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MB NO. 1124-0006; Expires February 28, 2014

U.S. Department of Justice ' Exhibit A to Registration Statement
Washington, DC 20530 - Pursuant to the Foreign Agents Registration Act of
1938, as amended

INSTRUCTIONS. Furnish this exhibit for EACH foreign principal listed in an initial statement and for EACH additional foreign principal acquired
subsequently. The filing of this document requires the payment of 4 filing fee as set forth in Rule (d)(1), 28 C.F.R. § 5.5(d)(1). Compliance is
accomplished by filing an electronic Exhibit A form at http://www.fara.gov.

Privacy Act Statement. The filing of this document is required by the Foreign Agents Registration Act of 1938, as amended, 22 U.S.C. § 611 et seq.,
for the purposes of registration under the Act and public disclosure. Provision of the information requested is mandatory, and failure to provide this
information is subject to the penalty and enforcement provisions established in Section 8 of the Act. Every registration statement, short form
registration statement, supplemental statement, exhibit, amendment, copy of informational materials or other document or information filed with the
Attorney General under this Act is a public record open to public examination, inspection and copying during the posted business hours of the
Registration Unit in Washington, DC. Statements are also available online at the Registration Unit’s webpage: http;//www.fara.gov. One copy of
every such document, other than informational materials, is automatically provided to the Secretary of State pursuant to Section 6(b) of the Act, and
copies of any and all documents are routinely made available to other agencies, departments and Congress pursuant to Section 6(c) of the Act. The
Attorney General also transmits a semi-annual report to Congress on the administration of the Act which lists the names of all agents registered under
the Act and the foreign principals they represent. This report is available to the public in print and online at: http://www.fara.gov.

Public Reportmg Burden. Pubhc reporting burden for this collection of information is estlmated to average .49 hours per response, mcludmg the
time for reviewing instructions, searching existing data sources, gathermg and maintaining the data needed, and completing and reviewing the
collection of information. Send comments regarding this burden estimate or any other aspect of this collection of information, including suggestions
for reducing this burden to Chief, Registration Unit, Counterespionage Section, National Security Division, U.S. Department of Justice, Washington,
DC 20530; and to the Office of Information and Regulatory Affairs, Office of Management and Budget, Washington, DC 20503.

1. Name and Address of Registrant ‘ 2. Registration No.

5W Public Relations LLC < / Oci

888 Seventh Avenue, Floor 12 New York, NY 10106

3. Name of Foreign Principal 4. Principal Address of Foreign Principal
Travel Alberta 400,1601-9 Avenue, S.E. Calgary, AB T2G OH4 _

5. Indicate whether your foreign principal is one of the following:
[ Foreign government
[ Foreign political party ‘
Foreign or domestic organization: If either, check one of the following:

O Partnership [0 Committee
O Corporation [ Voluntary group _
[] Association Other (specify) ©fficial tourism marketing agency Province Alberta

1 Individual-State nationality

6. Ifthe foreign principal is a foreign government, state:
a) Branch or agency represented by the registrant

b) Name and title of official with whom registrant deals

7. If the foreign principal is a foreign political party, state:
a) Principal address

b) Néme and title of official with whom régistrant deals

¢) Principal aim

Formerly CRM-157
FORM NSD-3

Revised 03/11
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8. Ifthe foreign principal is not a foreign government or a foreign political party:
a) State the nature of the business or acfivity of this foreign principal.
" Travel Alberta is the official tourism marketing agency of the Province of Alberta.

b) Is this foreign principal:

- Supervised by a foreign government, foreign political party, or other foreign principal
Owned by a foreign government, foreign political party, or other foreign principal
Directed By a foreign government, foreign political party, or other foreign principal
Controlled by a foreign government, foreign political party, or other foreign principal
Financed by a foreign government, foreign political party, or other-foreign principal

Subsidized in part by a foreign government, foreign political party, or other foreign principal

Yes X] No [
Yes [] No X
Yes ] No OO
Yes [J No
Yes [J No
Yes [] No X

9. Explain fully all items answered "Yes" in Item 8(b). (If additional space is needed, a full insert page must be used.)
Travel Alberta is the official tourism marketing agency of the Province of Alberta. Travel Alberta takes direction on tourism/

marketing matters directly from the Province of Alberta, who acts in a supervisory capacity.

