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Hypothetical Client Situation — Creative Thinking

In today’s fast-paced, ever-evolving cultural and digital landscape, the "Not So Cookie Cutter Crew"
thrives on individuality and ambition. They need moments of sweetness to balance their relentless
pursuit of personal and professional success. Leveraging my background in developing innovative
campaigns that connect with diverse audiences and respond to current trends, I propose an integrated
campaign: "Sweeten the Grind."

This campaign will capitalize on cultural moments, engage audiences across platforms like Instagram
and Facebook (acknowledging TikTok’s uncertain future in the U.S.), and reinforce The Cookie Store as
a brand that fuels both productivity and creativity.

Campaign Activation: "Sweeten the Grind Week"

Timing: National Entrepreneurs’ Day (November 21) through Black Friday (November 29)

Concept: "Sweeten the Grind Week" will celebrate and reward the hustle of our "Not So Cookie Cutter
Crew" through personalized cookie experiences, community-driven challenges, and cross-platform
engagement. This activation amplifies The Cookie Store’s role as a source of sweetness in their pursuit
of success.

Key Elements:

1. Custom Cookie Stations: In select stores, customers can personalize cookies with motivational
phrases or even upload designs like their brand logo for edible printing. This personalization
connects to their identity and hustle.

2. Pop-Up Coworking Cafés: Create spaces in flagship locations where customers can network,
brainstorm, and snack, showcasing The Cookie Store as a partner in productivity.

3. #SweetenTheGrind TikTok & Reels Challenge: Encourage users to share their hustle stories
and daily grind routines using this hashtag. The most creative submissions win a year’s supply of
cookies and a feature on The Cookie Store’s website.

4. "Grind & Give Back" Initiative: For every "Hustle Pack" sold during this week, The Cookie
Store donates a portion of proceeds to organizations supporting young entrepreneurs, showcasing
the brand’s commitment to social impact.

5. Limited-Time "Hustle Pack': Launch a product bundle with bite-sized cookies perfect for
on-the-go snacking, tailored to the busy lifestyles of the audience.

Key Messages
1. "Fuel Your Ambition": Celebrate how The Cookie Store supports their “can’t stop, won’t stop”
mentality.
2. "Sweeten Every Milestone": Position cookies as the ultimate reward for both big wins and
small victories.
3. "Grind. Hustle. Snack.": Connect The Cookie Store to their fast-paced lifestyle.
""Make Your Break Sweet": Reinforce how cookies provide a perfect pause during a hectic day.
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5. "A Brand That Believes in You'": Emphasize the brand’s alignment with the aspirations of its
audience.

Communications Channels
1. Meta Platforms (Instagram & Facebook)
e Reels Campaign: Partner with influencers in the entrepreneurial and creative spaces to showcase
their daily grind and how cookies fit into their routine.
e Interactive Polls & Stories: Use Instagram Stories to engage audiences with questions like,
“What’s your hustle fuel?”
e Shop Integration: Sell the "Hustle Pack" directly through Instagram’s shopping feature.
2. TikTok (Contingency Plan for Uncertainty)
e Launch the #SweetenTheGrind Challenge focusing on creative storytelling around work-life
balance.
e Shift focus to Reels and YouTube Shorts for longevity if TikTok faces a ban.
3. Earned Media
e Pitch human-interest stories to outlets like Forbes and Entrepreneur about the "Grind & Give
Back" initiative.
e Highlight success stories of participants in the #SweetenTheGrind challenge.
4. Influencer Marketing
e Collaborate with niche, smaller, and larger influencers who are relevant to the key audience, such
as student leaders, side hustlers, internet personalities, and young professionals.
5. In-Store Activation
e Display customer-submitted #SweetenTheGrind stories and videos on interactive screens,
reinforcing the community aspect.
6. Paid Media
e Utilize Spotify (specifically relevant podcasts such as “Emergency Intercom,” which is aimed
towards younger audiences), YouTube, and Google Ads to run short, dynamic ads connecting the
grind-reward narrative with catchy slogans like, “Push Hard, Snack Harder.”
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Campaign Reach by Channel: Current vs. Projected
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Measuring Success

Metric Baseline Goal
Social Media Engagement | 500k views [ 1.5M views
Sales Increase 5% monthly [ 15% during campaign
PR Coverage 10 articles 25+ mentions
Foot Traffic to Stores +3% weekly | +10% during activation week

