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At Mower, we've spent decades helping utilities and infrastructure leaders communicate
with clarity, build trust, and deliver results. In fact, Mower has provided communications
support for projects covering over 1,400 miles of transmission, capable of delivering
more than 14 gigawatts of electricity. That's why we're excited about the opportunity to
partner with FirstEnergy, AEP and Dominion Energy on the Valley North Project.

A multi-state initiative of this scale needs more than just communications support—it
calls for alead strategist who can drive alignment, manage complexity, and keep the
message clear across channels, communities and timelines. That's where we comein.

As a fully independent, employee-owned agency, Mower brings an ownership mindset
and a deep bench of utility experience to the table. Our team understands how to
navigate siting challenges, engage communities, and craft campaigns that simplify the
complex—while staying responsive to the needs of diverse regional audiences.

For Valley North, we're ready to:
* Build and execute strategic messaging that reflects regional sensitivities
* Run targeted digital and paid media campaigns that inform and activate

* Produce video and social content that resonates across platforms
* Support community events with high-impact creative and coordination

We're ready to get to work—and eager to help bring this critical project to life with the
public support it deserves.

Your fierce friend,

Stephanie Crockett, President & CEO
Energy Specialty Leader
scrockett@mower.com

Ph: 315.413.4355




Executive Summary

Mower is uniquely positioned to support Valley Link Transmission and its partners —FirstEnergy, AEP, and
Dominion Energy—in building understanding and public support for the Valley North Project. With deep roots
in the energy and utility sector, a proven track record leading communications for high-profile infrastructure
initiatives, and decades of experience guiding communities from awareness to advocacy, we know what it takes to
move large-scale projects forward—across regions, regulatory landscapes, and diverse audiences.

This proposal outlines our strategic approach, combining proactive educational campaigns with agile, insight-driven
responses to emerging issues. Our methodology is anchored in audience and community intelligence, ensuring
strategy, messaging, creative, and execution are aligned and effective.

We've included relevant case studies, team structure, a preliminary project plan, and budget. Backed by a team that
understands the complexities of energy communications, Mower is the right partner to help Valley Link shape the
conversation—and build lasting public trust—around this critical infrastructure investment.




Our Strategic Approach

Mower has a purpose-built strategy that ensures effective communications
throughout an energy project’s lifecycle. Reaching and engaging with the
right messages, to the right people, at the right times, in the best ways.

Itis about propagating project-positive information and actions — and
counterforcing project-negative information and action.

Butit’s all in service of limiting delays, preserving reputation and

Getting it built.




Your Communications Manager and Partner

Transformative energy infrastructure proposals require
media and communications programs that speak broadly
about the value a project brings to a region and specifically
to the hopes and concerns of individual communities.

Toachieve this balance, the Valley North project needs a
partner that can:

e Expertly craft and execute a macro and targeted
communications campaigns

e Coordinate and support all communications activities
across the project’s various teams whether they be
marketing, advertising, public relations, permitting,
engineering, legal, regulatory or government affairs.

e Guarantee everyone is speaking with one voice by
ensuring consistency of message and materials,
maximizing effectiveness, and tracking and
responding to challenges.

MOWERIS THAT PARTNER.
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Affinity” Strategic Planning Framework

Toend with truly effective and budget-efficient communications, we must begin with authentically

strategic insights, across audiences and markets. Our Affinity Strategic Planning process ensures this.

Discover
Understand your
audiences,
communities and
local dynamics

—

L_\/

Strategize
Develop core
positioning and
community-specific
messaging

§ &=

Ideate
Develop overarching

creative platformand
localization models

Plan

Determine the ways
we'll connect
and influence.

Execute

Reach, engage and
persuade your
audiences and track
results.

Optimize
Continuously

optimize and adjust to
meet goals.
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One Voice, Many Communities
Crafting the Valley North Message Framework

Reaching communities along the Valley North route means more than pushing out information.
It means earning trust, listening first, and speaking in ways that resonate.

Mower’s approach begins with insight—real research into what people value, fear, and
care about. From there, we develop a unifying campaign platform that becomes the
throughline for every message, every ad, and every interaction.

Quantitative and Qualitative Research inspects the priorities, opinions, and motivations of, as well as
regional differences between, individuals and key opinion leaders across the Valley North project area.
Additionally, we will capture the character of each community examining the issues and how they factor
into the success of this project.
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Thisresearch shapes a trust strategy —not just messaging, but a consistent foundation for every public
interaction. Our messaging will be adaptable to each region but grounded in a shared platform that earns
\ 3 !'.‘,\-‘.\\',‘ confidence and accelerates understanding.
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Discover: Virtual Discovery

