and a 9% engagement rate, nearly
double the industry average.

The article sparked sustained interest well beyond
its publication date, leading to multiple high-value
marketing opportunities. Our subject matter

experts were invited to participate in webinars with

Zywave - a leading risk management consultant,
and the Professional Liability Underwriting Society
(PLUS).

These follow-on engagements significantly
extended the life and impact of the content,
reinforcing Berkley Select'’s reputation as a trusted
voice on emerging EPL issues.

Reverse Discrimination Claims on the Rise

Chris Zanchelli, Jim Baffa | July 29, 2025

Related Articles
W |
A I

23

Al Maturity Lags Behind Al

Risk Management Webinar

Navigating Reverse Discrimination Claims:
What you can do to help protect your business

. .
. ¥ HERE { trot

Link to article: https://www.rmmagazine.com/articles/article/2025/07/29/reverse-discrimination-

claims-on-the-rise



I (GNITE
Savannah 2026

IMCA .—_ﬁg

Other Event/Experience (In-Person or Virtual)
Berkley Select

Mini Golf Employee Philanthropy Event

Objectives Execution and results

This employee philanthropy event was a fun, high- The fundraiser collected over 600 food items |

engagement way to collect food donations for a which were donated to Nourishing Hope, one ofe

local pantry while strengthening teamwork and Chicago’s largest food-access pantries. The

camaraderie in our Chicago office. event generated excellent participation,
enthusiastic feedback, and strong engagement| |

Strategy from employees.

Employees formed teams, each tasked with
donating non-perishable food items and using
them to design a creative mini-golf hole in the
office. On event day, teams had 2 hours to build
their holes before the tournament began. All
employees were encouraged to participate in a
“round of golf” with prizes going to the top 3
winners.

V ¥ N
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Event Attendee Materials - Agenda, Invitations, Etc.
Berkley Service Professionals

1920’s Gatsby-Themed Broker Event — Event Materials
Objectives Execution and results

Create a cohesive, high-impact suite of ~ Delivered a visually striking,
touchpoints that elevated the broker immersive Gatsby-themed
experience at every stage, each experience that captivated

reflecting 1920s glamour, elegance, and ~ brokers, deepen high-value
exclusivity. relationships and increased

engagement.

Strategy

Enhance the Biltmore Estate event with
cohesive, 1920's-inspired touchpoints
that reinforce the exclusivity and deliver
a sophisticated end-to end brand
experience.

V ¥ N
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Internal Diversity, Equity, Inclusion,
Belonging (DEIB) Communications
California Earthquake Authority

California Earthquake Authority’s Year-Round Commitment to DEIB

Objectives

To recognize and celebrate diverse
observances through a shared
multicultural calendar.

Strategy

Shared calendar highlights regularly
and used them to guide content and
discussions.

V ¥ N

Execution and results

By using the calendar as a
foundation for regular topics and
discussions, a positive outcome was
a more widespread approach to
topics of DEIB.

Scan to view the flipbook version!

CALIFORNIA
EARTHQUAKE
AUTHORITY™

s
[

ity Inclusion & Belonging Advisory Council i
4 v
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Internal Al/Genie Campaign
Objectives

Increase education and adoption of
C&F's in-house ChatGPT model,
Genie. Share use-case examples via
employee contest to inspire others to
use Genie to make work faster,
smarter and more collaborative.

Strategy

Educational videos, quizzes, training
sessions, monthly employee emails,
leadership support, employee contest

V ¥ N
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EST. 1822

A FAIRFAX COMPANY

Employee Communications
Campaign (3 or more components)
Crum & Forster

Execution and results
(as of submission date)

Genie Adoption:

* 1 million+ prompts
Internal Communications

» 33 all-employee emails
» 71.5% open rate

* 10 "Al Explained@C&F" videos
e 71,000+ viewers

« ~ 200 respondents for 2 quizzes,

» ~250 training session attendees

* 098 “Genie Genius” Contest submissions
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Corporate Communications/Public
Relations Campaign (three or more
components)

Crum & Forster

The Once & Future C&F: Elevating Thought Leadership and Brand Legacy

Objectives

Drive awareness and excitement for the
CEOQO’s new book & elevate him as a
thought leader in the industry, highlight
C&F's evolution/enduring legacy, and
secure earned media placements.

Strategies

Pitch exclusive interview opportunities for
Marc and the book to targeted
publications, relevant podcasts, and
amplify resulting coverage internally &
externally.

V ¥ N

Execution and Results

The PR team secured 5
video/podcast interviews and 5
feature stories/articles. In addition,
Marc's interview series in Carrier
Management was chosen as the
number one Editor Picks for 2025.
Marc's interviews and features were
potentially seen or heard by over
500,000 insurance professionals and
industry stakeholders.

L]
L 3

EST. 1822

A FAIRFAX COMPANY

=

m

P 7

“How a
Decentralized
Structure
Opens Career
Paths at C&F”

>

CARRIER
MANAGEMENT ‘

MARC ADEE
CEO, CRUM

RUM & FORSTER
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CRC BeneFit Check Podcast with UHC

Objectives

Deliver practical, executive-level insight

on small-group benefits challenges.

Strategy

Pair CRC Benefits leadership with
UnitedHealthcare’'s commercial
business CEO to discuss level funding,
plan design, and digital engagement in
a timely, educational format.

V ¥ N
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Podcast — Single Episode
CRC Group

Execution and Results

The episode generated almost
200 downloads, earned
positive feedback for its clarity
and relevance, and
strengthened the podcast’s
credibility as a platform for
timely benefits insight and
industry dialogue.

@&
()

CRC

BENEFITS

Scan + Save
for later!

NEW EPISODE AVAILABLE NOW

Innovative Solutions for
the Small Group Market

With Dan Kueter

UnitedHealthcare CEO

CRC BENEFITS
PODCAST
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CRC Group LinkedIn Presence

Objectives

Grow CRC Group's visibility and
engagement with key industry
audiences.