Personal Expertise & Proven Success

Drawing from my experience in creating dynamic, culturally relevant campaigns during my study
abroad documentary project and collaborative efforts in arts-focused initiatives, I am confident in this
strategy's effectiveness. My previous work demonstrated an ability to align creative concepts with
audience values and leverage trends for maximum engagement. By staying attuned to the current social
and political climate, this campaign will not only resonate deeply with the "Not So Cookie Cutter Crew"
but also strengthen The Cookie Store’s market position.
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Hypothetical Client Situation — Research + Analytical Thinking

Media Outlets Covering Residential Real Estate
1. The Wall Street Journal (Real Estate Section)
o Covers in-depth analysis, trends, and data on housing markets, mortgage rates, and
industry players.

2. HousingWire
o Focuses on breaking news and trends within the housing market, with insights on
mortgages and real estate economics.
3. Inman News
o Caters specifically to real estate professionals with coverage on technology, market
trends, and best practices in the industry.

Current Housing Market Trends
1. Rise of Remote Work Driving Suburban Migration
o  With hybrid work models becoming the norm, buyers are seeking larger homes in
suburban and exurban areas.
o Impact: Amplified demand in these marketplaces, heighten housing prices and trigger
discussions about affordability.
2. Housing Affordability Predicament
o Excessive mortgage quantities and inadequate stock have intensified affordability issues,
predominately for first-time buyers.
o Media channels and policymakers are concentrating on resolutions like zoning
restructurings and affordable housing developments.
3. Sustainable and Smart Home Features
o Buyers are increasingly prioritizing energy-efficient homes equipped with smart
technology.
o Developers and real estate companies are marketing properties that cater to these
preferences.

Competitor Analysis
Competitor 1: Zillow
e Expertise Demonstration:
o Content Marketing: Zillow publishes regular research reports, such as the "Zillow
Home Value Index," providing authoritative insights.
o Social Media: Active on Instagram and YouTube, sharing tips for buyers and sellers, and
promoting its Zestimate tool.
o Community Engagement: Partners with local real estate agents through its Premier
Agent program to enhance trust and visibility.
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Competitor 2: Redfin
e Expertise Demonstration:
o Data-Driven Reports: Redfin releases "Housing Market Data" monthly, establishing
itself as a market expert.
o Blog Content: Offers actionable assistance on procuring, marketing, and renting homes.
o Earned Media: Recurrently mentioned by key outlets like CNN and CNBC for their real
estate insights.

Recommendations for Company A
Goal: Position Company A as a trusted industry authority by leveraging data, community engagement,
and storytelling.
1. Develop a Proprietary Real Estate Insights Platform
e Launch "The Company A Market Navigator," an online hub featuring:
o Monthly housing market reports with localized data.
o Interactive tools to compare neighborhoods.
o Blog posts addressing trending topics like remote work and sustainability.
e Impact: Positions Company A as a go-to resource for reliable real estate insights.
2. Create a Social Media Campaign: #APlaceToThrive
e Focus on platforms like Instagram Reels and LinkedIn to:
o Share customer success stories through mini-documentaries.
o Highlight sustainable and smart homes listed by Company A.
o Leverage trending conversations around hybrid work and affordability.
e Include an interactive Q&A with Company A experts to engage potential buyers and sellers.
e Impact: Builds emotional connections and drives engagement with key demographics.
3. Host a Virtual Thought Leadership Event
e Host on Zoom or Google Meet
e Theme: "Future of Homeownership: Navigating Trends in 2024"
o Panels featuring Company A’s leadership, economists, and urban planners.
o Partner with media outlets like HousingWire for cross-promotion.
e Impact: Reinforces Company A’s expertise and fosters valuable media relationships.
4. Community-Focused Initiatives
e Sponsor affordable housing projects or local sustainability efforts.
e Develop partnerships with universities to host real estate career fairs.
e Impact: Enhances brand reputation and showcases corporate responsibility.
5. Leverage Influencer Partnerships
e Collaborate with real estate influencers on TikTok and Instagram to:
o Debunk myths about homebuying.
o Provide tips for navigating high mortgage rates.
o Promote Company A’s unique offerings.
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e With TikTok’s potential ban, pivot to Meta platforms like Instagram Reels and Facebook Stories.
e Impact: Extends reach to younger audiences while staying adaptive to social media trends.
e Collaborate with big HGTV or Food Network TV personalities
o Engage in giveaways/sweepstakes.
o Promote Company A’s unique offerings.
e Impact: Extends reach to older audiences through social media and television networks.