Quantitative and qualitative research

O

Discover

On-Boarding:
We begin by gathering what you already know —community makeup, -
current sentiment, and communication efforts. e e S
DiscoVery session: '—ﬁv,n » et lo-lll-v YO i anon of Wty Te ‘W”‘;‘-"-‘l on 1
Tokick off our work together, Mower's in-house Research & Strategy team 0 | O [ [ ——"1
will facilitate a structured, 2-hour virtual discovery session with your core | = ~ = e — —
team and stakeholders. This session will uncover key insights around Rl S
resident mindset, program plan and timeline, and potential messaging— o | R
essential to shaping a smart, aligned communications strategy. o | o =

» Focus on challenges, opportunities, and resident engagement I — T S—

- Address differences between residential and commercial mindsets == : . | e |

- Explore perceptions across the full geography binecishncor SO 2 m N el

- Explore benefits to residents i 5 EExsm NN El o

* Include senior leadership, marketing, and mam = 8 W e ERPe

communication stakeholders S S
: | - o a—
The summarized report will guide the creative brief, messaging, » ’ L be———
communications strategy, and media planning T R T i
b




Discover: Key Opinion Leader Interviews

Laying the Groundwork for Credible, Community-Informed Resident Messaging

Todevelop messaging that truly resonates with residents, it's critical to first understand the
conversations already happening in the community —what people believe, what they question, and what
matters most to them. Key Opinion Leader (KOL) interviews help surface these insights, offering a
valuable lens into how the Valley North project may be perceived and how communications can most
effectively connect with local audiences.

Mower proposes conducting up to 21 one-on-one interviews with trusted community voices—such as
local leaders, nonprofit partners, or other influential residents —across Maryland, Virginia, and West
Virginia. These conversations help clarify local dynamics and allow us to build messaging that reflects
community values and addresses resident concerns with credibility and care.

Mower will work with Valley Link Transmission Company to collaboratively design a discussion guide
that will explore the following topics:
+ Understanding of the Valley North project
* Anticipated community impact of the transmission line itself and the power transmitted
to the end-point
* Benefitstoresidents and the local areas
* Areas of potential opposition
» Talking points and messaging that would be helpful for KOLs to be armed with when
engaging with the community
« Existing resident feedback and engagement on communications
« Current resources and guidelines in place to support communications

Insights from this qualitative research will directly shape messaging strategy, audience segmentation,
and content development—ensuring our approachis informed, intentional,and grounded inthe real
perceptions of the communities we aim to reach.

O

Discover

”” Key Findings — ASAP Branding

Brand consolidation and importance of an
identity reflective of the entire organization is a
wholly supported position.

- Recognition that integrating all of the products and offerings under
a single brand identity is important is shared and supported across
leadership.

« Articulating the brand identity and value the holistic brand brings to
members and customers is critical.

« Leadership wants to ensure that the brand identity reflects the
closeness and community that the ASAP base has established.

‘ Would like to see us have some sort of.

you can say, this is a thing that
everybody knows.

€€ simpiifying our value proposition as
much as we can would be important,
and making sure that we understand
what our core value proposition is and
we don't lose that as we're looking to
broaden our offerings.

€€ e have fo be big while feeling small.

‘ ‘ So it is the place for admins to come
together to learn best practice, to share
ideas, and connect and engage with
each other.

€€ Making sure that they see a personality
behind the admin brand as much as
possible.

ASAP

" Targeting/Customer

organization.

My biggest concern is that we become like
a big association. Can't do it. We have to
stay relevant at niche levels.

Our path to double the business will require us
to get in onto the enterprise side. And is that

leveraging fraining, is that leveraging an HR
buyer? Is that an EAwho has a team or a chief
of staff who has a team?

There is recognition that enterprise will play a big role in the targeted growth for the organization, but there is still a lot
unknown about those audiences. Ensuring that ASAP maintains a small, personal feel is also important to the

We are doing a horrendous job
cracking financial services and
professional services. The amount

services

of admins in those two areas is
overwhelming and we barely crack
Alot of our conversion from ASAP to APC it. We don't touch professional
becoming an attendee starts with a webinar.

Who are the people who aren't coming to us? What are
they looking for? What are they asking for? Is it about growth
in their career? Is it about technical skillsets? Is it about their
own company provides training and so there's not much

they're ever going to do to come to us?

The job of sales is to get me more
enterprise and this corporate learing
play, I think, is where we start to crack it.
And that takes time. And who is the
person? We still don’t know. Am | going
to HR? Am | going to the training
department? Is it of a certain size
company will do this? Is it the executive?

ASAP

10



Discover: Quantitative Survey of Residents

Quantitative and qualitative research

Tounderstand the awareness and perspectives of residents along the

Valley North project, a quantitative survey can be used to assess
awareness of the project, knowledge of the benefits and project
stages, and any objections or concerns. These learnings will help to
drive messaging and communication strategies. 400 residents, with
representation among all project geographies will be recruited froma
panel partner with a mix of online and telephone interviewing. A 10-12-
minute survey will be designed in conjunction with Valley Link
Transmission Company to explore:

« Existing awareness and perceptions of the Valley North project
* Reactionsto the project for those unaware

+ Understanding of the intent and benefits of the project for power
transmission and for local communities

+ Assessing opposition and concerns with the project or
transmission line

« Gathering preferences for communication channels and sources
of information about the project and in the community

* Evaluating levels of involvement in community issues

* Perceptions of renewable energy and current power reliability

Mower will produce a PowerPoint report summarizing the results of all
survey questions and including key findings and recommendations.
Results will be used as input into the creative platform,
communications, and media strategies.