Strategy

Maintain a steady mix of market
insight, thought leadership, news,
and culture content.

V ¥ N
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Overall Social Channel Presence
(single channel)*
CRC Group

Execution and Results

By December 31, 2025, CRC
Group's LinkedIn page
reached 85,000 followers,
averaged about 2,900 new
followers per month,
generated 58,284 shares,
and drove 158,629 referral
sessions to crcgroup.com.

CRC Group

We're excited to announc ning of our new CRC Group office in Richmond,
VA, strengthening our pre d continuing our commitment

CRC

CRC Group Expands
into Virginia with New
Richmond Office Led
by I'racey Fallon

CRC Group Announces Definitive
Agreement to Acquire Euclid Transactional

Significantly Expanding CRC Underwriting Division's
Global Presence

CRCGROUP
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Long-Form Instructional Guide
CRC Group
CRC Group Brand Guidelines
Objectives Execution and Results
Create a clear brand resource The guidelines improved brand
for consistent CRC Group consistency, reduced misuse, and CRC GROUP
communications. streamlined content creation BRRAND GUIDELINES

across teams.
Strategy

Build a practical guide covering
messaging, visuals, tone, and
usage standards. T S

Burels, ond St T Qusoies 954 orae o s 4k et b Sl

Sl Brand identity. Iconography. e ggﬂfnt

sigaatars GG vensd
oty brwen

e CRCGROUP
|

[ |
CRC CRC  starwinD

SPECIALTY BENEFIT:

V ¥ N



IMCA

I (GNITE
Savannah 2026

Alpine Rio Rebrand Die Cut Mailer

Objectives

Reintroduce Alpine Rio with a
refreshed, more memorable
brand presence.

Strategy

Use a bold, tactile mailer to stand
out with retail agents.

V ¥ N
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Direct Mail Advertisement
CRC Group

Execution and Results

CRC distributed 2,500
mailers that generated
stronger brand recognition,
increased inbound inquiries,
scheduled meetings, and
lifted website traffic, with
recipients and internal teams
noting the design’s clarity
and impact.

CRCGROUP
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Best Redesign/
Refresh Campaign

C RC Go further.

CRC Group J \,
CRC Group Rebrand GROUP
Objectives Execution and Results
Unite CRC’s divisions under a clearer, The enterprise-wide rebrand
more cohesive brand identity with 17 launched across websites, CRC GROUP
rebrands, and more to come. flyers, email campaigns,

quoting platforms, and
Strategy operational systems, CRC BENEFITS
Rebrand key platforms, collateral, strengthening market clarity
websites, systems, and and driving a 20% increase in CRC SPEC|ALTY
communications across the branded material requests.

organization. STARWI ND

. A CRC GROUP COMPANY

V ¥ N
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Promotional Email Campaign CRCGROUP

CRC Group

Primary Insurance Trends Shaping the Road CRCGROUP

. -8
"ICYMI" Article Email Series —— N ICYMI ,ﬂ

Protect Your Business with a Solid Backup Strategy

Objectives Execution and Results P ——

reputational damage. With the right plan in place, your clients can recover quickly,
protect critical data, and keep operations running smoothly.

Tell Me More

Make Tools + Intel content easier for ICYMI became one of CRC s b s
busy retail agents to consume. Group's highest-performing

email series, averaging a 42% ﬂ %

Upcoming Events WHY BACKUPS MATTER THE RISK IS REAL
Strategy open rate, driving traffic to o 2

%J v mf:v(:;?:-‘::;:r;m :::r;::::;;”:::m‘::::t
% | iinssos of Goary sha A e recover. )
Turn individual articles into concise, crcgroup.com, and extending 5= wsia Snees,  Doeesem

actionable email summaries. the reach and lifespan of

LUNWON ON running when the and cojaitationsl damage.
Tools + Intel content.

dler
. I
Get the updates that matter most. We're

2084 U8 FOR GRIAT $O0D, cunn
‘OCEAN BEEZE.

tailoring content to your industry interests
- set your email preferences today.

Select Now

RATES KEEP CLIMBING, EVEN FOR CARRIER CAPACITY IS STRONG—

0D RISKS OT CHI R



https://a45656.actonservice.com/acton/rif/45656/e-037c-2602/-/l-tst:1b/l-tst/showPreparedMessage?sid=TV2:a4fQNZgEU
https://a45656.actonservice.com/acton/rif/45656/e-0382-2602/-/l-tst:1b/l-tst/showPreparedMessage?sid=TV2:o32kx1F9d
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Promotional Email Campaign ’

CRC Group CRCGROUP Q,: i

Mid-Term Requests: A Helpful Checklist of
Underwriter Questions

Branded Solo Stove Email Campaign

The Solo Stove is just a spark —
sent with care from our team to

Objectives Execution and Results

Secure meetings with previously The campaign scheduled
unengaged retail healthcare 4 meetings from 10 S
prospects. prospects, achieving a

40% conversion rate.

Strategy

With decades of experience in the E&S healthcare space, we've guided wholesalers
through complex challenges to secure the right placements for their clients. We'd be

honored to do the same for you!

Pair a distinctive branded gift with Reachout 00, we'r ety when o el CRC N
sequenced, targeted email outreach.

The Worst Parts of the Submission Process
(And How to Fix Them)

Chip Wienges Scott Scheiblin
Broker Broker

0| 303.334.2201 0 | 678.969.8385



https://a45655.actonservice.com/acton/rif/45655/e-08a8-2602/-/l-tst:15/l-tst/showPreparedMessage?sid=TV2:iiCWispFV
https://a45655.actonservice.com/acton/rif/45655/e-08aa-2602/-/l-tst:15/l-tst/showPreparedMessage?sid=TV2:vEApOKdis
https://a45655.actonservice.com/acton/rif/45655/e-08ac-2602/-/l-tst:15/l-tst/showPreparedMessage?sid=TV2:0smZPPiiG
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Internal Website (Intranet) = ——
CRC Group S———
! | Welcome to a
| Nwaayto
Connect Intranet Redesign | —
Objectives Execution and Results
Improve employee connection, Within 30 days, Connect
productivity, and access to engagement increased 175%,
company resources. average time spent per user
rose 193% to more than 20
Strategy minutes per visit, and peak
Redesign Connect as a more usage reached about 1,000
intuitive, personalized, and employees per hour.

mobile-friendly intranet hub.