10. If the foreign principal is an organization and is not owned or controlled by a foreign government, foreign political party or other

“foreign principal, state who owns and controls it.
Travel Alberta

EXECUTION

In aécordance with 28 U.S.C. § 1746, the undersignéd swears or affirms under penalty of perjury that he/she has read the
information set forth in this Exhibit A to the registration statement and that he/she is familiar with the contents thereof and that such

contents are in their entirety true and accurate to the best of his/her knowledge and belief.

Date of Exhibit A |Name and Title : Signature

June 13,2012 /s/ Ronn Toroésian

eSigned
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. OMB NO 1124-0004; Expires. February 28 2014

US. Departmentof Justice ‘ Exhibit B to Registration Statement-
Washington, DC 20530 Pursuant to the Foreign Agents Registration Act of
' ‘ _'1938, as amended

_ "ubject io'the penalty and enforcement provlslons estabhshed in Secnon SoftheAct. Every revlstranon statemcnt, short form:
registration statement, supplemental statémerit, exhiibit; amendment,, copy of informatiofial maténals oriothér. document or information fi led with the
Attom 'y Genera‘ undcr this Act s pubhc mcord open to publxc(exammatxon, mspectxon and copymg durmg the posted busm s’ho it

Attomney General also. transiniits a Semi-dniial repon to. Congress on'the admmlstranon of the Act’ whlch lists the names.of all agents e
the Act and'the forelgn principals they represent Thig report is-available to the public/in printiand online at: htfp:/fwww:fara.gov.

Public; Reportmg Burden. Public teporting buirden for. ths collection of-information‘is estimated to-average .33 houts'per response, mcludmg the
time: for reviewing instructions; séarching existing data sources,; gathering and maiitaining the data needed, and completing and’ reviewing the
collect\on ofinformation. Send commients:regarding-this burden estimate or-any-other aspect of. this collection of information; in¢liding suggéstions
i is burderi;to Chief; ‘Régistration:-Unit; Counterespionage Section, National Security Division, U.S.. Department of Justice; Washington,
=, DC 20530 and 1o the Office of Information and:Regulatory Affairs, Officé of Management and Budgef, Washington, DC 20503. L

1. Nameof Regisg_rmt ‘ 2. Registration No.

5W Public Relations LLC

3. Name of Foreignf'}’:rinc'ipél

Travel Alberta

Check Appropriate Box:

. 4 - The agreement betweeh: the registrant and the dbove-namied foreign principal is a formal written contract. If this bo*{ is
“checked, attach a copy of the contract to-this exhibit.

5.0 There is no formal written coritract between the registrant and the foreign principal. The agreement with theabove-named
foreign principal has resulted from an exchange of correspondence. If this box is checked, attach a copy of all pertinent
correspondence, including.a copy of any initial proposal which has been adopted by reference in such correéspondence.

6..[] The agreement or inderstanding between the registrant-and the foreign principal is the result of neither a formal written
contract nor'an exchange of‘correspondence between the parties. 1f this box is checked, give a complete description below of:
the terms and conditions of the oral agreement or understanding, its duration, the fees and expenses, if any, to be received.

7. Describe fully the nature and method of performance of the above indicated agreement or understanding.-

5W Pubilic Relations has been retained as Public Relations.counsel on behalf of Travel Alberta. 5W Public Relations will
provide for services as specified in the attached contract.

Formerly CRM-155 FORM NSD-4 "
’ Revised 03/11.
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8. Descn be fully Lhe dctwmcs the rcglstrant engages in or pi oposes ito engaoe inon behalf of the: above foreign: prmctpal

- Message development:and refinement
. Craftmg news réleases:and creative pitch letters.
« Media services, mcludmg targeting, outreach, ‘monitoring:editorial opportunities, edijtorial calendars and opinion éditorial
placement opportunmes
» Media communi ations, including daily‘contact with tiedia
- Setting up interviewsand.other media opportunities
- Story direction and creatioh.
«Atcount-managemerit and:.coordination
~Compilation-of the'media yield from.our efforts
- Regularmonthly written reports