" Quality and durability remain most important.

Product Durability 87% Product Quality
Product Quality 87% Product Durability
Range of Sizes 83% Product Fit

Decision-makers are most likely to switch providers for

(46%), and switch brands due to (36%) and

85%

84%

84%

(46%) and

(35%).

O

Discover

"” Company re-brand has fallen significantly as a primary
trigger for adopting or changing uniform policy.
2024 2023
Growth of the business 19% 17%
A

13% 14

Just standard 13% 13
Are-brand (new name, logo, lookistyle) 12%Y 23%
For employee retention or recruitment ™ %
Employee request 6% 5%

Exploration of competitive price 6% NIA
Personal preference 5% 5%

To address employee challenges Il 4% 4%

y Geae Mmower
nr 3 3
Key Findings - Awareness
% Awz
* When prompted unaided, 27% list Cintas as a top-of-mind uniform
Dickies 98% 99% 98%
L.LBe 92% 93% 94
Cint: 91% 92% 90%
*  When aided, 91% have heard of Carhartt Company Gear, falling
Aramar K (now Vestis) ) 879 90% 89%
below Dickies (98%) and L.L. Bean (92%), and on par with Cintas
75% 78%A 67%
73% 7% 73%
68% T2%A 62%
60% 64% A 57%
heard of them but did not know they offered uniforms. 60%VY T1%A 58%

nr Likelihood to recommend Carhartt brand for uniforms is
up in 2024.

Likelihood to recommend 78%A S1%A 76%4A 80%
(%very/extremely)
Considered switching brand in last 12 months 67% 71%a 64% 70%
(% Yos)
Likely to switch brands in next 12 months 67% 67% 1% 67%
(% atloast somewnat ikely)
e Mower

1




Discover: Assessing Community Character

O

Discover

Mower will provide an overview of the project area, key Mowsr Communty Asse “
stakeholders, issues the community has faced and is facing, and Dighton,
other information relevant to the team'’s efforts. Massachusetts

Through these assessments the Valley North team willhave a full rr Results Dashboard

understanding of each community and have reliable intel to feel o Supportor st  rpton o
. . . . . . “ommunity Development enewable Development attery Energy Storage Development]

confident they are delivering the right message, at the right time. 0% o 1159% / 45%
TR I

This thoroughly researched tool will further inform project plans, declopment oy

tactics, messaging and materials.
9ng 55% 41%

Somewhat/fully support the development Somewhat/very much support battery

H H f renewable energy, in their community | energy storage system projects, in their
Topics coveredinclude: ‘ R
36% oppose 27% oppose
"7 Key Stakeholders: Local Leaders o% neutual gasé neutsal
e | ANOWET
© PrOJeCt OVerVIeW © Medla Landscape Stormwater Committee (Cont'd): Dighton-Rehoboth Regional School District:

 Background « State and regional
« Community Profile energy awareness :
- Key Stakeholders and * Potential issues and | Eeeeeew

Bill Rune|
+ Backgre
-red "7 Community Profile

nnnnn

Organizations opportunities a et 10_’500 ‘\‘ —
- Local Government * Social media mapping H §am000
Assessment * Environmental Justice — S Pl

American Indian: 1.00%

168,000 acres

LOGO Mower
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SAMPLE FINDINGS

Discover: Assessing Community Character

JEFFERSON COUNTY, WV

Here's a sample of the kind or community assessment you can expect from our team. This
sample from Jefferson County, WV shows how we gather and distill political, social, and
economic insights to uncover opportunities to guide smart, community-focused outreach.

New

Berkeley,

reﬁeld -

>
A
/
Y/

es Town

1,
OP g
»
LEY
§ C
@ Romney 1\3\19‘50\'
. ¢

e
@ . p .
W, , \/ Racial Makeup (2019-2023):
SON Asian some
" * Other
Franklin
/ZR ¢ 145%  Race:  TwoorMore
/ 190%  Races:897%

Native Hawaiian
» and Other Pacific
Islander: 0.01%

American Indianand
Alaska Native: 0.23%

Lewisbu.rg A
E Black or African
American: 5.32%

White: 82.11%

Union \/
€]

/ 7
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REGIONAL EXAMPLE: JEFFERSON COUNTY, WEST VIRGINIA

Background: Jefferson County is home to approximately 58,000 people
with one of the fastest growth rates for any county in West Virginia. Due to
its proximity to Washington D.C itis considered to be part of the
metropolitan area. Over the past decade Republican sentiment has
steadily increased and solidified Republican success in the county.
Although growth has been steady, Jefferson County at its roots is still
driven predominantly by agriculture. The county ranks secondin
agriculturally productive land in West Virigina. That productive land is home
to over 600 farms (96% family owned) contributing to an agricultural
output of $28 million.