CONNECT

V ¥ N
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Retailer Women's Retreat in Key Largo

Objectives

Strengthen partner relationships and
support women leaders in insurance.
Strategy

Create an intimate retreat focused on
connection, leadership, and
meaningful dialogue.

V ¥ N
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Other Event/Experience
(In-Person or Virtual)
CRC Group

Execution and Results

The inaugural retreat brought
together about 35 female
leaders and rising
professionals, earned 100%
interest in returning, sustained
post-event engagement, and
established a strong
foundation for an annual
initiative.

CRCGROUP
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The Voyage to Success Launch

Objectives

Launch new tiers for appointed
agents.

Strategy

Implementing new segmentation
program designed to encourage
growth by providing agencies with
the correct resources, support, and
communication strategies.

V ¥ N
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| a Berkley Company
Virtual Engagement/Brand Experience Event

Continental Western Group (CWG)

Execution and results

Hosted virtual launch events with
coordinating communications. Event ||
participation was high, and we saw |
written premium growth up between
12-21% during 2025 within the
different tiers.

YOU'RE INVITED TO THE

VOYAGE TO SUCCESS
LAUNCH PARTY



I M c A ;'“/gGold

I (GNITE
Savannah 2026

Video on a Shoestring (small/medium
companies)
EMPLOYERS

Cooking Up Coverage Policyholder Video Series

Objectives Strategy

Strengthen EMPLOYERS' position in the Develop a video-first content series that
hospitality segment by creating a more moved beyond traditional insurance
authentic, relatable way to connect with messaging by spotlighting real hospitality
restaurant and brewery owners while businesses, their stories, and the
equipping agents with compelling, industry- operational risks they face, reinforcing
specific sales storytelling. EMPLOYERS as both a coverage provider

and industry partner.

Learn more here!

EEMPLIOYERYS

Execution and results

EMPLOYERS launched Cooking Up Coverage
as an on-location hospitality storytelling
series amplified across social, agent, and
digital channels, with the first standalone
feature surpassing 2,500 views, campaign
engagement nearly doubling year over year,
and comments rising more than 140% while
creating a scalable bank of hospitality-
focused sales content.

https://www.employers.com/resources/cooking-up-coverage/
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Newsletter (Print & Digital)
Frankenmuth Insurance

The Scoop! Quarterly Agent Newsletters

Objectives Execution and results
Produce a more engaging agency We produced an e-newsletter that
partner newsletter. was distributed by operating region

to all agency subscribers.
Strategy

Our open rates surpassed goal, with

Overhaul the legacy design and 39% on the low end and 62% on the
content to be more aesthetically high end.

pleasing, with shorter copy points
and more promotional/value-added
resources.

V ¥ N
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Promotional Video
Frankenmuth Insurance

SimpliFI Small Commercial Appetite Video

Objectives Execution and results

Convey our underwriting appetite to We sent this out via our agent blog >

agents to promote our new small and surpassed our goal, with 120

commercial program, SimpliFl. unique views. T
Strategy

Take key elements from our
written/printed appetite guide and
convey key business classes in a
video format.

V ¥ N
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Corporate Holiday Greeting Video

Objectives

Engage with our agents and
policyholders at year-end with a
holiday message that embodies our
company culture.

Strategy

Engage all employees to submit
moments/images that embody “the
feels” of the holiday season for a
video deliverable.

V ¥ N
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Video on a Shoestring
(small/medium companies
Frankenmuth Insurance

Execution and results

We sent this holiday video out via
our agent blog and posted it to our
Facebook page. It surpassed
previous static message views,
with 1,602 video views.

Employees and agency partners
also shared overwhelmingly
positive feedback.

[NSURANCE
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Frank the Dog

Objectives

Drive increased user engagement
with our “Frankly Speaking” series on
Facebook and Instagram.

Strategy

We developed a company mascot
character, a Dachshund named
“Frank,” to make light of standard
industry tips featured in the series.

V ¥ N
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Social Media Campaign
Frankenmuth Insurance

Execution and results

Frank was featured in the Frankly
Speaking series and we introduced a
new Frank the Dog video series.

Both series were two of our top four
visual series for the year, garnering
over 484K impressions, 229K reach,
and 13K video views.

& lrankenmuth

[NSURANCE
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Fuzion Tri-fold Brochure
Objective

Introduce Fuzion's new Signature
Services in a clear, easy-to-grasp
format. Create a memorable,
conference-ready piece for an engaging
overview that is easy to take home.

Strategy

Use a compact 4.5x3 tri-fold brochure
to stand out and guide readers through
who we are and what's new. Add a QR
code for quick access to full details
online.

V ¥ N

2. FUZION

Promotional Brochure: Company or Capabilities
Fuzion

Execution and results

Produced a polished, easy-to-navigate brochure that strengthened
conversations and encouraged deeper engagement through the the QR
code. Its unique format increased awareness of our Signature Services,
earned positive feedback, and drove more follow-up discussions.
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Promotional Email — Single Piece
FUZion "‘l":- /mped 10 C jzion's knowledge at ILTCI 2025 in Philadelphia. March

€ in your comer alongside peer experts o

“Knocking Out Challenges” Email Execution and results ! Gyaersecurty Showdoun: Detending tne Insurance Ring

» Securing the Future: Succession Planning and Knowledge Transfer in
insurance

Objective Delivered a clear, visually striking email At Fuzon we'e desiated o helping Insuter getsonger by leveraging o
built around the “Knocking Out "
Challenges” theme, using energetic
design and timely messaging to

spotlight Fuzion’s ILTCI content and
motivate readers to attend and engage.