Visual Branding and Data Visualization
Suggested Infographic Elements:
1. Top Trends in the Housing Market:
o Visualize the suburban migration, affordability crisis, and rise of smart homes.
o Include pie charts showing buyer preferences (ex., 40% prioritize affordability, 35%
sustainability).
2. Competitor Positioning Map:
o Plot Company A, Zillow, and Redfin on axes of "Data Expertise" and "Customer
Engagement."
3. Social Media Performance Metrics:
o Showecase projected growth with influencer campaigns (ex., 15% increase in Instagram
engagement).
Logo Concept:
e Modern/vintage-inspired design combining real estate motifs (ex., a key or house silhouette) with
a sleek, professional font.
Placeholder Examples:
e Infographic: A clean, data-driven chart summarizing "The State of U.S. Housing in 2024."
e Event Promotion: Virtual event mockup highlighting keynote speakers and topics.

LEGO-Inspired Visual Branding for Infographics:

1. Building Blocks for Data Visualization:

o Use LEGO-like blocks as part of your charts and graphs. For example, each data point
(ex., percentages in your pie charts or bar graphs) could be represented by colored LEGO
blocks stacked in different formations. Each block can symbolize a certain percentage,
making the data more dynamic and engaging.

o Example: A stacked bar graph where each bar is composed of different colored LEGO
blocks to show current vs. projected reach or buyer preferences (ex., 40%
affordability, 35% sustainability).
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LEGO Icons for Real Estate Motifs:

o Instead of traditional icons, you could use LEGO-inspired house or key silhouettes in the
logo and iconography. This adds a modern and fun twist to your visual branding while
keeping the focus on real estate.

o Logo Concept: A LEGO-style key or house silhouette made of small LEGO blocks
with a sleek, professional font next to it.

LEGO Color Palette for Engagement:

o Use primary colors (ex., red, yellow, blue) in your visual elements to tie in with the
LEGO brand, while maintaining a professional look by balancing the colors with more
neutral tones for the text and background.

LEGO Shapes in Social Media Graphics:

o For your social media performance metrics and influencer campaigns, incorporate
LEGO-like blocks to illustrate growth in Instagram engagement or other platforms. This
could be particularly effective in a projection chart or growth graph.

o Example: Represent social media performance with LEGO blocks stacked to show a
15% increase in Instagram engagement, giving the chart a playful, yet organized look.

Interactive Infographics:

o Consider using interactive LEGO-style designs for your virtual event promotion. Create a
dynamic, clickable map or slider that simulates the idea of building the future of real
estate with your insights—similar to how you would “build” a structure with LEGO.

o Example: The Competitor Positioning Map could be a LEGO build with blocks
placed to visually represent the positioning of Company A, Zillow, and Redfin along the
axes of Data Expertise and Customer Engagement.

Infographic and Event Promotion Layouts:

o Include LEGO icons as visual accents around your "State of U.S. Housing in 2024"
chart or in your virtual event mockup to keep the content engaging.

o Use the LEGO block grid structure as a base for organizing information, making the
overall design feel cohesive and structured, much like a well-built LEGO model.

Integrating LEGO Visual Branding with Your Housing Market Content:

Use LEGO bricks to create a visual metaphor for growth and construction in housing. This
ties in with themes of building homes, real estate development, and industry growth.

When showcasing the housing trends (ex., suburban migration, affordability issues), you can
use LEGO-style icons (homes, keys, people) alongside your data to reinforce the message that
construction and building the future are key elements of the housing market.

For social media performance metrics and influencer campaigns, integrate LEGO figures or
blocks next to each influencer or social media metric, helping to emphasize the "building" aspect
of social reach and campaign growth.
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Hyvpothetical Client Situation — PART 1

Part I: Reporter Identification

1. Coral Davenport — Energy and Environment Policy Reporter, The New York Times

e Top Topics/Recent Coverage:
o Energy and environmental policy developments.
o Climate change legislation and its economic impacts.
o Corporate responsibility in environmental sustainability.

e Reasoning: Coral Davenport is a seasoned reporter covering energy and environmental policy
for The New York Times. Her extensive coverage of climate change legislation and corporate
sustainability aligns well with Impax's focus on biodiversity and sustainable finance. Engaging
with Coral would provide Impax with an opportunity to discuss the intersection of financial
markets and environmental conservation, reaching a broad audience interested in policy and
corporate responsibility.