OTHER GEOGRAPHIC INFORMATION:
Median Household Income (2019-2023): $95,523



SAMPLE FINDINGS

Discover: :
er: Assessing Community Charact
FROM JEFFERSON COUNTY, WV er

GIONALEXA PLE: JEFFERSONCO TY,WESTVlRGlNlA

Key Stakeholders &Local Coordination: A d d o _ o
The County Conmmission represents the five districts of the county. The current Presidentof the lt lO na l ly th e C
commission, pasha Majdi, was electedto represent Harpers Ferry District. That particular district b O u nty

L]
runs fromthe southeast corner of the county up o the Woodpecker Woods Wildiife Sanctuary- COm m l S S iO n h
as opposed

Notably, the Appalachian Trail Runs alongside the porder of the county district.

International, the American Council foran Energy-Efficient Economy,and the US.Senate
Committee on Energy and Natural Resources. Majdi previously servedonthe Vienna, VA Town

Witha packgroundin federalenergy and environmental policy,he hasheldroles at Conservation new h i g h
-voltage
[ J
Council from 201410 2020. He describes himselfasa “freedom-loving conservative t r anS m l S S i O n l i n e S

conservationist“ and advocates for controlled development, increased fourism, and transparency in int Pasha Maj di
local governance. end e d tO sery d

Serving alongside commissioner Majdiare commissioners Mike Mood (Vice President), Cara Keys, e a t a W Conserh

Jack Hefestay and Steve Stolipher. Together they have prioritized managing growth through C en te 'ﬂS i n V' o o R V e

infrastructure expansion and oversight of energy projects, including efforts by Commissioner Cara lr gln la C l ti n

Keysto regulate solar development.In 2025, they approveda $16 million pbond for new govemment s g Open Letter to the FIx T

CAMPAIGN
POSTS

New Blll Seeks to

Planning nedred

puildings and began revising impact feestoaddress rising development demands. Concer nS t hat Je ﬁer S On Jefferson County

Local Development Challenges:

C C 1991 s March 21, 2025
Developersin Jefferson County, West Virginia, have encountered significant opposition fromboth O un ty WO u l d bea r th e 01)(1))?)1;311:):22 ;E = sess

residentsand county officials across various sectors, including energy. industrial, and infrastructure i n f Mountain P i
projects. | ras tru C b d i ure e
| ture burden e

Inthe energy sector, large-scale solar projects suchasWild Hill, Blake, and Ripponhave facedlegal ‘

[ ] h °
challenges and public resistance. Residents expressed concerns over land use and environmental \‘ wlt O u t d lrect b e n e ﬁ tS o eferson County lanning Commision il
[ ]

impacts, leading tolawsuits against the county's zoning decisions. The County Commission also \ Conceming Mountan Pure Water Boting Concept o
|

Atonger

Plan, Ma
n, Matter 24-6:SP Pl

rejectedatax abatement request for the Wild Hil project after overwhelming public opposition \‘ Loies and Gentemen; - kapm
during atown hall meeting. \ Conmonto Yt gm0 g et feve i
| Middieway, West Virgini vm;:f:::'["“' s Tt
Industrial developments have similarly met with resistance. The proposed Mountain Pure water \ ;;’,;"g&;:nofw:m..mlm:ﬂ’ s
pottiing facility in Middleway was ynanimously rejected by the Planning Commission following ‘\‘ ¢ aractont ook ke B
extensive public outcry over potential environmental and traffic impacts. | i s e i d
essential for the well- Augus 25,2024

| «21pm




SAMPLE FINDINGS

Criticality of Community Insights

Jefferson County, as one example, deserves special attention as opposition to infrastructure projects are likely to
start online, be active and be well organized. This county’s residents report being more likely to share their thoughts
onling, sign a petition, attend a public meeting and prioritize natural resource preservation.