Vill the acivities o behalf of the above foreign principal include political activities as defined in Section 1(0) of the Act
. the footnotebielow?  Yes [ No K]

If yes, describe all:such political activities indicating, among other things, the relations, ‘interests or-policies to:be influenced.
together with the means'to-beemployedto-achieve this purpose.

o

¢

EXECUTION

In accoidance with 28 U.S.C. § 1746, the undersigned swears or affirms under penalty of perjury that he/she has read the
information set forth in this Exhibit B to the registration staterhent and that he/she is familiar with thie cohtents thereof and that such
contents are in their entirety true and accurate to the best of his/her knowledge and belief.

Date of Exhibit B Name and Title ' Signature . !

June 12,2012 . Ronn Torossian, President and CEQ ‘ /s/ Ronn Torossian eSigned ‘

Footnote: Political activity as defited in Section (o) of the Act.means any activity which the person engaging’in belicyes will, or that the person intends to, in any way influence

any agency or official of the Government of the United States or any section of the public within the United States with reference to formulating; adopting, or changing the

domestic or foreign policies of the United States or'with reference t0.the political or public mlerests policies, or relations of a- government.of a foreign country or a foreign politicat '
parl\/ . .
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@ PHLI AELATIONS

May 16, 2017

Susan Fékete

Travel-Alberta

400, 1601 - 9 Avenue S.E..
Calgary, ABT2G OH4

Ti 403:648,1043
SuganFekete@TravelAlberta.com

‘Déar Ms:Fekete

We are pléased to-be selected as Public Relations counsel o behalf of Travel A!_'k‘iért’a' {the “client”).
- ‘Cammencing upon execution of this agreement, SW Public Relations will devite its best effarts to
provide:public relations'services on behalf of client as detailed in attdched addendum.

4 ,E'E:gS‘ . v s
This letter, when sigited by you, will-confirm that you have hired: 5W PR as Public Relations' counset
commencing fune1, 2012, For services, our. monthly fee will'be & fee of 510 000 per month

This agreement shall remain in effect for & minimumterm of three {3) months. Aftér the expiration’of
... ‘the'minimumm term, this agreement may be terminated by gither party upoH’ thirty (30) days advance-
oo wntten notice. :

.The total minimum:value of this agreement is $30,000 and shall be invoiced in mcnthly installments-of
$10,000 each.

if upon receipt of any invoice client should have any questions, client is obligated to take them-up
directly with 5W PR as soon:as possible. Any objections client may have to any invoice shall be deemed
waived if such obligations are not communicated in writing to 5W'PR within ten {10} days of client’s
reteipts of said invoices.

Monthly instaliment invoices will be due and payable by the client on the first businessiday of each
month. 5W Public Relations reserves the right to charge a 1,5 % monthly interest charge on unpaid
balances after thirty (30) days.

To initiate activities, SW PR requests payment of $20,000; representing payment upon signing of this-
contract representing first and last month's service. Please make your check pavable 10 5W Pubhc
Relations, LLC and remit to : 5W Public Relations, LLC 888 Seventh Avenue 12t ’

- We will devote our best efforts to provide public relations services. -
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Received b

ety TRBMS SUCh 85 3TU0IE 1
acker expenditures will be billed.
yite pre-approval from client:Re]
2at an invoice is readeredtoclient '

SERVICES

o ‘Méssage developmentand refinement:

s Craftirig newsreleasesand creative pitchiletters.

s Media services, including targeting; outreach, monitaring editorial opportunities, editorial
calendars and opinion editorial placement ppporturities

o ‘Media communications, including daily:contact with media

e Setting up interviews:and other media opportunities

o Story direction and ¢éreation

o Accountmanagement and coordination

o Compilation of the media yield from our efforts

o ‘Regularmonthily written reports

1 5W Public Relations is.engaged for crisis com munications work, cliéﬁt(s"hélllbé;'l::m'ed separately with an

advance retainer payment to b® applied against crisis hours worked:

INDEPENDENT CONTRACTOR STATUS AND INDEMNIFICATION

SW.Public Relations and.altof its employees are independent contractors andmnot employees of client,
which agrees 1o hold 5W Pitblic Relations harmless and. indemnify‘it-forany.and all claims; lawsuits,
judgments or obligations, including counsel fees, experts’ fees and costs of suit arising as a result of
work performed pursuait 1o this Agreemént for which it is legally responsikiié,\wméh are not caused by,
nor-arise from, any act.of 5W Public Relations or its employees-or re\preseﬁtaﬁves’, in whole-or in part.