Highlight the value of Fuzion leaders’
participation in ILTCI panel breakout
sessions and their relevance to
real-world insurer challenges.

Strategy Achieved a standout 49.94% open rate
Deliver a simple, theme-aligned email from 855 contacts and a strong 6.9%
that captured attention, boosted click-through rate, demonstrating how
engagement, and guided readers focused, theme-driven communication
toward deeper exploration of our can capture attention and drive
insights. meaningful action.

o

V ¥ N
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Blog/Article Campaign — Series or Collection
Gallagher

E-Commerce: Setting up an online business

(PP Gallagher e o e oo S

Objectives Execution and results
Establish e-commerce as a new Bilingual digital campaign optimizing
Canadian small business vertical, paid search. Generating strong
position Gallagher as a trusted engagement, high-quality
advisor and generate high-quality conversions and qualified
leads. opportunities, validated demand and

exceeded expectations for lead
Strategy quality.

Content-led thought-leadership
educating on the revenue-driving
value of e-commerce while nurturing
prospects through tailored insights
and consultation pathways.

V ¥ N

Learn more here!
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Employee Communications Report

Objectives

The 2025 Employee Communications Report
delivers global benchmarking data and actionable
insights to help employers improve internal
communication, engagement, and retention
strategies. It addresses critical challenges such as
change fatigue, technology gaps and the evolving
role of internal communicators — enabling HR and
communications leaders to make informed
decisions. Our goal was to leverage this thought
leadership to strengthen consultative
conversations and drive demand for Gallagher's
advisory services.

V ¥ N
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Insurance | Risk Management ‘ Consulting

Total Campaign Between $51K-$100K
Gallagher

Execution and results

The three-prong approach integrated marketing
campaign exceeded all objectives. Paid media
placements in leading trade publications and
targeted search generated 276,763 impressions
and 13,624 clicks, with an efficient blended CPC
of $4.69. These efforts helped to drive 7,954
downloads — surpassing our goal —and
produced 1,458 marketing qualified leads.
Search advertising achieved a 4.7% conversion
rate, while HR Review delivered a standout 35%
click-to-open rate. Beyond engagement metrics,
the campaign influenced pipeline growth: $6.2M
in open opportunities and $1.56M in closed-won
revenue, directly tied to consultative
conversations sparked by the report

Learn more here! www.ajg.com




I (GNITE
Savannah 2026

IMCA i e

Gallagher

Insurance | Risk Management ‘ Consulting

Other Digital/Multimedia Advertisement
Gallagher

&&  Gallagher Drive

Gallagher’'s Digital Capability Strategy: Bringing Together Data, Technology
and Human Insight

Objectives Execution and results

Our objective was to create a bold, client-centric Our campaign delivered a powerful, client-centric
narrative that demonstrates how Gallagher's story that redefines how Gallagher

digital strategy empowers organizations to make communicates digital innovation — and the
confident, informed decisions. In today's impact speaks for itself. In 2025, Gallagher
marketplace, clients expect clarity, actionable Drive® generated $58.3 million in closed-won
insights and simplicity — and Gallagher delivers revenue, contributing to $1.1 billion in enterprise
through three integrated platforms: Gallagher digital impact when factoring new business and
Drive®, Gallagher Go and Gallagher Guide®. This renewals. Win rates surged from 30% to 50%
initiative was designed to do more than showcase when the Drive team was brought in for RFPs,
technology; it positions Gallagher as a strategic proving the value of insight-driven conversations.
partner, blending human expertise with digital Gallagher Go and Guide® onboarded 14,200
intelligence to simplify complexity and strengthen clients across platforms with an outstanding
relationships. 98% retention rate, streamlining processes and

saving countless service hours.

l I Learn more here! www.ajg.com
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Gallagher

Insurance | Risk Management ‘ Consulting

Employee Communications Campaign
Gallagher

Inside Perspectives Limited Audio Series

Objectives Execution and results

The Inside Perspectives audio series exceeded
expectations and redefined internal engagement. Over
three episodes, we recorded 1,573 listens, a 50%
increase compared to traditional CEO video updates,
showing that employees crave authentic, on-demand
leadership insights. Our emails promoting the series
were a game-changer, achieving an impressive 82%
open rate — far above industry standards — while
doubling our click rate. This remarkable increase
demonstrates the powerful effect of direct leadership
communication. Our Inside Perspectives intranet pages
generated 669 views and drove a 57% rise in intranet
traffic during the two months in which we launched
episodes, May and June.

We created the Inside Perspectives audio series
to enhance internal communications and build a
stronger, more authentic connection between
employees and Gallagher’s leadership. Our
mission: Humanize executive voices, clarify
business priorities, and bring our culture to life
through candid, conversational storytelling that
employees can access anytime, anywhere. We
saw an opportunity to introduce a dynamic,
mobile-friendly channel that feels personal and
approachable.

® Learn more at www.ajg.com

V ¥ N
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Total Campaign More than $100K
Gallagher

Gallagher’'s People Strategy Benchmarks: Benefits, Financial, Talent

Objectives

Data is the backbone of Gallagher’s People Strategy
Consulting. This campaign shows how we transform
robust benchmarking data into actionable insights that
help employers invest wisely in their people strategy.

Based on US and Canada Benefits Strategy &
Benchmarking Surveys — capturing input from over
5,000 employers — we created three reports for each
country: Benefits Benchmarks, Financial Benchmarks
and Talent Benchmarks.

Each offers deep analysis while connecting benefits,
financial security and talent strategies to a holistic view
of workforce wellbeing and organizational success.

V ¥ N

Execution and Results

The supporting assets helped drive
engagement both internally with our
stakeholders and externally with prospects
and clients.