. ] Charleston-Huntington
Counties State DMA Substation BASELINE: Online Adult Population
Putnam WV Charleston-Huntington Amos
Kanawha WV Charleston-Huntington Clarksburg
Roane WV Charleston-Huntington BASELINE: Online Adult Population
Calhoun WV Charleston-Huntington
Braxton WV Charleston-Huntington Washington, DC
Lewis wv Clarksburg BASELINE: Online Adult Population
Upshur WV Clarksburg
Barbour wv Clarksburg / &, SOCIAL ISSUE ENGAGEMENT I 105 » » >
Preston WV Pittsburgh* @ Share Thoughts Online B
Tucker WV Clarksburg I 175 4% 4%  22%
Gran W Wash!ngton, be . m. SOCIAL ISSUE ENGAGEMENT — i » » \
Hardy WV Washington, DC Welton Spring counties With @ Sien 2 Batiden I o5
Hampshire ~ WV Washington, DC . I 23 14%  15%  28%
Frederick VA Washington, DC reS|dentS mOSt ’
Clarke VA Washington, DC Iikely to mobilize &,  SOCIAL ISSUE ENGAGEMENT I 2]2 R ' N
Jefferson WV Washington, DC . - @ Attend Public Meetings I
Loudon VA Washington, DC in OppOSltlon — 172 5% il 9%
Frederick MD Washington, DC Rocky Point .
e  SOCIETAL/CHARITABLE ISSUES I 2 i r L 4 LY
Natural Resource I S50 :
*Line cuts through southeast corner of county at Clarksburg DMA border \ Preservation — 138 6% 7% 19%




Leverage Insights:
Communications Plattorm & Core Messaging

Building a purpose-driven communications strategy

Effective campaigns for large-scale, often sensitive energy infrastructure projects require two essential
components:

1. A clear project purpose and unifying narrative

* While the public may not rally behind transmission lines themselves, they do support what they enable —more
reliable service, economic growth, and cleaner energy.

A strong communications platform must clearly express this purpose, showing how the project benefits
communities and earns their trust beyond just the infrastructure itself.

2. Localized messaging that reflects community values
« Different portions of the project area will care about different things. Some areas will prioritize job creation and
tax payments. Others will care deeply about minimizing viewshed impacts. And others place landowner rights
above all else.

 Understanding these priorities and demonstrating how the Valley North transmission line aligns with these
values shows respect for the communities we pass through and helps build support for this needed project.

When these two factors come together in a thoughtful communication strategy, projects move forward with
greater stakeholder understanding, trust and momentum.

07

Strategize

16



Set: Elfective Communications Strategy

Developing smart, purpose-built communications plans
for both planned moments and real-time response

1. Proactive Communications Strategy
Planned and scheduled commmunications designed to
build positive awareness, drive engagement, or
encourage action—anchored in known moments,
campaigns, or initiatives.

2. Ready-Reactive (contingency) Plans
Pre-developed assets and messaging frameworks
deployed instantly to respond to emerging issues—
shaping perception or behavior in the moment when
speed and clarity are critical.

07

Strategize
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Build: Proactive Outreach Plans

Informing the Public with a Focus on Project Purpose and Long-Term Gains

04

A strategic, multi-channel campaign model designed to educate and inform on benefits and positive impacts.

This model is designed to support public understanding and build trust in communities located along the transmission line route. These targeted
campaigns are timed to precede and coincide with visible project actions (like open houses or field work). These campaigns do not promote events or
participation, but rather to condition the communities, reducing confusion or concermn.

Key Elements of the Approach:

* Localized, Multi-Channel Flights— Campaigns run across paid, earned, and owned media to meet residents where they are—online, in
print, and in their neighborhoods.

- Strategically Timed to Align with Project Events —Each outreach campaign is structured as a focused, three-month effort that brackets
key moments of public visibility — like open houses, emergence of new opposition, field work or municipal meetings.

Focus on Education and Benefits, Not Events Themselves

QOutreachis designed to inform residents about the purpose and value of the transmission project — highlighting benefits such as improved reliability,
long-term grid resilience, and local investment.

» Messaging reinforces the project’s relevance to the community, address likely questions or concerns, and builds understanding.
Locally Tailored, Regionally Aligned
» Messaging reflects the values, concerns and voices of each community, while remaining grounded in a unified project narrative.

18



Build: Integrated Communications Assets

Tailored, Multi-Channel Campaign Development to Support Public Understanding and Stakeholder Confidence

Each campaign’s specific deliverables will be guided by
the integrated strategy and communications roadmap
developed for the Valley North project. Messaging and
assets will be regionally customized to resonate with
communities across West Virginia, Virginia, and Maryland

—while supporting overarching project objectives like
education, transparency, and trust building.

Our approach emphasizes:

* Prioritization of deliverables based on audience impact,
urgency, and available resources.

* Regional relevance- crafted to reflect sensitivities and
community dynamics.

* Integration across public affairs, digital media, and
community engagement.

7 Sample Campaign Visualizer

Social & Google
(Organic/Paid)

m Google  @3Youlube

Employee Engagement
« Video
 Intranet

Trade/Site Direct
Advertising, Sponsored
Content (Paid)

« Viva Engage
« Town Halls

» Newsletters/Emails

Programmatic
Digital Ads GE Aerospace Research
(Paid) Landing Page(s)

Trade Shows

Sales
Presentations

Email(s)
(CRM and/or Paid)

Webinars
(Company-
delivered and/or

Paid/sponsored)

Recruitment
Efforts

Content Syndication / Public
White Papers Relations
(Paid)

THE NEW ENGLAND CLEAN POWER LINK

The innovative buried
line that’s ready to
bring clean energy to
Masschusetts.