2. Amrith Ramkumar — Climate Finance Reporter, The Wall Street Journal

e Top Topics/Recent Coverage:

o Investments in clean energy and sustainable finance.
o Financial strategies for addressing climate change.
o Corporate disclosures on environmental impact.

e Reasoning: Amrith Ramkumar reports on climate economics for The Wall Street Journal,
concentrating on how investors are subsidizing the conversion to clean energy. His knowledge in
environmentally friendly finance and corporate ecological policies makes him an idyllic reporter
to examine Impax's new fund and its part in endorsing biodiversity through investment. A
consultation with Amrith would place Impax as a leader in incorporating financial tactics with
environmental conservation.

3. Lisa Friedman — Climate Change Reporter, The New York Times

e Top Topics/Recent Coverage:

o Climate change policy and international agreements.
o Environmental regulations and their economic effects.
o Corporate sustainability proposals and revelations.

e Reasoning: Lisa Friedman reports on climate change for The New York Times, going over policy
changes and commercial sustainability endeavors. Her emphasis on eco-friendly procedures and
corporate accountability support Impax's objevtive to foster biodiversity through sustainable
investing. Connecting with Lisa would deliver Impax with a stage to consider the more
expansive repercussions of biodiversity conservation within the framework of climate change
policy and corporate sustainability.
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Media Briefing

Joe Keefe interview with Lisa Friedman, The New York Times

REPORTER

Lisa Friedman
Climate Change Reporter
The New York Times

INTERVIEW DATE & TIME
Monday, December 30, 2024
11:00 AM ET

STAFFING
Joe Keefe, President of Impax, will staff the interview.

PREPARED BY
Haley Paramoure
Thursday, December 19, 2024

ABOUT THE OPPORTUNITY
Lisa Friedman is interested in speaking with Joe Keefe regarding the latest developments in climate
change policy, focusing on U.S. government actions and upcoming international climate negotiations.

Specifically, she is keen to explore how the U.S. administration's policies are evolving under the new
regulatory framework and what impact these changes could have on the global environmental landscape.

ABOUT THE REPORTER

Lisa Friedman is a veteran environmental journalist at The New York Times, where she reports on climate
change, energy policy, and ecological interests. Recognized for her sharp writing on the correlation of
government and the environment, Friedman has become one of the principal voices in environmental
press. She grew up in New York and went on to study at Columbia University, where she enhanced her
talents in investigative press. With a profound emphasis on the U.S. government's climate procedures and
the universal effect of environmental lawmaking, she has formed public dissertation around renewable
energy, climate change, and sustainability. Her productions are broadly appreciated for its thoroughness
and aptitude to distill intricate matters into understandable stories.

ABOUT THE OUTLET

The New York Times is one of the most distinguished newspapers worldwide, known for its extensive
exposure of national and international news, art, music, and literature, corporate, and conservational
subjects. With a repute for in-depth, inspective reportage, it has an vast digital and print audience, making
it a notable outlet for swaying public conversation on crucial problems, comprising climate change and
sustainability.

RECENT COVERAGE FROM LISA FRIEDMAN

Biden, Headed to the Exit, Sets an Aggressive Climate Goal for the U.S.
December 19, 2024
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Lisa Friedman evaluates President Joe Biden’s announcement of a audacious new climate objective for the United States as
he approaches the end of his presidency. Biden’s administration is dedicated to decreasing U.S. greenhouse gas emissions
by 50% by 2030, a critical initiate intended to rejuvenate U.S. climate governance on the global platform.

This new ambition, which considerably drives up the prior marks, seeks to gesture to both national stakeholders and
transnational associates that the U.S. remains dedicated to the Paris Agreement's impressive climate goals.

The editorial delivers an in-depth breakdown of the justification behind this insistent target, which comes at a period of
amplified importance regarding the climate predicament.

Biden's choice to set a stricter emissions cutback objective is placed as part of a larger stratagem to contest global warming
and encourage clean energy revolution, predominantly through investments in renewable technologies and infrastructure.

With the global climate crusade escalating, there is an acknowledgment that nations like the U.S. must do more to curb
emissions and evolve away from fossil fuels to dodge the harshest penalties of climate change.

Friedman emphasizes the global insinuations of the new U.S. climate goal, mentioning that the Biden administration
anticipates the move will motivate additional countries, especially considerable emitters like China and India, to set more
impressive targets of their own.

