THE NEW WAY OF STRATEGY:
CONNECTING BRAND STRATEGY TO PERFORMANCGE



YOUR STRATEGY IS

Brands don’t need more strategy decks.
They need strategy work that:
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WHERE’S

Dozens of strategy presentations are delivered without any direction.
Teams can’t activate. Campaigns drift. Messaging dilutes.
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STRENGTHS WEAKNESSES SOCIAL SAM — THE FLAVOR-SEEKING HANGOUT HERO

- Aut| Gathers friends around bold flavors and cool vibes. Loves discovering crave-worthy pizza
in g spots that feel social, fun, and a little off the beaten path.
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ELECTROLYTES TO.ENHANCE YOUR
HYDRATION

Personas help us market meaningfully.
e What message will resonate? What type of experience will deepen the relationship? —




...there was a way to connect the dots?
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More than a dead-end deck that A robust system that carries brand
dies on a co-worker’s desktop. strategy, research, messa?fing, and
campaign concepts to efrective

performance marketing.



OUR

Strategy is the connective tissue
that starts with human insight.

Strategy links insight to
execution, brand to campaign,
idea to outcome.




INTRODUCING
THE STRATBRIDGE




THE STRATBRIDGE
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Discover Define Design Drive

Truths Strategy Frameworks Results

Four phases of Max Connect Digital’s StratBridge



THE STRATBRIDGE

What lives inside?

fic

Discover

4Cs Analysis
Primary Research (IDls,
Focus Groups, Surveys)
Trends & Insight
Reports

Define

Brand Strategy Architecture
(Brand Key, Positioning,
Voice, Pillars, etc.)
Strategy 1-Pager
Audience segmentation
Messaging Territories
Brand Purpose & POV

From insight to execution, this is how we do it.

%
Design

Comms Frameworks
Customer Journey Maps
Channel Messaging Matrix
Thought Starters
Creative Briefs
Campaign Strategy
Buyer Personas

M L

Drive

Creative Concepting
Campaign Strategy
Messaging
Optimization
Performance Wraps &
Learnings
Test & Learn Plans



STRATBRIDGE

What does this look like in action? Let’s take a look.
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STRENGTHS

- Authentic origin story (Detroit roots, born
in Austin)

- Unique, premium product (Authentic Detroit-style
in the West)

- Loyal base in TX
- Mature, edgy tone—authentic & inclusive

WEAKNESSES

- Confused brand positioning across markets

« Low consumer education on product (Authentic
Detroit-style)

- Inconsistent tone in marketing
- Limited brand awareness in new markets

THREATS

- Pizza category saturation in TX, UT, and CO
- Fast casual brands mimicking similar formats
- Loss of authenticity as expansion grows

COMPETITOR

KEY DIFFERENTIATORS AND STRATEGIC INSIGHTS
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C i ion and Sp

- Both Blaze Pizza and MOD Pizza excel in offering quick, customizable
pizzas, appealing to customers seeking personalized dining
experiences. MOD Pizza's unlimited toppings for a fixed price may
provide a competitive edge for value-conscious consumers.

Artisanal Focus:

- Pizza Nono emphasizes simplicity and quality, attracting patrons who
appreciate artisanal, handcrafted pizzas in a neighborhood setting.

Experience and Ambiance:

- Slackwater Pizza differentiates itself by combining dining with
entertainment, offering live music and an extensive beer selection,
catering to those seeking a social dining atmosphere.

Community Engagement:

- Local establishments like Pizza Nono and Slackwater Pizza benefit
from strong community ties and local partnerships, enhancing their
brand loyalty within their respective markets.

Considerations for Via 313:

Highlighting the authenticity and uniqueness of
Detroit-style pizza can set Via 313 apart in
markets dominated by customizable pizza chains.

Emphasizing quality ingredients and a distinctive

dining experience can attract patrons seeking
alternatives to the fast-casual norm.

Engaging with the local community through
events and partnerships can build brand loyalty
and enhance local presence.

COMPETITOR

THE SHIFT TOWARD FAMILY-FRIENDLY BREW

In recent years, many breweries have evolved to
accommodate families, recognizing the value in
creating inclusive environments. This trend mirrors
traditional European beer gardens, which have long
served as communal spaces for all ages.

“Today's breweries are reclaiming the past, providing
that crucial third place linking work and home.”
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“At Portland, Oregon’s Hopworks, play areas are

Going Out for a Beer?

ERIES

Kids
On why if's okay to bring kids o a bar.

B 108HUA M BERNSTEIN
sy 22,2005
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CORE PERSONA a

HOW POS SEGMENTS & BUYER PERSONAS WORK TOGETHER

POS S = What people do. The segments (like “Rookies,” “Loyalists,” and “Whales”) are based on real behavior pulled
from POS and loyalty data. They’re incredibly valuable for identifying where customers are in their lifecycle and how they
interact with the brand.

Buyer Personas = Why people do it. Our buyer personas are built from qualitative research, surveys, and cultural insight. They
represent motivations, values, and emotional drivers—the deeper psychology behind why someone chooses Via 313 and what
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POS segments help us target behaviorally.

e Who needs a reactivation campaign? Who deserves VIP perks?