TDI New E n;.,l.md

The most powerful project you'll never see.

19




Build: Project-Wide Communications Assets

03

Delivering a full spectrum of communication tools to inform, engage, Create
and empower across every phase of the project.

. Organic social posts (Proactive/ « Project digital, print and social ads

reactive response copy) . Project progress press releases
. Longvideo . Factsheets
. Shortvideo
- Q&A Document =

- Myths vsfacts e e
. Website copy e A | e GG

. Talk scripts and talking points T sl d‘ 5 S

20



Build: Region-Specitic Communications Assets

Building regionally attuned assets to maximize local engagement

« Short videos (10 region-specific versions)

. Regional message focused factsheets

. Regional message focused website copy

. Local talk scripts and talking points

. Regional message focused digital, print and social ads
. Regional progress press releases

. Organic social posts (Proactive / reactive response copy)

(’\/’

Create

21



Plan: Public Relations

Building the blueprint for strategic story placements

With pre-approved positioning and messaging in place, we now shift focus to identifying where and
how those messages can earn maximum visibility through earned media opportunities.

Media Mapping

* Track and share media trends to identify risks and opportunities that
could influence project success.

Emm\l\i‘.
P

OUR VIEW: Hartland's solar ‘foc

county .
arles hopeful sign o O P 152

st. Ch gen Hu

Chosen fof Hydro

207310002™

« Develop atwo-tiered media list: one focused on broader statewide outlets (West
Virginia, Maryland, Virginia) to shape the overarching narrative, and another
targeting hyperlocal journalists inimpacted communities. Two tiers deliver two
essential outcomes—broad visibility and authentic community engagement.

ED
plished Tuesday,!anua Yy
pul

R —

Material Creation

* Early crafting of media narratives, including but not limited to, earned media pitches,
press releases, thought leadership posts, op-eds, editorials. With materials in hand,
we can focus on pitching and placement when the timing matters most.

Editorial Calendar Development | b

« Build an outreach plan around permitting milestones and schedule pitch cycles
proximate to open houses. Broader statewide stories, ahead of open house
opportunities, can help inform and influence hyper local media coverage.

GRIEFISS INTL
638 0%

NEWE || #reoasal woiith s 610 ALSES OF SOLAM FLNELE Y0 DOMTLARG EOUITY.

I

aVATREH AT PH WEDNESTIAY LINTIL k00 P4 THURSDAY FOR: ONONDAGA, MADISON, CO?\”L»\.ND. 1
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Build: Ready-Reactive (Contingency) Plans

Ready forresistance. Beforeit starts

We won'tjust predict potential opposition or which issues may arise
that could derail the project or messaging, we will prepare in advance
to meet it with compelling, purpose-driven materials and tactics.

Using information from key opinion leaders, our quantitative survey of
residents, and insights gathered from our comprehensive community

assessments, we will produce a suite of materials specially designed to
mitigate risks, minimize delays and safeguard project timelines.

Resistance and unforeseen events willemerge, and with Mower as
your partner you won't scramble to react, you will move decisively and
deliberately with a plan and assets already in place.

23




Likely Required Ready-Reactive Plans

Responding when opposition becomes organized

Opposition to infrastructure projects can arise from a range of sources —environmental, political, cultural,and or community-
based concerns. When these interests align and become organized, they can significantly delay or derail project timelines.

Maintaining natural habitats Diverse political terrain Land use/restrictions

tem (i . I
andeco systems Elected official churn at all levels Visual and aesthetic impacts

Protected national parks, nature

reserves, wildlife refuges Energy policy conflicts Health and safety concerns
EJissles and conearm s Value perception split Lack of transparency
lacking public involvement Perceived lack of local benefit
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Build: Ready-Reactive Communication Assets

Preparing issue-specific tools in advance to enable fast, confident response when it matters most.

Contingency action plan

Holding statements and
holding press releases

Short video
Issue-specific factsheets

Issue-specific talking points

Dark webpage

Pre-drafted banner ads and
social ads

Draft digital ad campaign

Draft Op-eds and draft letters
to the editor

03

Create
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Plan: Organic Social Strategy That Scales with Conlidence 04

Mower will deliver an organic social program that is intentional, locally relevant,
and aligned with Valley North’'s overall communications strategy

Strategic Social Playbook

We will build foundational organic strategy that
guides all platform activity tone, cadence,
buckets, and stakeholder alignment.

Platform-Specific Calendars

Monthly content calendars tailored to each
platform and region, featuring educational and
project-readiness content rootedin local
insights and best practices.

Internal Engagement Toolkit ——

Equip employees and local ambassadors with guidance
and easy-to-share content to amplify messaging and

increase credibility in the communities they serve. We will benchmark peer utilities and adjacent
infrastructure efforts to identify content
Performance R ep ortin g opportunities and engagement gaps.

