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Problem: Retro Fitness operates across multiple independently owned
franchise groups, all of which are required to operate within strict brand
suardrails. The ownership group we partnered with managed locations
across New York, Florida, and Texas and was focused on expanding into new
markets while maintaining efhicient customer acquisition. The challenge:
how do you open and grow new locations without driving acquisition costs
beyond corporate expectations?

Stats: e analyzed the membership makeup across the locations and
uncovered meaningful differences from club to club. The most defining
variables were age, body type, and ethnicity. Newer Texas locations,

including Stafford and Richardson, skewed heavily toward Spanish-speaking
communities, with similar, though less pronounced, patterns in other markets.
Meanwhile, two locations consistently attracted an older demographic, with
members in the later stages of life forming the largest segment.

Challenge: TThe task was to market each club in a way that felt |oca||y
relevant and human—without breaking brand consistency or di|uting the
national identity. One brand. /\/\any communities. Very little room for error.

Results: \We lcaned into localized authenticity within the brand

system. Campaigns featured real people who visually reflected each club’s
community and paired that approach with messaging in both English and
Spanish where appropriate. The result was a stronger resonance at the local
level without sacrificing brand integrity. Over the second half of the year,
this approach drove significant gains in lead volume, membership growth,
and retention, proving that relevance, not sameness, is what scales.
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"h ' Problem: The Steeplechase of Charleston is the
F‘AMII"IREU“ : most anticipated autunfn event in Charleston, SC.
e - b In the early 2000s, the event went on a three-year
hiatus. When it returned under new leadership, the
team had to rebuild the brand and audience from the
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the unique traditions and special experiences that
make the day memorable.
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Problem: Steeplechase of Charleston took
a three year hiatus. Under new leadership, the
even had to start from scratch building a brand
and audience.

Stats: More than half the survey participants
said they thought the event had gone out of
business or had lost it’s accreditation.

Challenge: Build back a brand the shows of the
charm, style and high-end elegance of the once
prestigious event.

Results: Since 2020, there has been an anual
growth in ticket and tailgate sales of more than
50%. The event is now considered the fall’s most
anticipated event in the Charleston area.
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Mmﬁmm Meadows Health

Brand TV/Video: Meadows Health Othopedics “Morning Swim” Brand TV/Video: Meadows Health Cancer Care “It’s Just a Marathon”

- MEADOWSJ.
= REGIONAL MEDICAL CENTER
Vidalia, GA " [

Dr. Scott ‘ |

REGIONAL MEDICAL CENTER
Vidalia, GA

: SOUrAreasIOnN -
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Problem: Meadows Regional Health was know as “the place to go to die” in a health grades survey.
The facilities were in disrepair and there was a leadership void.

Stats: 2% of people in the suvey said they would never go to any of their facilities

Challenge: A new CEO came on board and he hired new and better staff and physiciansas well as adding top line technology.
But no one knew. How to we get people to give Meadows a chance?

Results: A rebrand that changed the tagline, new logo, and TV and videos showcasing testimonials of patients who have had great outcomes.
The follow up survey took place 12 months after the rebrand and Meadows Health was considered the best health system in South Georgia.
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Meadows Health Launch of Immediate Care Centers

Meadows Health Immes«

Open Daily |

Pains, strains and sprains don’t make appt
Health Immediate Care is open 7 days aw
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and physicals, our family healthcare pract

way as quickly as possible — and for signifi
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MEeapDows HEALTH
IMMEDIATE CARE

- call 833.MH4L

303 HARRIS INDUSTRIAL

Convenient
care for life’s Here Better
inconveniences

today. tomorrow.

Convenient
care for life’s
inconveniences ¢
Open up

and say now.

- Open Daily I1a.m. to 9p.M

Pains, strains and sprains don’t make appointments, so why should you?
Health Immediate Care is open 7 days a week on a walk-in basis to provit
care for life’s minor inconveniences. From bites and bumps to viruses, va
and screenings, our family health care practitioners are here daily to get:

way as quickly as possible—and for significantly less than the cost of an E

Meadows Health Immediate Care is now open.