Personas help us market meaningfully.

e What message will resonate? What type of experience will deepen the relationship?

CORE PERSONA

SOCIAL SAM — THE FLAVOR-SEEKING HANGOUT HERO

Gathers friends around bold flavors and cool vibes. Loves discovering crave-worthy pizza
spots that feel social, fun, and a little off the beaten path.

INTENTIONAL OLIVIA — THE QUALITY-FIRST DINER

Selective and thoughtful, Olivia seeks food experiences that feel elevated and consistent.
She’s not chasing hype — she’s investing in great food and hospitality.

NEIGHBORHOOD NATALIE — THE FAMILY-FOCUSED LOYALIST

Values reliability, comfort, and ease. Natalie’s the one picking up dinner after soccer practice or
planning a Friday night out where everyone (including the gluten-free kid) feels welcome.

LMD

CLMD TONE OF VOICE + BRAND PERSONALITY

CLMD embodies purity and optimism. offering
a comforting presence akin to a caring mother.
Rooted in clean, effective ingredients, it provides
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brand messaging key

Abusy schedule and daily stressors keep you
on your toes. There's not enough time in the day.
and on top of everything, you're worried about a
breakout or a potential flare-up.

You've started to realize that your list of skincare
allergies keeps getting longer.It's a hassle to
review every new skincare ingredient in so-called
natural and clean products—only to find out that
the products arentt truly clean or effective for your
skin type. Your life would be much easier if you

feels approachable and resonates as a credible
source of truth. Rather than resorting to negative
or guilt-based tactics, CLMD positions itself as

hope and even reprieve during times.
Despite its humility, CLMD plays a powerful role in
improving lives

Mirroring The Innocent brand archetype, CLMD
is optimistic, honest, and humble. These traits
align with CLMD's values, reflecting a positive
outlook on life. The Innocent seeks fulfillment
and happiness for all. recognizing and celebrating
inner beauty.

CLMD's marketing aims to build trust through
simple, science-backed education. Its tone

(3-10 TOUCHPOINTS)

asupp giving newfound trust.
hope. and confidence to its community and
consumers.

could find tried-and-true skincare products that are
as effective as they are clean.

That's where CLMD can help. As an industry
leader in sensitive skincare, we understand your
frustrations in looking for clean and effective
solutions—to solve eczema. acne, rosacea, or
any other sensitive skin condition. Your skin is
+ unique, 5o your skincare products should be,
P too. Developed by Cheryl Lee Eberting, M.

our TrueLipids and TrueCider products include
+ the only technology in the world to address

all five problems of the abnormal skin barrier

VOICE CHARACTERISTICS

OBJECTIVE Create consumer demand and awareness for footwear by showcasing its emotional and functional benefits, and product

features—leveraging this launch as a new category and acquisition driver.

COMMS STRATEGY A tall boot revolution has begun.

Break Free. Go Further.

AWARENESS “All of my technical outdoor gear does Atall boot revolution has begun—push your limits
exactly what | need, except for m with unmatched comfort and durability.
(LIVING) Y boots...” B Yy VentLite GTX pushes exploration further with
revolutionary comfort and performance.
(1-2 TOUCHPOINTS)
(Emotional Benefits)
Built for the Backcountry. Designed for You.
COMPREHENSION "] don’t know what makes these boots Engineered for explorers—VentLite GTX combines
(LOOKING) different from all the other options out BcvancsCle O s hclogyaw thllpialeh=d
there." warmth and durability.

(Functional Benefits)

Innovation You've Never Seen.

ACTION . L ; VentLite GTX provides comfort in any condition,
(BUYING) I'm not sure this is worth the investment protection against the elements, and stealth for the
—will these boots perform better than hunter's pursuit. Innovation like youve never seen
other tall boots?” before. (Full coverage GORE-TEX, Primaloft
(10+ TOUCHPOINTS) insulation system, Vibram Litebase outsole, etc.)

(Product Features)
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simultaneously. Free of the top 88 allergens, our
products redefine hypoallergenic.

CLMD products are specially formulated to heal
and repair the skin barrier, free of the 88 top.
allergens. You don't have to trust us, you can put it
tothe test

1. Buyany of our TrueLipids or TrueCider
products based on your skin concern.

3. Watch your skin heal

READY TO EXPERIENCE THE CLMD DIFFERENCE?
Buy CLMD today to start your skin's journey to
healthy healing.

Your search for clean, effective skincare is over. Say
goodbye to skincare full of unfamiliar chenicals
and allergens that harm your skin. It's time to meet
your confident, radiant. and glowing self. Say hello
to healthy skin.

VENTLITE 6TX

Connected TV, Video Pre-roll,
Programmatic Display, TikTok,
Influencers, Instagram (story ads,
reels), YouTube (hero film), outdoor
lifestyle podcasts, endemic
hunting/outdoor blogs

Paid Social (Meta, TikTok),
Audience Accelerator, YouTube
(explainer video), Instagram
(carousel ads breaking down
functional benefits), product-
focused blog posts on Sitka’s
website, product pages

Paid Search, Retargeting, Paid
Shopping, Campaign Landing
Pages, .Com
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0.84% 05:54
CTR Avg. Session Duration
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TRAILBLAZER CHRIS

%7 CREATIVE CAMPAIGN
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Everyone Needs Electrolytes

CREATIVE ASSETS: ADS, LANDING PAGES, CHANNELS, ETC.

