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Award-winning brand leader with 12+ years of
experience leading marketing & communications
strategy to drive results through impactful digital
and traditional campaigns for global multi-billion-

dollar brands across diverse sectors including CPG,

nonprofit, government, technology and retail.

Janine De lorio
Brand Strategist
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12+

Years Experience

15+

Industry & Client Awards

>1B
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Social Media Integrated Campaigns
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Bachelor of Fine Art
Photography & Graphic Design

Shawnee State University

Master of Arts
Strategic Public Relations

University of Southern California
Annenberg School for
Communications & Journalism
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College Week

01 Increasing access to higher education
options for Cincinnati’'s youth

02

Logitech Sustainbility

Positioning Logitech as a
leader in sustainability

EM Comp. Analysis

03 Understanding

ExxonMobil's competitor’s
approach to sustainability.
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The Problem: Only 50 students showed up to
Cincinnati Public School’s 2021 College Fair.

The Challenge: Increase attendance to CPS’ college
fair to continue university partnerships and provide
needed information to students in 6-12 grades.

The Solution: Anchor the college fair with week-
long activities, information and opportunities for
students and create unique branding to implement
digital, traditional and direct marketing tactics.

oM 19.0K

Earned impressions Digital impressions

152% 250%

Attendance increase in
second year second year

Y

@ iamcps

JOIN US FOR

= - NAVIGATING

@IEEE@E WEEK

October 23 to 27

#CPSCollegeWeek

g
g Withrow University High School
. - W&FF@RING COLLEGE

October 23_27 @ Cincinnati Public Schools Facebook — @CincinnatiPublicSchools
Oct27-Q

It's been an incredible #CPSCollege week! Kicking off with over 1,000 MTHI.E'ITI]CS IN COLLEGE:=
students and families attending our college fair and ending with a INTRAMURAL, CLUB OR COMPETITIVE
college spirit blowout, this has been one incredible week for our CPS
family!

COLLEGE PIPELINES

Social Media — Follow @lamCPS

Check out all the college resources at: https://brnw.ch/21wDVTC

SPIRIT DAY!

All Day at All Schools

. Welcoming A
CPS Students and Families K

N\

Grades 6-12 N

— W itart dusting off that college game
—;s- o' the #CPSCollegeWeek is less than
<ing off with the Aiken vs... more

©0s
dY Like

4 Cincinnati Public Schools
¥V oct2a-@

Our final financial fact for the day! The CPS college team provided {
deep dive into understanding FAFSA and Pell! These are your path
toward financial assistance in college! #CollegeWeek

REMINDER: Submit your college door dec photos to win your
classroom a pizza party at: https://brnw.ch/21wDP{D

® | Sheila Gray Local 12 News - Follow
@O Lacey Amanda and 56 others = t19-Q

@ Like Q Comment A) Share

H good information!
viting local high school students and their families to CPS
ake the college search process go smoothly.
Here is a link to find out more:

Cincinnati Public Schools
#CollegeAdmissions #highereducation #collegeweek #families

A SCHOLARLY 60

SECONDS

WITH THE CPS COLLEGE TEAM

1share 129 views ~ P
8 comments 5 shares 974 2WS

O Comment A Share
I

[fllj Like I::l Comment A Share
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The Problem: Logitech is a leader in sustainable product
goods, but ho one knew about it due to their value of “humble
leadership”

The Challenge: Position Logitech as a leader in sustainability
to earn its rightfully deserved market share with the
increasing number of conscious consumers in western
markets.

The Solution: Elevate Logitech’s sustainability POV by
increasing the cadence in which their inspirational messaging
is shared, leaning into the company’s Eco-Design strategy,
positioning C-Suite executives as SMEs across CPG,
technology and sustainability.

g y Earned impressions FastCo’s Most Innovative
Company’s - Corporate Social

Responsibility

The 10 most innovative corporate social
responsibility companies of 2021

4, LOGITECH

For industry-leading transparency about its carbon emissions

The consumer electronics design company has pledged” total carbon
transparency,” committing to label its products with a footprint
number. It’s shooting for those numbers—along with universally
readable symbols—to be printed across its portfolio by 2025, allowing
customers to make informed decisions and holding itself
accountable.