Regular reporting on follower growth, engagement,
sentiment trends, and top-performing messages.

——— Competitive Social Audit

Disciplined organic storytelling ensures consistent public visibility, stakeholder
reassurance, and message control, even between paid moments.




Plan: Social and Earned Media Listening

Toensure strategic messaging and digital engagement are rooted in the realities of each
region, we will deploy social listening to capture authentic community sentiment in real time.

Detect Early Signals: Track online conversations to identify concerns,
misperceptions, or needs before they surface in meetings or public forums.

Map Issues to Geographies: Understand how key topics vary inrelevance
and intensity across West Virginia, Virginia,and Maryland.

Strengthen Community Assessments: Integrate real-time sentiment into
stakeholder maps and readiness plans to reflect lived experience.

Build Trust Through Responsiveness: Social listening equips our teams to
proactively address fears and correct misinformation before it spreads.

In regions like Jefferson County, where opposition is vocal and organized, hearing
the digital dialogue is not optional. Its essential to informed and credible outreach.

04
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Execute: Social and Earned Media Listening

05

Execute

Our social listening deployment will provide real-time, actionable insights to enhance
both proactive communication strategies and responsive readiness frameworks.

Platform & Channel Mapping: Monitor digital spaces that matter most to our
audiences, from Facebook and local news comment sections to Linkedinand
regional Reddit threads.

Topic & Sentiment Analysis: Quantify tone and attention around key project
across phases.

Regional Signal Dashboard: Deliver briefings and spike alerts, tailored by
geography and stakeholder type, to inform public affairs and media responses.

Inform Messaging & Response Assets: Feed insights into proactive
campaigns and ready-reactive playbooks, ensuring messages are timely,
targeted, and rooted in real community conversation.

By integrating social listening into our communications core, Valley North will stay
ahead of opposition and aligned with community expectations.




Analysis

1. Review performance
business situation and

goals.

2. Review target segments,
budget, insights and
research.

3. Review creative platform
and brand architecture.

4. Define campaign
objectives: awareness,

lead generation, branding

and impressions, etc.

Execute: Media Planning and Buying

As we move toward campaign(s) execution, a rigorous process for planning and
buying/negotiating media ensures efficient spend and effective results.

Strategy

1. Define key media
success criteria.

2. Define target channels
and media mix.

3. Define creative approach.

4. Define investment
strategy.

5. Define performance
measurement approach.

6. Integrate platform
and other channel
considerations.

Planning

1. Define media usage by
target and identify touch
points.

2. Coordinate and align
creative messaging.

3. Define targeting/
behavioral/geography/
timing/seasonality
approach.

4. Define tagging and
metrics collection
requirements.

Buying &
Deployment

1. Issue RFPs, negotiate
buys and value adds.

2. Configure campaign
management system and
purchase media.

3. Conduct testingand
QA reviews.

4. Coordinate production
and launch.

05

Execute

Analysis &
Optimization

1. Monitor campaign
delivery.

2. Review and assess
performance metrics and
conversion trends.

3. Define strategy
enhancements/shifts.

4. Reconfigure campaign.

5. Measure post-campaign
results.
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Execute: Proactive & Reactive Paid Media Campaigns

05

Execute

Proactive Approach: Amplify Awareness Through Timely Engagement

Toalign with the visibility of the 18 scheduled Open Houses, we propose a focused 3-month Proactive Paid Channels &
paid media campaign micro-targeting the geographic areas surrounding each event, with 8°8
amplification among the residents most impacted. This approach is designed to: > Q n @ ‘
1 1 1 .
* Build Understanding by delivering project context and benefits at a time when o1V Digital Video siilih Paid Social
community conversation and public interest are naturally elevated.
* Drive Engagement by leveraging media placements that highlight specific benefits D ’—| @—:“ H ==
tailored to audience interests and directing residents to project website for more in-depth 3= =o ]
information. Digital Display Native Prect M Print

Reactive Approach: Address Challenges with Agility

A portion of the media budget will be reserved to address emerging concerns and public Reactive Paid Channels

resistance. This flexible strategy enables rapid deployment of targeted messaging inregions > Q 8%8
showing heightened scrutiny or organized opposition. . = MG
. . . . . . . . . Paid
* Localized Messaging will focus on reinforcing project benefits and addressing specific CTV Digital Video Seglrch Paid Social
community concerns. ~_
* Tailored Media Mix based on area-specific dynamics, audience profiles, and intensity of @ o= $ _E;,|[I’§ D
opposition. Radio & l '
Digital Audio Native Digital Display
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Execute: Public Relations

From plan to placement. Turning strategic preparation into compelling earned media coverage 95
xecute

Media Mapping in Action Material Deployment/Editorial
« Activate outreach to Tier 1 (statewide) media Calendar Activation
ahead of major permitting announcements. « Launch Tier 1 outlet pitch cycles tied to broad
* Begintargeted outreach to Tier 2 (hyperlocal) milestones and Tier 2 outlets timed to open houses.