US Results: $2M Closed Won Opportunities,
18,000 Engagements, 382 New Leads, 34
Meeting Requests, Media Impressions 1.58
billion

CAN Results: $95,000 Closed Won
Opportunities, 1,800 Engagements, 80 New
Leads, 2 Meeting Requests, Media
Impressions 2.76 million

Learn more here! www.ajg.com

G
Gallagher

Insurance | Risk Management ‘ Consulting

Financial
Benchmarl

Benefits
Benchmarks
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Social Media Campaign
Gallagher Bassett —

With Luminos Claims PR

Summairizer, it feels

Luminos Claim Summarizer Social Campaign weiaons— " [
. DS et time back.
Objectives Execution and results e

Drive awareness of Luminos Claim Summarizer The Luminos Qlaim Summarizer social
while positioning Gallagher Bassett as a claims campaign delivered solid performance,
technology leader and attracting new prospects exceeding the expectations and

through time-saving, engaging storytelling. industry averages, across impressions,

engagement and clicks, with results

varying by the theme and messaging :{'m”v?:e'“w S, . =
Strategy of each post. © GALLAGHER e e—
The campaign creative and messaging
centered on “Save Time, Gain Clarity,” Total Impressions — 39, 242
emphasizing the Claim Summarizer's ability to  Total Engagements — 1,337 [ e B
reduce busywork, simplify complexity, and Overall Engagement Rate — 3.41% e N
enable faster, more informed decisions to (higher than industry average) g::;::“
engage both clients and prospects. Overall Clickthrough Rate - .63% Summarizer

makes it easy.

(higher than industry average)
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Total Campaign less than $5K
Gallagher Bassett

Specialty Broker Campaign

Objectives Execution and results

Increase overall awareness and showcase To identify leads, we assessed broker

expertise of Gallagher Bassett Specialty,  engagement across email, social media,

with an emphasis on focus industries. In and the landing page using a scoring
addition, generate leads for GB Specialty  model.

team.

This campaign exceeded expectations,
generating five times the predicted
number of warm leads based on the
established lead scoring framework. A
total of 25 leads were identified, including
5 highly qualified "hot" leads and 20 warm
leads suitable for retargeting efforts.

Strategy

Utilize client success stories to entice
brokers to click on the call to action (CTA)
from email, which leads to a landing page
containing the full success story and the
‘contact us” form.

®
' A Link to Landing Page: https://links.gallagherbassett.com/specialty-broker-gallagher-bassett
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Cyber Carrier Campaign
Objectives

Increase overall awareness and showcase
expertise of Gallagher Bassett Cyber practice
and generate leads for Cyber team.

Strategy

Showcase Gallagher Bassett as the trusted
partner for cyber claims — through thought
leadership, SME expertise, and proof of
outcomes — to raise awareness, build
credibility, and create opportunities existing
and prospective carriers.

V ¥ N

3
;'/§Sllver

@ GALLAGHERBASSETT

Total Campaign less than $5K

Gallagher Bassett

Execution and results

The Cyber Carrier Campaign exceeded
expectations in both engagement and

@ GALLAGHERBASSETT

Cyber threats
are evolving
faster than ever.
What should
organizations

be watching out
forin 20267

lead generation, delivering 13 warm leads

against a goal of five. All channels
outperformed benchmarks, and it
became Gallagher Bassett's top-
performing email campaign of 2025 with
a 27% click-to-open rate, driving strong
visibility and pipeline impact.

Top 5 Cyber Threats in 2026

® GALLAGHER BASSETT

How carriers can
navigate Al-driven
cyber risk

LEARN MORE

G GALLAGHER

SO\
N
Find Out How Al Is =
Reshaping Cyber Risk = m
7 | ]
LL F

Stay Ahead of 2026's )
% Leading Cyber Risks ‘

V7

wh




IMCA

I (GNITE
Savannah 2026

2024 Year in Review

Objectives

To celebrate INSURICA's
achievements, strengthen company
culture, and ensure colleagues felt
informed, connected and valued.

Strategy

Designed to unify our organization by
highlighting major milestones,
growth, community impact, and the
people behind our success.

V ¥ N
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Annual Report
INSURICA

Execution and results

The publication successfully met
our goals of unifying
communication, strengthening
culture, and ensuring consistent
messaging across all INSURICA
branches. Distribution planning
allowed us to deliver printed copies
to all locations, ensuring full
organizational reach and
accessibility.

[NSBIRICA
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Magazines printed or digital
Delta Dental Plans Association

Grin! for Kids: A Turnkey, Bilingual Children’s Oral Health Magazine for Community Outreach

Objective Execution and results

Position Delta Dental as a trusted Circulated 10,000+ magazines with

expert for children’s oral health. strong adoption, including
widespread use of the Spanish-

Strategy language edition.

Design a flexible, activity-driven
content platform adaptable across
communities, languages, and outreach
settings.

V ¥ N
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Other Long-Form Written Publication
Farm Credit Services of America

Farm Credit Services of America’s Playbook: Turning Crop Insurance into a Strategic Advantage

Objectives

Generate qualified leads by
repositioning crop insurance as a
strategic planning tool for producers.

Strategy

Simplify complex concepts through a
sports-themed, insight-driven guide
that makes risk management
actionable.

V ¥ N

Execution and results e
¥ 2026 Crop

Delivered 408 leads (11x goal) at Insurance

Playbook ‘O/

efficient cost, fueling immediate
sales team engagement.

Learn more here!

https://www.meyocks.com/work/fcsa-insurance-playbook-content-marketing-
campaign/



IMCA .;")g "

I (GNITE
Savannah 2026

Corporate Social Responsibility (CSR) Campaign
Delta Dental of Illinois

Delta Dental of Illinois Foundation’s Land of Smiles Program Tackles
Childhood Tooth Decay

Objectives Execution and results
Delta Dental of lllinois Foundation’s
Land of Smiles educational program has reached:
Increase children’s oral health Boosted student knowledge udents I
knowledge while expanding awareness  significantly and exceeded media
of preventive care across lllinois. goals with TM+ impressions statewide.
Strategy

Combine live educational experiences
with PR and school engagement to
reinforce learning and amplify reach.