%7 CREATIVE CAMPAIGN 11X CONNECT DIGITAL APPROACH

g US > Residents by Geography > 500 Cities > Residents of Salt Lake City
Viewing uniques for: United States > Active IDs: 109,400 + Cost: 25% of media cost, $1.80 CPM max » Estimated cost: $0.74 CPM fee

US > Residents by Geography > Designated Market Areas (DMA) > Residents of Denver CO
Active IDs: 788,900 + Cost: 25% of media cost, $1.80 CPM max « Estimated cost: $0.74 CPM fee

s US> Residents by Geography > Core-based Statistical Area (CBSA) > Residents of Jackson, WY-ID
Active IDs: 4,700 + Cost: 25% of media cost, $1.80 CPM max » Estimated cost: $0.74 CPM fee

s US> Residents by Geography > Core-based Statistical Area (CBSA) > Residents of Flagstaff, AZ
Active IDs: 24,000 + Cost: 25% of media cost, $1.80 CPM max « Estimated cost: $0.74 CPM fee

. Lifestyle > Millennials > Milennial Outdoor Enthusiasts
Actve IDs: 199,615,300 (Expanded) + Cost: 14% of media cost, $1.50 CPM max + Estimated cost: $0.41 CPM fee

ey, Affinity Solutions > Lifestyle > Outdoor Enthusiasts

Active IDs: 143,325,300 (Expanded) + Cost: 19% of media cost, $1.85 CPM max » Estimated cost: $0.56 CPM fee

b

@ /s> Orbs> Sports . Outdoor Enhusiast
Active 1Ds: 62,364,300 (Expanded) « Cost: 30% of media cost, $3.00 CPM max » Estimated cost: $0.88 CPM fee

-1 +

st Skydeo > Persona > Sports & Outdoor Enthusiast

@ GEO - NEAR MOUNTAINS Active IDs: 55,235,600 (Expanded) « Cost: 12% of media cost, $1.41 CPM max + Estimated cost: $0.35 CPM fee

@ MIDDLE CLASS (HHI 50K-100K))
@ OUTDOOR ENTHUSIASTS
@ YOUR AUDIENCE

e Skydeo > Social Media Engagement > Lifestyle > Outdoor Enthusiasts
Active 1Ds: 14,599,300 (Expanded) » Cost: 9% of media cost, $1.41 CPM max » Estimated cost: $0.27 CPM fee

Adstra > Caregivers > Caregivers by Household Income > Caregiver Household Income $50,000 - $99,999
Active IDs: 208,077,300 (Expanded) + Cost: 35% of media cost, $3.25 CPM max + Estimated cost: $1.03 CPM fee

Expanded
e Custom Segment> Clrias > Demographics > Household Income (HH) > $50,000 - 74,999
360.2K 355.9K 304.5K Active IDs: 164,493,200 (Expanded)  Cost: 18% of media cost, $1.80 CPM max  Estimated cost: $0.53 CPM fee
ACTIVE IDS PEOPLE HOUSEHOLDS > Custom Segment > Claritas > Demographics > Household Income (HHI) > $75,000 - $99,000
Active IDs: 145,658,800 (Expanded) = Cost: 18% of media cost, $1.80 CPM max  Estimated cost: $0.53 CPM fee
PR Visiviity Consideration Actions
>
313.78K 292.41 17.31% 13515k 12515« 18.00% 9,602 8,015 119.80%
[ current Period Previous Period [ current Period Previous Period [ current Period Previous Period
Webste Webste Webste

w W

Facebook Google Facebook Google .
Bus

siness Business oode

Property Visibility Consideration Actions

NATURAL \ %
ELECTROLYTES To ENHANGE YUUR Website 115.82k (+27.40%) 75114 (+13.88%) 1,326 (+30.64%)
HYDRATION

The rise of babies in bars, explained

The rise of craft brewing and taprooms has made family-friendly drinking
establishments more and more common.

stocked with books and toys and coloring-ready kids’
menus, which you'll find at Minneapolis’ Surly. And
ever since Asheville Brewing opened in 1998, it’s
accommodated families seeking pizza and beer.”

Humans Need Better Hydration

CURIOUS CHRIS — THE FIRST-IN-LINE FOOD EXPLORER

. . L . Google Organic 71,637 (+18.79%) 25,791 (+13.35%) 5,499 (+13.43%)

Always on the hunt for something new and authentic. Chris is plugged into local culture,
food content, and indie vibes — and he loves sharing his discoveries with others. Google Business 56,119 (-15.48%) 4,327 (+19.07%) 2,454 (+33.66%)
Facebook 29,100 (-5.36%) 9,502 (-12.93%) 323 (+2.22%)

‘Source: Bon appetit - Don't Forget to Bring the Kids
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