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FIRST HALF: Rotate in new content to fully deliver the safety message. 

  

  Timing: January through June, 2017 

Campaign Elements: 
Primary Target: DC Opinion Leaders 

& T¥: two :30 and five :15 commercials (from existing film footage) 

Radio: two :60 ads featuring employees 

Print: eight sets of linked ads 

Digital: five banner ads and two homepage takeovers 

Billboards: two sets of linked boards in Reagan National Airport 

Sponsored Content: four custom pieces; December 2016 pieces re-promoted 

Website: safety landing and subpages redesigned to provide visual impact & content depth 

Social Media: content leveraged across all BPA platforms 

internal Comins: new content streamed/delivered to employees via BPTV and intranet 

zs Mecia Spend: $10 million 

= 
R * TV news, Washington Post, Hill 

publications 

¢ Incorporates conservatively leaning media 

given change in Administration 

¢ Focuses on key DC moments to make 

dollars go further (Inauguration, State of 

& 
® 

& 
2s     the Union)   

  

  
    

SECOND HALF: Transition to global messaging built around new corporate narrative. 

* Pending new campaign readiness and further 1% half improvement in safety results. 

* Must also carefully consider tone and content of campaign given new political environment.   
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