§ : “This section does not minimize orrestrict the contractival obligations of the client'to réimbpurse 5W

' Public Relations for expenses: it incurs on behalf of the client as.detailed above. The terms of this section
shall survive the termination of this agreement. '

NON-SOLICITATION

Recognizing the time.and expense of 5W Public Relatioris investment in its employees, client agrees that
it shall not directly or indirectly employ, hire or retainany person who is an employee.of SW Public
Relations during the term of this agreement and for a period of one {1} year following the termination of
this agreement. : '

ATTORNEY FEES & COSTS

Client agrees to pay all costs and expenses, including but not timited to, attorney fees and court costs,
for the collection andfor enforcement of any obligation under this agreement, whether ornot a lawsuit
or arbitration is commenced. '
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GOVERNING LAW

)

S Pubhc Re[atlons reserves the rxght to seek resolutson in New Yor§< Coumy Small Cla»ms Cmr{ far
fundsin dispute:at or below the Small Claimg’ Court Limit, ‘Nen- -paymentshall resuit in acceleration of
sthesminimum-valuerof this:agreement being payable:in full Youacknowledge that in the event of sueh
aceeleration, the minimum value of this-agreement shaltbeidue and payable a3 minimumdiquidatad
:daimagesbacadse stich balance will'bear a'réasonable proportich to 5\W's minimum probable lossfrom
yournon-payment; the amount of SW’s act‘u_ai,loss beir"\gf'incapab(e to calculate.

;,/;f | ‘/}

5% Bublic Relations, 11C
1319; President

By

S}%Iy%ma‘s; ’Exet;uﬁx)é D rector Finance & Admin’
Travel Alberta ¢

VPouady 97O
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P RELATIONS

ADDENDUM'

To glevate Visibilityto. Edmonton for the timeframe discussed, 5W Publi¢ Relations recommends an

aggressivé media kélationsf“campasgn ‘that generates a stga'cly stream of news abolit the many evehts,
cultural-happenings, dnd othérfrieaningful points of interest about Alberta’s.capital.

Oveér the next three months, we envision targeting a robust collection of leading influential. média, in
which ‘W8 secure coverage from:all -applicable national, regional, and local broadcast: ;elevi"sion and.
fadio, print; and online publications.

Media from which-we will a’ctive_ly..pﬂrsuéco‘verage includes; bt is notlimited to: - '

+ National Daily Print

s:RégionalDaily Print
s Weekly Print Publications -+
s Entertainfent and Celebrity Weekly Magazines
» Men'sMagazines:
 »Women'sMagazines
.» Bridal Media
+ Lifestyle Publications

* Family/Parénting Publications.
» FashionPublications '
= Music-Publications

» Health and Wellness Media

+ Culture and Arts Publications
» Culinary Media '
s 'Corisumer Business Media

« Business to Business Media

* Multicultural Media

» Sports Media

s Technoldgy Media

» Travel Media

And more.
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Sample mediatargets will include, Butarenot limited to:

» ‘Broadcast National/Regional: The marning shows and evening newscasts 6f ABC; CBS, NBC as well as
CNN, CNN International, FOXNews, Fox Busifiess Network; CNBC, MSNBC, Bloomberg. Tdlevision,
. Telemundo, Univision, focal affiliates, the Travel-Channel, The Rachiel Ray Show, The Ellen DeGeneres
Show, E!, Extra; Inside Edltuon The Wendy Williams Show, Anderson; NPR,"WOR Radig, and MANY mata;

o Travel Media.and Trades: Travel + Leisure, Conde Nost Traveler, Depar*ures Hemspi*eres, Fodor's;,
Savvy Triiveler, CNN Traveler, Elite Traveler, National Geographic Traveler, Where, Ameticah Way, Defta
Sky, Continental,. Enfrée, Beyond, gonomad.com, Sgveus; tonelyplanet com, fraveliudy.com,
bravehewtraveler.com; Peter Greenberg Worldwide, Chrzstopher Elliott, key freeiancers andmiore;