MMMMMMMM

Logitech CEO details carbon
transparency plans, challenge
businesses to do more

PUBLISHED TUE, JAN 19 2021.6:58 PM EST

eT}'Ichliﬁoﬂl sware F W in B4

@ _TYLERTHETYLER

KEY * CEO Bracken Darrell explained on “Mad Money” how Logitech plans to become the
POINTS first consumer electronics company to disclose to consumers the carbon output of
its products’ lifeline,

* “All of that carbon impact is going to go on our labels, and we hope that that will
influence other companies in every industry to compete,” he said of the company's
plans to be more eco-friendly.

* “Like calories on a food package, we're going to have carbon on our package,” he
said.

In this article

LOG.N-CH -0.44 {-0.55%) +

ON AIR
- 2 Wergy

First Carbon Labels on locitech &
\J

Shelves

What It Is: Gaming portfolio announces first carbon label on shelves
with Qg

Timing:10/20

PR Support:

- Embargo: Key consumer / tech outlets, follow up on previous
coverage

- Social: Corporate Channels &; Gaming influencer outreach

- Pressrelease

- Productimagery

Story Angle: Why Logitech is Putting Carbon Counts on All its
Packaging: Products with the New Labels Hit Shelves

Sampe Media Targets: e.g., Consumer, Tech, Previous coverage
follow ups (IGN, Tech Crunch, Marie Claire)

Recommended Spokesperson: Prakash, Ujesh

@
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COMPETITIVE SET
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BEST-IN-CLASS EXAMPLES*
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Whitespace Opportunities Messaging Strategies
Identified

The Problem: ExxonMobil’'s competitors were positioning themselves as leaders in
sustainability, gaining reputational advantages within western markets.

The Challenge: Conduct a competitor analysis to better understand how they are
positioning themselves within the sustainability marketplace to make
recommendations for messaging and position for Mobil Finished Lubricants.

The Solution: Utilize The Grey Scale research methodology to analyze traditional
and non-traditional competitors in 7 key categories on a scale of 1 to 3.

O

Recommended

| BEST IN CLASS KEY POINTS*

ll},l con:b siness . PllfrmT nsformatior
p oposition into lanbuab

ustain; bllyilg)
nnnnnn re is *  They directly link thei
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* Tangible, human
language s huma
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business focused)
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are making it sustai hl

*  All sustainability and

“Ambition 2030™

*Brands listed in order from best to worst based on the analysis

*  Careful bra dbl

CSR is wrappcd in their

relatable . Pmu
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INTEGRATED SCORES ACROSS ALL METRICS FOR
INDUSTRY COMPETITORS
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Ex¢onMobil | IFG



OLDER FANS HAND DOWN THEIR '

LOVE OF THE PACKERS TO THEIR THE GAME ISN'T ABOUT

CHILDREN, BUT_THE CHILDREN WINNING OR_LOSING: IT'S

WANT MORE OF AN EXPERIENCE ABOUT THE EXPERIENCE.
TO ENJOY THE GAME

Green Bay Packers M.A. Branding Project (e (e

The Problem: Gen-Z fan engagement is low

The Challenge: Develop a branding campaign that engages ‘
Early morning dew evaporates as grills start to light up the

G en-Z a nd ho nors t h e | eg a Cy of t h e G reen Bay Pac ke rs parking lot. Soon, the sweet smell of brats fill the air and games of
two-hand-touch pick up through the afternoon. The buses arrive E X p E R I E N C E G O L D
and cheers echo through the field. Fireworks sound and everyone
heads to their seats. Lambo gets loud and “Go Pack Go!” chants R
radiate. You look next to you and see Cheeseheads engulfed in
green jerseys. Your experiencing the best of the season. Your

The Solution: Engage Gen-Z and young Millenials in a brand experiencing gold.
experience beyond the game.

THE PACKER EXPERIENCE POP-UP BRAND PARTNERSHIP INFLUENCER MARKETING HEXPERIENCEGOLD
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951-823-4378

JanineDeiorio@gmail.com

www.linkedin.com/in/Janine-De-lorio




