JULY 19th - NOVEMBER 29th

This report details the first four months of the Growing Agriculture Together campaign after it’s launch on July 19, 2021.
The campaign promotions began with sharing the website link and trailer video. While reviewing these statistics keep in
mind that not all series have had their individuals promotions yet. The co-op series was promoted throughout September
& October, and the grain series is currently being promoted in November-December. Energy, Feed and Agronomy will be
promoted in 2022. Two of the primary ways we track the success of our video campaign include views and impressions.

* IMPRESSIONS are when our video renders on a persons screen, but they might not actually interact with the content.

Much like a billboard or magazine ad.
* VIEWS are when the viewer actively engages with content, by watching some, or all, of the video OR clicks on the

link to engage with the website.

TRAILER VIDEO SUCCESS

The following numbers reflect the views and impressions made by the campaign’s promotional trailer video. This 1 minute
and 23 second video summarizes the campaign and encourages viewers to go to the website

www.growingagriculturetogether.com.
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POPULARITY BY SERIES

The numbers below reflect the total views for each series of three videos. What is a co-op? takes the lead. As it should being the first

promoted series in the campaign. Grain is currently being promoted and its videos take second place in the lineup. All views for each

video continue to climb with active promotion efforts.
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OUR SERIES VIDEOS ARELONG

SO WE ARE VERY HAPPY WITH THESE ENGAGEMENT
NUMBERS. THE AVERAGE ADULTS ATTENTION SPAN IS ONLY
8 SECONDS, SO WE ARE CAPTURING AN AUDIENCE DESPITE
THE LENGTH OF THESE VIDEOS.



WEB TRAFFIC

The numbers below show the traffic generated to www.growingagriculturetogether.com over the past four months. I’s no surprise

that Facebook is the number one traffic driver to the website. It's great to see that the CVA Website also plays a large role in sending

visitors to the GAT site.
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WHO? WHERE?

We have people visiting our website and watching our videos, but who are they and where are they located? Here are some

insights we were able to collect through google analytics and the various analytics provided by our social media platforms.
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CVA EMPLOYEE IMPACT

CVA Employees are an important target audience of the Growing Agriculture Together campaign. The marketing team continues to spread
awareness about Growing Agriculture Together through in-person or zoom meetings. Launch of the campaign was very successful in educating

employees about the campaign and spreading awareness about the online resources and videos.
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CVA IN THE CLASSROOM IMPACT

A form was created on the Growing Agriculture Together website to give community leaders and teachers the opportunity to request a
presentation in their classroom or at an event. 6 forms were completed and submitted. The marketing team followed-up with all submissions

and coordinated four presentations to student groups over the past four months.
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DIRECT MAIL EXECUTIONS

Direct mail pieces played a large role in launching the Growing Agriculture Together Campaign. Below is a list of what mailings went out and

how many people were targeted by direct mail.
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Ilaié7 POSTCARDS MAILED TO NE/KS/IA SCHOOLS, BOD, EMPLOYEES & VIDEO PARTICIPANTS
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NEWSPAPERS & MEDIA

A press release was distributed to all KS/NE/IA media contacts detailing the

launch. Many papers in all three states published the article. A radio ad also

promoted the campaign to stations throughout our Radio Network.



A few samples of the internal and external feedback that was received

following the launch of the campaign.

Congratulations on your launch of Growing Agriculture together! It is
unique, forward thinking and very professionall

SCOTT BUCHLI MEMBER RELATIONS AG, LAND O’LAKES

Thenks for the opportunity. These turned out great and applaud the
leadership that you guys took on this great educational piece.

CURT WOOLFOLK, MOSAIC

Veicemail from Jeff Bechard about the project and how it received
kudos from an international grain company during their retreat. The
person af the refreat went on about how fantastic the campaign

is and was super complimentary. Tom Palmertree was in the room
when the compliment came across and was able to hear it in-
person.

Got a call from Jay Debertin CEO of CHS this morning. He had

just viewed the energy video. Jay was very impressed; “any
organization of any size would be proud of this video”. Great job! -

CARL DICKINSON

Kristin received voicemail from Troy Easterday was very positive. She
called him back and they visited about the videos and campaign.
He was excited and thought the video was great.
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RECEIVED VIA EMAIL, PHONE OR IN-PERSON

Great job today. Very impressive. Great work. - Nic McCarthy
(after presentation given to CVA Senior Team)

Great work and thanks to your team! - Fran Swain
Congratulations on getting this project launched. - Tim Esser
Looking at the site, your team did a great job!!! - Rachel
Jacobsen

Hey everyone! Please check out the attached flyer! This is what
was in our reveal box! And please check out the new website
that our incredible marketing department launched! It truly is
amazing!! Thank you to the CVA Marketing Department for all
your hard work! You all did a phenomenal job!! - Anna Pefersen,
CSS Oakland

Just wanted to let you know that | shared the new website of
growing agriculture together with both schools here in Elgin
and they both thought it was neat info and will be used at some
point for school next year. So all your hard work is getting to the
younger generation. - Kara Shavlik
Love the video explaining the campaign - so professionall Good
work! - Ashley Dean

Looks good on my end. Great job on all of these videos. Very
impressive. - Glen Franzluebbers

Just wanted to say nice job to you and your team on the GAT
campaign. Really sharp and engaging content that is simple
to understand. I'm sure a lot of work went into this. Please pass

along to your team — well done. - luke Beckman