York Daijly News, Newsday, Log Angelés Times, Chicogo Sun-Times, Chicago. Tribune, Philddelphic
lnqu:rer Seottle Trmes San anctsca Chmmcle, Boston Globe Houston Chromcze Dalias Mornmg News

Joumm’ Const:tutton, aneapohs Star~Tnbune Denver Post,. Las Vegos Rewe f
‘Bultimore Sun, South:Florida St Sentinel, Hoy, € DiuriofLa Prensa, £l Dig; and:midre;

’Womens Health Redbook Ro’/mg Stone, Women's Warld People in- Touch Weekly, Okf Stor; U.é
‘Weekly, Life & Sty/e Br/des theknot.com, thrillist.com; Daily Candy, PopCandy.com, PopSugar com,
. Weddmg Style, Essence; Jet, People en Espanol, Latino Future, Latina Style, and more;

. B'usihess Media: Bloomberg BusinessWeek, Fortune, Forbes, Crain’s New York Business, Fast Company,
- Inc., Investar’s Business Daily, Portfolio.com, Smart Money, Wired, Money, etc;

.. Shéppihg: Consumer Reports, Smart Shopper, -Elle, Vogue, Harper's. Bazagr; Lucky, NewYork’Times_ﬂ

Sty/e Section, PopSugar, Stylist.com, Faskienisto.com, Thrillist, Urban Daddy, etc.;

-» Eco-living: Travel Channel, PlanetGreen, Natural Living, Body & Soul, Whole Living, Notural Heulth,
TreeHugger.com, greenestp!dnet cdm, ecolivingmagazine, green.blogs.nytimes.com, wehieartworld, and
moré;

And much more.

Of.course, together we will refine these targets to meet your goals and objectives.

STRATEGIES AND TACTICS

To showcase some- of the largest attractions upcoming in Edmonton over the next three fncmths 5w
Public Relations recammends a targeted media relations campaign to coincide with each major
. identified event/activity and establish broad coverage within each. category

We commence our proposal with general activities we would pursue on your behalf, followed by specific
tactics, the public relations support for which we are prepared to offer for each, _Qur proposal continues
with a break out of events that we would. envision supporting. For gach, the corresponding media that
we would pursue is referenced.
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Each of these efforts is ‘designed to achieve the same outcome; enhanced familiarity, recognition and
interest in Edmonton — ultimately translating to increased:visitatiof to Alberta’s capitalcity.

A G ENERAL TACTICS

Asa whole, ‘for Travel Alberta, we would work to;.

» Davelop trestive pitches and tie-ins about Ednioniton for constant top-tier “product” placement;
» Monitor editorial calendars and:constantly develop creative angles that will result in theibest editorial
‘piladements:about Edmonton;

«+Develop ongoing trend stories tied to Edmonton’s unique attributés stch:as: Must-See Places Around
the World; Top Places to Live Your Best Life; Best Destinations forActive Travel; Top Canadian Hot Spots;
“Best Vacations that Don’t Requiré an Overseas Hight; Park: It in ‘Edrmonton {ré: City's fabulous Barks);
etci; '

+ Schedule ongding desk side ‘meetings with all relevant travel;-hospitality; busingss,, retailjiconsumer - L
‘interest, entertaifiment, -and additional reporters of top-tier television programs, friagazines,

newspapers and blogs;

» P;tch Edmonton far awards, ‘broadcast-and print travel guides, shoppmg fists and “Best of” lists within
top’ ‘broadcast and print consumer media outlets;

+“Develop -a brand ambaséa'darlprqgram; targeting the most-often booked ‘editors, .cohti‘ibﬁtbrs:and
“bloggers for morning TV;. Secure a relationship with these key influencers in an effort to become
ncluded’in their segments;

. Pitk:h""ahd disseminate press releases and. relevant information 'sbup,po‘r’t‘ihg';any and all upcoming
latinches, music festivals, theatre festivals, film festivals, exhibits, openings, and more.