Open Daily 11a.m. to 9p.m.

Pains, strains and sprains don’t make appointments, so why should you? Meadows

Health Immediate Care is open 7 days a week on a walk-in basis to provide convenient
care for life's minor inconveniences. From bites and bumps te viruses, vaccinations

and screenings, our family health care practitioners are here daily to get you on your

way as quickly as possible—and for significantly less than the cost of an ER visit. Ca" 8 .
* NO APPOINTMENT NECESSARY ’ .
* TREATING ADULTS AND -
MEeaDOWs HEALTH CHILDREN OVER THE AGE OF 2 "

* MOST INSURANCE ACCEPTED

IMMEDIATE CARE
» MORE AFFORDABLE THAN ER X

call 833.MH4Life (644.5433) MEeaDows HEALTH
IMMEDIATE CARE

303 HARRIS INDUSTRIAL BLVD., SUITE 5 « VIDALIA, GEORGIA 30474

2019 M eadows Haulth, a divisicn of Maadows Healthcars A lliancs, Inc. Maacows Health compliss with app licabla
Faclaral civ il rights laws and doss not discriminata on the basis of racs, color, naticnal origin, ags, d ability, or 1.

Meadows Health Immediate Care ® Open 11 to 9 Daily

\J * OPEN11AM.TO9P
)( » WO AmoiTMEL Meadows Health Immediate Care is now open.
* TREATING ADULTS A
MEADOWS HEALTH CHILDREN OVER THE AGE OF 2
IMMEDIATE CARE * MOST INSURANCE ACCEPTED
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Crealive

Problem: Meadows Health’s ED department
was full of patients who really didn't need to be
there. They opened immediate care centers to
take care of non-emergent patients. How do you
let patients know they exist and are they as good?

Stats: No one, 1.6% in the region was aware of
the difference between and ER and an urgent or
immediate care center.

Challenge: Tell patient when to go to the
immediate care center or ER. Plus, letb them
know theyb get the same award—winning care.

Results: After the launch of the immediate care
centers, the ER wait times went down to

an average 10 to 12 minutes. The immediate

care centers remain busy. A follow-up survey
shows a genuine preference for the immediate
care centers.
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Bicycle Across South Carclina
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ZEHu EHﬁ“SEt | - X unique cycling event. When it started, it was hard

to pin down exactly who the audience should be.
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—— RFG““NEGT Stats: Two groups were split down the middle.

477 calling it a camping event and 517% calling it a
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R — =Ll BICYCLE ACROSS SOUTH CAROLINA C
- | hallenge: Build a brand that target both
REGISTER TODAY! 8 5

groups and making people aware of this truly

g RIDE. “E unique event.

Results: Since 2021, this event has doubled in
attendance and overall awareness. It has become
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Problem: Bicycle Across South Carolina is a
unique cycling event. When it started, it was hard
to pin down exactly who the audience should be.

Stats: Two groups were split down the middle.
477 calling it a camping event and 517% calling it a
bicycling event.

Challenge: Build a brand that target both
groups and making people aware of this truly
unique event.

Results: Since 2021, this event has doubled in

attendance and overall awareness. It has become
a year Iong conversation In bicycling community.
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RX Medic Technology Creative

Problem: Launching a product that seems to be

too good to be true. A drug dispencing robot.
Workhorse.

Perfectionist. SCT
. Ny

Stats: 74% of the participating pharmacists in
the survey said they thought using it would be too
complicated with a steep learning curve

~
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Challenge: Build confidence among the

independent pharmacists in this new product and

In actual operation, cells are clased,

make it more approachable.