V ¥ N
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Distracted Driving Awareness Event

Objectives

Emphasize the rising prevalence of
distracted driving while promoting the
unique resources and knowledge we
provide our insureds that help combat
distracted driving to build brand loyalty.

Strategy

Launch three-month educational series and
driver pledge shared via email, social media,
and in-person events to gain commitment
to improve driving behaviors and honor safe
drivers. @

& A

Other Event/Experience (In-Person or
Virtual)

National Interstate Insurance Company
Execution and results

Significant engagement, thought
leadership, and brand loyalty results, all
to support a good public safety cause.

« Email: 42% OR, 5.32% CTR

» 310 Signed Safe Driving Pledges:
29% Conversion vs. 10% Goal

» 80 Safe Driver Nominations vs. 20
Goal

« High engagement with new leads

NATIONAL
INTERSTATE

His phone i set 0 vostemald wivie he & driving
And b Sud that ong tefore Gabi aied Sriving

w3t A rAnonal R T
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Curt’'s Calendar
Objectives

To create a highly personalized, music-
inspired Boss's Day calendar for Curt
Chalmers, our Senior VP and CUO, that
went far beyond a standard
photo-template gift.

Strategy

Design an entirely custom, vintage music
Mmagazine—style calendar that celebrated
Curt's love of rock 'n’ roll while highlighting
the personalities of his nine direct reports.

V ¥ N
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My project doesn’t fit under any of
these categories
Nautilus Insurance Group

Execution and results

When Curt received the calendar, he
was visibly blown away. He laughed
harder each month, repeatedly
expressing how overwhelmed he was
by the level of creativity and detail
involved. The gift became a shared
moment of joy and connection for the
entire group.

NAUTI LUS
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2026 Calendar

Objectives

Design a functional holiday gift for
more than 3,000 agents and nearly
300 employees.

Strategy

Reinforce partnerships, keep our
products top of mind, and give
agents a resource they'd actually use,
not politely recycle.

V ¥ N
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Direct Mail Advertisement
Nautilus Insurance Group

Execution and results

Agents told many of our
underwriters the calendar is
essential, and several now wait for
our calendar each year instead of
buying calendars. Since distribution,
multiple agents have requested extra
copies for new team members,
underscoring its daily usefulness.
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Leaders Unplugged

Objectives

To “let the outside see in” by
showcasing a more human side of
Nautilus leadership.

Strategy

Featuring 15 leaders at the AVP level
and above, the series intentionally
used lighthearted, personal questions
to make our executives more
relatable to LinkedIn followers and
internal audiences.

V ¥ N
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Other Video (Internal & External)
Nautilus Insurance Group

Execution and results

Achieved its intended goals by
increasing leadership
approachability and offering
authentic, behind the scenes insights
into Nautilus’ culture. With an
average 8% engagement rate, well
above typical LinkedIn benchmarks,
and an average of 352 views per
video, the data shows that audiences
responded strongly to the more
human portrayal of our leaders.

5
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Light Brokerage

Objectives

Ensure that anyone with Light
Brokerage authority clearly
understands what business fits the
appetite and feels confident
promoting the product.

Strategy

Sses concise, easy to share materials
such as videos, flyers, email footers,
LinkedIn ads, and magazine articles

V ¥ N
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Advertising/Promotional Campaign
Nautilus Insurance Group

Execution and results

Succeeded in raising awareness,
simplifying communication, and
accelerating growth, proving that
clear, targeted marketing can directly
influence business results.
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NAUTI LUS

Podcast Campaign
Nautilus Insurance Group

s ROUP

Breaking It Down With Butchin & Beers

Objectives Execution and results
- - R < ) ME—_
0 enhance employee engagement Our internal company podcast @ } '
and increase business acumen. successfully achieved its objectives
of enhancing employee engagement
Strategy and increasing business acumen.
By providing valuable insights and The 7 podcast episodes received a
expert information, we foster total of 184 listens.

continuous learning and
collaboration.

V ¥ N


https://vimeo.com/user/101392680/folder/25718218?isPrivate=false
https://vimeo.com/1099729855/96f1927818
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40t Anniversary Gift

Objectives

Recognize and express gratitude to
our partners and reinforce Nautilus

as a perfect pairing, much like a fine
wine.

Strategy

Deliver a premium, wine gifting
experience for our partners to simply
enjoy and feel appreciated.

V ¥ N
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Promotional Item/Branded
Merchandise
Nautilus Insurance Group

Execution and results

Effectiveness was evaluated through
conversations, emails, and phone
calls from our partners. The

qualitative response was compelling.
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The Current

Objectives

Celebrate our 40th anniversary and to
include content we knew would
resonate with our agents.

Strategy

Strengthen partnerships, increase
underwriting expertise, educate
customers on products and services,
share lessons from prior losses, and
provide insight into our strategic
direction.

V ¥ N

Vs
;U§Bronze

Magazines printed or digital
Nautilus Insurance Group

Execution and results

Agents appreciated the depth that
went into each article and the
breadth of topics, including the more
human-focused stories, which go to
the heart of who we are as a
company and the value we place on
the deep relationships we have with
our agents.

-
Q’W

NAUTILUS

INSURANCE GROUP
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2025 Commercial Campaign

Objectives

Old Republic Surety’s commercial
campaign aimed to increase brand
visibility and re-engage lower-
producing agency partners through
strategic, multi-touch outreach that
reinforced OR Surety’s value and
strengthen agency relationships.

® Learn more here! Check out one of the kits
agents received as part of our campaign!

V ¥ N

e
;llbeold

Total Campaign between $31K and $50K

Old Republic Surety

Strategy

The campaign strategy was targeted
and focused on high-value agency
touchpoints through seasonal,
regionally selected kits, direct mail,
and coordinated digital outreach—
designed to maximize engagement,
strengthen brand recall, and
maintain a consistent, premium

OR Surety presence.

x* x
* x

« (& 7 oLD REPUBLIC

X
*

*
X ¥

New logo as of
May 1, 2026!