B. TARGETED PRESS TRIPS

5W Public Re!aﬂo’n's fecommends Edmonton host familiarization, trips: for media, each of which will be
‘.carefully choreographed to enable these journalists to experience the many positive attributes of
=Edm0nt0n first hand.

.fu'!y and Aug’ust 2012: Liféstyle; Culture and Sports

in celebration of Edmonton’s many signature annual Festivals, 5W Public Relations recommends
Edmonton host a group of targeted lifestyle, culture and sports writers and Producers, the timing .of
which coincides with some of Edmonton’s 'eading summier cultural festivals,

A sample press trip itinerary might include, for example:
¥ A backstage pass to the improvaganza Festival in June, including individual improv lessons. from

some. of the craft’s most well respected actors;

v Catching the July 6-15 Edmonton International Streét Performers at the annual Edmonton Street
Festival; '

v Tickets to the July 20-22 Edmonton indy Car Race, compiete with a'hehind the scenes ook and meet
" & greet with some of the drivers; '
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v VIP access 1o the renowned Edmonton intemationa! F

participating performers and theatre companias; garticipa
v Tickets to the Women's Baseban Waerld Cup- games, wit?} VIP actess to ¢oaches; Jocker rooms, star
players and more: '

.. CELEBRITY AMBASSADORS {UPON REQUEST; REQUIRES AN'ADDITIONALFEE, TO BE DETERMINED

Celebrities can -also be. secured as "Ambassadofs” on: a ‘general contractual basis. For parameters
established between both, parties; celebrities: will représent. the brand inipublic; in-a-positivé manner,
appear at public.events; &tc.

We would be happy to work.with:you to.credte a list (_')'f‘tarfg'et;-fte\le'b'_'ri,tf\/-prq,spe'x;ts,' and:then to work with
theirrapresentation to dEtenm"ine-p’oséibility,:prospec’tive terms:and con"cr’,act- execution.

Further, we would additionally work: with Travel. Alberta 0 xdentlfy key celebrities of varying target’

“'the beauty and activity that is inherent £o a stay in Alberta’s: capxtal

D. " CELEBRITY S_EED!NG UPON REQUEST; REQUIRES AN ADDITIONAL FEE; TO BE DETERMINED

SW Public Relations understands the power of-g photégraph. Gur’agencyvcomd also work an'your

behalf to'ensure thatEdmaonton, Alberta isiperceived by the general American public a place where our .

most photographed celebs anbefound,
5W PUbiic Relations can work with Travel Alberta to: create an ongoing program ‘to ‘reach ‘target
celebrities. SW Public Relations has relationships in place with managers,. publicists, assistants, personal

makeup artists and, celebrities themselves and can Ieverage these relatlonshlps to-get the product in the
hands of the appropnate peopie :

E.. CHRONOLOGICAL / EVENT-DRIVEN TACTICS
1. June: Pride and Performance in Edmonton

To publicize Edmontan Pride Festival, 5W' Public Relations wili make conecerted outreach to all

appropriate-traditional and non-traditional media in assorted verticals, all.of which encourages. coverage

of travel t6 Edmonton and partnc:patlon in the week long fastival,

:dentmcat:on and con:ractmg of ceiebnty partlupatlm

Lastly, we would be pleased to work to secure the attendance of select-appropriate journalists who may
be interested in attending-and or covering.

Thespians would also be a focal point inJune, as we would work to generate awareness of the Freewill
Shakespeare Festival that runs from the last week of the - month through the third week of July. We
~would work to tdrget all applicable media in relevant national, regional and local markets, as well @s
appropriate vertical publications in culture, entertainment, lifestyle, arts/theater; and more.
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. demographlcs ta gift‘them with trips to Edmonton over the coming months. While visiting, we' ‘would’
© eficourage them to Tweet about their experiences, the? posztwe attributes of the’ beautiful city: and alt




If thisiangle is pufsued, We can‘generate strong media stories in the local U.S. marketiin which-thé trivia
whiz/caméo wiriner resides.