However, the article also tackles the political actuality in the U.S. with the inbound 2024 presidential election impending.
Friedman adds that while Biden’s Queries loiter about whether the Trump administration will maintain or reverse Biden’s
climate vows.

Friedman accentuates the convolution of harmonizing climate aspirations with political probability, specifically when
dealing with entrenched attentions in oil, gas, and coal productions. Still, the article insinuates that Biden’s aggressive
target could assist in framing the climate dispute for years to come, setting a standard that forthcoming administrations
will need to address.

‘Unfettered’ Gas Exports Would Harm U.S. Economy, Energy Secretary Warns
December 16, 2024

In this publication, Lisa Friedman inspects a cautionary released by U.S. Secretary of Energy Jennifer Granholm, who
extended apprehensions over the rising swiftness of natural gas exports and their prospective adverse influence on the U.S.
economy.

Granholm’s announcement comes after a new evaluation disclosed that the present amount of natural gas exportations
could lead to greater domestic energy expenses and decrease energy security for U.S. patrons. Granholm stressed that the
speed at which natural gas is being exported is "neither sustainable nor advisable" and advised that unregulated
progression in gas exports could damage the U.S. economy, particularly in times of energy predicament or market
unpredictability.

The article offers a comprehensive summary of the dynamics encompassing U.S. natural gas exports, which have
skyrocketed in latest years, driven by an enlarged global need. With the U.S. budding as a principal contestant in the global
liquefied natural gas (LNG) marketplace, Granholm’s remarks shed light on the conceivable jeopardies of this rapid growth.

Friedman explicates how the U.S. has relied on natural gas exports, especially to Europe, to help reinforce energy security
and counterpoise Russian authority in the global energy market.

The article claims that by transporting more natural gas overseas, the U.S. may encounter scarcities or higher prices for
heating and electricity, particularly in colder months when requirement for energy is high.


https://www.nytimes.com/2024/12/16/climate/jennifer-granholm-gas-exports.html
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Ultimately, the article closes by highlighting the trials the U.S. faces in handling its emerging energy exportations while
guaranteeing that it can still meet the demands of its own residents. With the political burden increasing on both sides of
the debate, the future of natural gas exports will endure as a vital concern in the more expansive conversation about U.S.
energy policy.

E.P.A. to Charge Oil Companies First-Ever Methane Fee, but Will It Last?
November 12, 2024

The author, Lisa Friedman, details the U.S. Environmental Protection Agency’s (E.P.A.) choice to establish the first-ever
methane tariff on large oil and gas establishments. This historic verdict is part of the Biden organization's broader climate
schema to curb methane emissions, which are far more prevailing than carbon dioxide in the short term.

The article studies the specifics of the latest fee, which targets the oil and gas business's unnecessary methane emissions
and aims to incentivize companies to implement cleaner technologies and applications to avoid leaks and venting from
their processes.

Friedman finds that the methane fee is intended to generate a financial deterrent for oil syndicates to continue discharging
methane into the atmosphere. The fee is anticipated to produce substantial income for the federal government, which
could be invested in agendas directed at diminishing overall emissions and transitioning to clean energy sources.

The article features the scientific foundation for the fee, which stems from the point that methane is liable for a large
proportion of the warming outcomes seen in the atmosphere over the previous few decades, making its cutback dire in the
struggle versus climate change.

However, the article also rummages into the debate surrounding the fee. While environmental factions have largely
accepted the policy as a long-overdue step to condense emissions, the oil and gas industry has strongly resisted the new
measure. Industry groups contend that the toll could surge operating expenses, threaten jobs, and make U.S. oil and gas
less competitive globally.

Friedman investigates the governmental ramifications of the new tariff, arguing that while the Biden administration has the
power to execute it, the future of the policy is dependent on the result of the 2024 presidential election.

Friedman also raises the question of whether the methane fee will endure if there is a change in political leadership.
Republicans have already expressed opposition to such fees, and there is concern that a new administration might seek to
roll back or eliminate the policy entirely.

Friedman ends by inspecting the prospective success of the methane fee in achieving the Biden administration’s climate
targets. While it is a substantial first step in tackling methane emissions, Friedman reports that its triumph will be
contingent on demanding implementation, strong industry acquiescence, and the administrative will to protect the
program. The aftermath of the methane fee could function as a precarious test example for the future of U.S. climate
policy, especially as the country attempts to meet its impressive emissions reduction targets in the coming decades.

+++


https://www.nytimes.com/2024/11/12/climate/methane-fee-epa-oil.html