RxMedic ADS™ moves more top-moving drugs
than any other retail robotic dispensing solution.
Process as much as 80 percent of daily velume in
a state-of-the-art design complete with up to 256
auto-calibrating cells that support drug

RxMedic ADS is the only retail robotic dispensing solution without stopping. ADS combines incred

Results: \Vith a campaign that personalised the

that keeps pharmacies cleaner and safer. ADS combines with a 2004 vial collating area and auta
ultra-clean, vacuum-powered pill dispensing and HEPA verification to allow dispensing with litt
filtration to remove dust from the pharmacy air and R a r e b r e e d « )
prevent cross-contamination. It's a state-of-the-art “ . . * * * *
ake the leap to RxMedic. To see I l I I I | I I I I I I

design with 256 removable, auto-calibrating cells that of pharmac l:;utomation visitreT rO u C t a I n I t u a n a n a I n I t Se e n
function even while being replenished. For cleaner- and P ¥

) ] . or call 800.882.3819.
quieter-than-average automated dispensing, make the

leap to RxMedic ADS.

See the future of pharmacy automation ~ .o.
at rxmedic.com or call 800.882.3819. B(M (]
edic

count less...do ma
-~ °
&M d.a 2013 RsMiodic Symeae. Ine. R Mol i b reginevod trndermaik nd ReMdic ADS & » rdessark of RaMolic Sysess Liey
anark and B!

like adding a high tech assistance to their business,
The product launch exceeded expectations in
year one and doubled in year two.

count less...do more

Medic ALY s irademark of BaMidic Sysems, In., RaModic Syvnema, b, i a nabidiany of | M Simith Corporaion.

RxMedic ADS™ is the only retail robotic dispensing solution

that captures drug verification photos prior to capping. Get
faster, safer quality assurance in a state-of-the-art design

which automates dispensing through 256 smart, auto-calibrating

cells. For innovative automated dispensing paired with powerful
patient safeguards, make the leap to RxMedic ADS.

See the future of pharmacy automation
at rxmedic.com or call 800.882.3819.

Y,
xMedic

count less...do more

fodic Syreremn, | Rodic Sy, lsc. in 1 vbmidinry of the | M. Senith Corporation.
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FutureScholar, South Carolina 529 Co||ege Savings Plan

Problem: The South Carolina 529 Future Scholar

Plan struggled to achieve good enrollment early on.
They were unable to identhcy the complete target
audience for their product.
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Em : S FutureScholar ==
E e L "°"5w : B Stats: Over 50% of respondents said they did not
§’ s 652 o and ol S P SO understand the product. And another 35% felt they
 TaF Faw TV Campaign ’ T 552 Necd A Plan, TV Campaign were too late to start a plan.
E"tc;ffeicgr??'%;} RS j | | Challenge: Show how easy it is to sign up for
I HHAE o B the 529 plan and show that you are not too late

to start. No matter the age of your children. Do it
entertainingly and engagingly.

“Bank on It” with PG Banks video series

Results: No one is better at explaining the
benefits of Future Scholar than South Carolina State
Treasurer Curtis Loftis. We ensure that busy parents
hear his points by featuring him in situations that any

BANKS ON [T Sfutbrois e o s
- N = plan is as easy as 123. Save for College

7 G ; . [ You can do both with Future Schg
) é,p /4’ 6}“*‘4’5’ 1. Start with any amount the smart, easy way to save fo

2. Make tax deductible contributions Sainguith the ruture cholar 529
. avings Plan is a win-win for both yot . . .
o [T [ B bet tax-fiee eamnings cid oo ot b Take a family can relate to. We also created a video series

be tax deductible on your South Caro d ed u Ctio n NOW.

- = When you lessen the burden of tomoi
- college costs with Future Scholar, yot

own tax burden today. Save fo r
the future.

with an animated character, PG Banks. His job? Keep
the flow of 529 information flowing. As a result, 529
enrollment increased by /5% and continues to grow
in tandem with South Carolina’s population.

—
FutureScholar <1
South Carolina’s 529 College Savings Plan "

.t

FutureScholar =51 .

South Canplina's 8259 Coll=ge Savings Flan FutureSC olar.com
7z r children are growing, so'

Administered by South Car¢
To learn more about Future Schol

] official statement available at Fut

‘/..

FutureSCholarS

FutureScholar <
South Carolina’s 529 College Savings Plan "
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Grow your college savings tax free. Visit FutureScholar.com.

FutureScholar <=