Improvaganza is another Festival in'which we would be keen to generate awareness tof ‘We-would:work
to ensiire that clilture and arts $éctions of US dailies, travel, entertaiimentiand other iedia aré sware
of thefastival,

Further, we-can create a call to.action seeking out.the best.improvised. comedy perférmancesiin.the
YSA. Video submissions can be-collected-and reviewed, with:€ither the general-public voting on- ‘the
winning entry = or acelebrity judge doing the honors:of choosing the best improv.
The-winner:of this-contest wouldgarn him/herselfa featured spot'in.Improvaganza, and we ¥
to secure meaningfil media jpieces abioutthe event, and: the -perforiner, in-advance of the'e
follow: up,to lt.

uld work.
tand i

One .of the most rémarkable qualities of Edmontoh is its natural beatity. The Works ‘of Art & Design
Fastivalprovidesius-a natural platform te showcase it

2. July: ‘Street'Performers,iindy Cars, and Food!
;"The Edmonton lntematmnal Street Perfurmers Festwa!" was the fu'st of its kmd m North Amenca.

A 3{almost four million: people have played in the streets and shared:a: laugh at StreetFect 2

thh sd ‘Many incradible: wsuaLs and' indiGidual stories to be found at “StreétFest,” 5W- Pubhc Relatlons
‘losks Torward to working with the Festival grganizetsto pinpoint:$ome bf the most lnterestmg stories of
petformets, and working with the média to share them.

To thisiend, we-would work to secure the coverage of the festival by ledding TV programs’ in;the USA,-
includingi-national mornmg ‘shows, evening toOmedy .shows, entertainment shows and more, “with thei
hope-of :generating a segment at the start of the Fégtiva) that sefves to raise awarenessin the short 2
,term “and invite future attendance in the longer.

Edmonton Indy will be a major event for the sporting world. As such, 5W Public Relations will reach éut
10 mefdia »th_at cover Indy 10 ensure that any advance needs they may have in Edmonton are met.
Further, we will'work with them to-entice their coverage to stretch just beyond the track:at City Centre
Airport, to include some of the many other attractions to-enjoy in the city.

We will dlso work to establish tedia coverage in advance of the event, in media that are consumed by a
voracious racing fan base, as well-as attract this base to the race via social media efforts. ’

IV. SCOPE OF WORK.and SUGGESTED FEE

Although the start-up period will intlude very brief workshops to better understand your overall -
marketing strategy and business objectives, our efforts on your behaif will commence on day.one =
delivering immediate results for the:company and your brand.

The timeframe for our services is a three month contract, focused on the efforts of the initiatives

outlined -above. Al fees are included except for specific project/celebrities which may be elected for _
separate from the core program as outlined above. _ ] _ i
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Monthly Retamer 3 : . $10000

‘Scope of Services for Travel Albérta’s idmontcn Iritiative. ané O!‘gﬁ!{ig daily aﬁf" fries will include:

Media/influencer Relations
¥ REGIONAL Media:Odtreach

+  NATIONAL Media Outreach

e CONSUMER Media Outreach
» DEMOGRAPHICSPECIFIC Media Outreach-
« BUSINESS & ENTREPRENEUR Media Quireach

.»* TRADE Media Outreach:

«. INFLUENCER Media.Qutreach

« WEB'& ONLINE/BLOGGER Media Qutreach
Travel Product Placernent and Outreach
s ldentification of media and social mﬂuencers

H

E vldéﬁ't-iﬁtation of‘s'ituatibn-’speciﬁc seeding oppoartunities

: Authormg & Producing Cantpnt
. Authormg and issuing: announcen’*ent and specxﬂc press releases pitch letters:and medxa advisoties

o Atithoring and issuing fact sheets and b:os
«  Authoring:and issuing trend reports
ConsumeF Marketing/Events

o ideation &-creative

« MMedia identification and irvite outreach

: '« Media follow up and coverage monitoring

" ‘Compunications
» Weeakly Conference Calls

o Strategy brainstorm

« Updates-on 5W’s outreach and company news

*  Assign and implement targeted media ouireach‘
- s Define weekly objectives .

* Reporton previous week goal achievements

® Menfhiy detailed activity reports

Account.Management
s Regular client correspondence
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s Compilation of the:media yield from our efforts

* Regular written reports to you

s Measurementof RO

+ Monitoring for third party alliance opportunities
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