Execution and results

OR Surety's year-long multi-touch
campaign drove meetings, calls, new
introductions, and positive agency
feedback. Agencies that received kits
had a higher average premium level
than non-kit agencies, indicating kits
were sent strategically rather than at
random. The campaign reinforced
brand consistency and demonstrated
strong return on a targeted
investment of $48.6K.
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Total Campaign between $16K and $30K
Principal Financial Group

Mid Market Expansion

_0\

. . . Principal’
Objectives Execution and results
We're committed to
Establish Principal as a credible Delivered broker engagement mid-market success.
market leader while building broker metrics with increased email —
awareness of our enhanced mid performance, digital asset _
e . . A mid-market support team QPrincipal'
market capabilities. engagement and social media e e
a mplification 2 uring, and after the sale. ‘m’miﬁw::;mmt
Strategy
Impact awareness through multi-
channel broker engagement.
PS Learn more here! Principal Mid Market

V ¥ N


https://www.principal.com/finpro/group-benefits/midmarket
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Total Campaign more than $100K
Principal Financial Group

Enrollment is coming—
are you ready?

W\ ™ 00 y0uknowwhat beneits your employer s offering you this
year? Make sure you're up to speed on what's available to you.

Voluntary Participation Member Education Program

Objectives Execution and results e
Support businesses in turning to Strong email and web engagement = i
voluntary benefits to boost metrics from enrollment season

their benefits packages show increased participation in Boost your benefics,

and help employees close gaps seven of the eight offered voluntary g

in costly medical plans. products.

Strategy

Create a personalized campaign to
educate individuals about their available
benefits during enrollment time, with the

goal of increasing participation Learn more here! Principal Employee Benefits

V ¥ N
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Objectives

« Toimprove patient safety, reduce
liability risk exposure, and support
ProAssurance’s efforts to attract
new business and maintain
existing relationships.

Strategy
« Using case studies and a medical
journal inspired format to create

an aesthetic that resonates with
our physician insureds.

V ¥ N
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Blog/Article Campaign
ProAssurance Claims Rx

Execution and Results

» Real-world examples paired with
practical advice keep Claims Rx
accurate, interesting, and
meaningful.

Learn more
about Claims Rx:
Risk Management
Perspectives
here!

Medical Assistants:
Delegation, Supervision, and Vicarious Liability

‘ PROASSURANCE
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Advertising created in-house
Large companies - total employee size 1000+
Ryan Specialty Underwriting Managers (RSUM)

Ryan Specialty Underwriting Managers (RSUM)

A broad selection of specialties,

“Skill. Scope. Scale.” ad S e~ N
- : 2=y Exceptional underwriting talent
producing differentiated
» underwriting results.

Objectives Strategy Execution and results =N T
Our goal was to strengthen We developed a The campaign successfully
RSUM's position in the high-impact, scalable core introduced a clear, unified N ]
specialty insurance market creative concept that narrative for RSUM, earning ’ v e g
by clearly communicating supports a strategic strong leadership endorsement, AR D B e
its underwriting expertise, advertising presence and generating thousands of highly 40+ MGUs & Specialty Progeams
expansive offerings and resonates with brokers, targeted impressions and / y/ T o o
scale as a cohesive, unified agents and capacity extending seamlessly across 1,500+ Industry Professionals
platform with established providers. industry events and brand
credibility. touchpoints, reinforcing

RSUM'’s presence and authority i |l e R e

Marine = Professional Liability Property Renewables Social Services

. a C rO S S th e m a rket . Transactional Liability = Transportation = Workers’ Compensation

V ¥ N
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Other Video (Internal & External)

RT Specialty
2025 RT Broker Conference Kick-Off Video
Objectives Strategy Execution and results
To deliver a bold, memorable, We reimagined a conference kick-off ~ The project delivered outsized impact
conference opener that immediately video as a tongue-in-cheek through in-house ingenuity, driving
elevated the audience experience and blockbuster trailer, produced entirely ~ strong audience engagement, lasting
reflected RT Specialty’s scale, in-house using Al voiceover, curated impressions, and heightened brand
ambition, and 15-year legacy on a stock footage, and custom motion pride while reinforcing RT Specialty's
stage worthy of the brand. graphics to achieve cinematic impact  culture of creativity, efficiency, and

through creativity, not budget. confident execution.
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Video on a Shoestring - Large companies
RT Specialty

2025 RT Broker Conference Kick-Off Video

Objectives Strategy Execution and results

To deliver a bold, memorable, We reimagined a conference kick-off ~ The project delivered outsized impact
conference opener that immediately video as a tongue-in-cheek through in-house ingenuity, driving
elevated the audience experience and blockbuster trailer, produced entirely strong audience engagement, lasting
reflected RT Specialty’s scale, in-house using Al voiceover, curated impressions, and heightened brand
ambition, and 15-year legacy on a stock footage, and custom motion pride while reinforcing RT Specialty’s
stage worthy of the brand. graphics to achieve cinematic impact  culture of creativity, efficiency, and

through creativity, not budget. confident execution.
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RT Connector Platform Overview video

Objectives

To showcase how RT Connector
streamlines specialty risk placement
through intuitive, real-world functionality
that improves speed, accuracy, and
workflow efficiency for retail agents,
while reinforcing the platform'’s
refreshed and modern positioning.

= -Fast
‘Quotin,
i
Marketi ng
)
T @

A\~
A RT connector

Promotional Video
RT Connector

Strategy Execution and results

We delivered a concise, The video generated strong engagement
use-case-driven video that across email, social, and web channels,
demonstrated RT Connector's moving audiences beyond awareness to
real-world functionality, from meaningful platform exploration and
multicarrier quoting to instant policy  translating into high participation and
actions and integrated expert attendance across post-launch training
support, supported by targeted sessions, signaling clear momentum in
distribution to retail agents. agent interest and adoption.
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Webinar / Webcast
RT ProExec (RT Professional & Executive)

2025 RT ProExec Top 10 D&O Diary Stories Webinar

Objectives Strategy Execution and results

To position RT ProExec as a trusted The strategy centered on translating The webinar exceeded every success
authority in Directors & Officers liability expert insight into a scalable, metric, delivering record registration
by converting a well-known industry engaging digital experience, and live attendance, strong global

blog focused on D&O trends and supported by coordinated promotion participation across six continents, and
claims analysis into a flagship global and performance tracking to drive standout post-event engagement,
webinar that expanded reach and participation, sustained engagement, reinforcing RT ProExec’s position as a
elevated thought leadership. and business impact. premier worldwide D&O resource.

Top 10 D&O Stories

Artificial Intelligence (AI)
Emerges as Corporate and
Securities Litigation Risk

. BIProExoc
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“Partnership Beyond the Policy”

Objectives

Achieve greater brand recognition
from our broker, risk manager,
C-suite buyer audience.

Strategy

B2B messaging reflects our customizable
and relationship-based approach to
insurance program design. Metallic effect
highlights brand characteristics, including
strength, longevity, elite/white glove
service, and unwavering support.

V ¥ N
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Advertising Created In House
(Small/Medium Companies)

Safety National

STRENGTH IN EVERY STEP

Execution and results

Print/digital ads placed in 10 largest risk
management trade publications that
reach our target audience.

Q1 2026 Digital Ad Results:

When risk challenges your business, you need more than an insurance carrier.

(measured by clicks through landing pages)

You need an ally.

a suite of risk management services, a dedicated

ery client need, and specialized expertise in high-

exposure compl o help secure the best possible outcomes.

° We b SI te V| S | t S = 5 O ’ 8 26 Discover pattiershin beyond tive policy st SaityNatonsicoms

(276% increase from 2025)

« New Users = 52,750 W l
(295% increase from 2025)

Learn more here! View samples of campaign creative.

Workers' Compenzation | General Liability | Public Entity Liability
Auto Liability | Excess Cyber
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Advertising Created In-House
(small/medium companies)

Security First Insurance

Security First Insurance — Agent Welcome Kit

Objectives Execution and results
Introduce SFI to prospective agents, « Campaign ranin Florida from
simplify the appointment and October — December 2025

onboarding experience, and reinforce

: _ * Generated a 70% appointment rate
ease of doing business.

» Increased written premium by
Strategy $2.2 million (excluding fees)
Engage agents through a single,

) « /5% agent engagement rate
thoughtfully curated kit anchored by a

video brochure highlighting our * Generated organic advocacy
product offerings and benefits. through social media posts
®

V ¥ N
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AIRMIC Conference Booth 2025

Objectives

Strengthen relationships, elevate brand visibility,
and reinforce Sompo’s position as a trusted global
partner. Leverage Airmic as a platform to
showcase expertise while creating a welcoming
space that encourages meaningful conversations
and connection with clients, brokers, and partners.

Strategy

Design a bold, highly visible stand with strong
storytelling and clear brand messaging.
Incorporate open meeting and gathering spaces
to support both formal and informal engagement.

V ¥ N
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In-Person Exhibit Booth/Display
Sompo

Execution and results

Delivered a high-impact presence with
strong engagement and positive feedback.
The stand became a central hub for
meetings and networking, increasing client
interactions vs. prior year. Enhanced brand
perception, strengthened key relationships.

Learn more here! Sompo-intl.com
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Direct Mail Advertisement
WAEPA with TPG Direct

WAEPA Prospect Current and Former Civilian Federal Employees

Objectives Execution and Results

The obijective of this campaign was to increase
awareness and consideration of WAEPA's life Total Applications: -
insurance benefits among eligible Current and
Former Civilian Federal Employees, while Cost per Application: -
encouraging them to request a quote or begin an
application.

PP Vanity URL Responders: -
Strategy )

Vanity URL Response:

Direct mail was selected to deliver a credible,

tangible message for a complex and highly
regulated insurance product, helping build trust
and ensure clarity among a broad Federal
audience.

l I Learn more here! waepa.org

Please Reply By: [Mc

(Ar

]
gty || Hsagefs oy

y

Notice to Current
and Former Feds

Samp

$500,000

Coverage

j Current and Former Fed:

le Life Insurance Rates

=
Coverage

w
ik Life

WP-FF-DMKIT-LT
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“Be well on the move” campaign

Objectives

Drive awareness, engagement, trust,
and employer brand growth.

Strategy

Bring our “Be well" messaging to life
by leveraging authentic employee
storytelling amplified through owned
and social channels and community
partnership with Street Collective.

V ¥ N
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Corporate Communications, Public
Relations | Campaign Entry
Wellabe

Execution and results

The campaign significantly exceeded
all targets driving 20,000+
impressions and 2,700+
engagements while accelerating job
applications to near full-year levels in
just five months, demonstrating
strong gains in awareness,
engagement, and employer brand
Impact.

Learn more at wellabe.com/blog/on-the-move




I (GNITE
Savannah 2026

I M c A ;l“/gGold

Miscellaneous Tactics | Sales
Generating Campaign of the Year

wellabe

Wel Iabe Recover with Abe
What Pbysicol Therapy

Consumer Digital Engagement Plan spiloibinliiad. -
Objectives Execution and results
Increase website traffic, engagement, The campaign far exceeded all goals P
lead generation, and conversion rate. delivering record-breaking website (A= Wemoﬁﬁ.

traffic of 1.6 million unique visitors ' i
Strategy (140% increase YoY) and
Execute an integrated, data-driven engagement while driving
approach combining SEO content, substantial lead growth, 40% lead
social/email amplification, targeted conversion performance, and $5.2
digital advertising, and new quote million in sales from website leads.

tool to engage, build trust, and
convert target audiences.
P Learn more at wellabe.com

V ¥ N
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