reporters 4-6 weeks prior to community events. « Pair thought leadership content, op-eds and

* Arrange editorial board meetings with editorials with appropriate outlets.

hyperlocal outlets. » Ready resources to guide accurate benefit-focused

* Monitor media coverage in real-time to identify reporting.

coverage gaps and pivotas needed. * Create real-time responsiveness model for media

inquiries to strengthen relationships and drive
favorable media coverage.
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Constantly Monitor, Measure & Optimize

06

Optimize
Mower will maintain a dashboard to assess
. . Mower
progress, identify needs and alert the team to
emerging risks and issues. The dashboard will
incorporate dataand intel from: & o Sevelcpmentmsetormationin oo Veics vt ctosiocalF ook pages oD
, . . . . « byth blication of project mi ing on Liberty’'s new website,
. Mower's suite of digital tools that will monitor R
. . . rdination of in-person Office Hours to assuage residents’ concerns, and
eamed medla Coverage a|Oﬂg W|th « the devel_?;)ment t())faproject FAQ handout for distribution among landowners and
conversations and sentiment across social '
platforms.
. Feedback from Community Relations and
Government Affairs related to meetings and p—
interactions with stakeholders.
. Engineering and project team updates including B = - S
regulatory and permitting developments. i T :




Optimize: Reporting & Analytics

06

Precision reporting builds trust and supports accountability Optimize

We'llbuild a customized reporting framework that tracks how
communications support the Valley North project at every phase— r—— .
from awareness to engagement. =

. - TOPLINE PERFORMANCE
Clear Insights, Trusted Decisions. =~ """ o1 0

Every tactic will be tagged and tracked to measure performance by L e
channel, region, and audience. This ensures transparency with

regulators and stakeholders while helping refine strategy inreal time. - 7 ,,, e = -
Smart Tools. Smarter Strategy. e 3 & . = Y
We'llleverage top platforms like Salesforce Datorama, Tableau, T ” e
Google Analytics, and CM360 to provide: » BRI

* Real-time dashboards

* Cross-channel performance insights I

* Engagement tracking over time = e = - = —
Our reporting doesn't just show results — it guides next steps
to keep your project moving forward.

MUCK Google & Google . Google Gooale e

@ Qgglt;/iics I) RACK g datorama '. Analytics - Data Studio 0 Campaign Manager 360 ‘ Tag Manager Search Cognsole +a -ll)-+|+e au
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Reporting: Finding the Actionable 06

Optimize

Delivering Insights and Actions: Reporting is more than just numbers; it's about actionable insights. We provide clear, strategic
recommendations based on the data to help you refine your campaigns, enhance ROl and make informed decisions for future initiatives.

”” REDACTED: Google Responsive Display ton
July 1, 2024 - November 30, 2024
77 Market Summary: REDACTED X &
IMPRESSIONS CLICKS Click Through Rate
6,567,538 87,150 1.33%
9 @
Site Visits SPEND COST PER CLICK
72711 $11,591.11 $0.13
1 2 y 8 8 5 y 5 8 0 1 5 5 3 2 7 8 1 0 4 3 8 62 r"gglcij:téTR and CPC remained flat MoM. Site visits improved from October's 35,580 to 37,131 in November. h: - 1

IMPRESSIONS

CLICKS

SITE VISITS

* Mower optimized to serve more impressions to the top engaged audience segments which include health,

fitness buffs, family focused, and healthcare education.

$39,105.36 $3.03 $0.25 77 REDACTED: Native B
INVESTMENT CPM COST PER CLICK :
. s
% )
IMPRESSIONS CLICKS CTR
224,717 415 18%
&) 2 @
SITE VISITS SPEND COST PER CLICK
378 $1,768.04 $3.56
Highlights
+ Flight Dates: 10/30/24 — 11/30/24
+ Initial campaign performance is above benchmark and should improve next reporting period with optimizations
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Proof It Works: Select Cases




Building Understanding and Generating
Local Support for a Multi-state Transmission Project

m
mﬂ
%

Transmission

Developers Inc.

TDl s a clean energy infrastructure developer specializing in advance transmission

solutions, particularly high-voltage direct current (HVDC) cable systems.




Transmission Developers Inc.

Grassroots strategy for high-voltage success

Champlain Hudson Power Express & New England Clean Power Link s
Transmission Developers Inc. (TDI) is a small company with a big idea—to bring low-cost, clean power AT

produced in northern Canada to places where itis needed most. s TUHE E v e
Mower has been working with TDI since the project’s inception to make this vision a reality. Their bigideais a P ) | SICNIFICANT ECONOMIC BENEFITS
339-mile underwater and underground power transmission line called the Champlain Hudson Power EAR 3 : %
Express. The line will bring 1,250 MW of clean, low-cost hydro and wind energy into the New York market. ALY R J foox odEEV
Mower also supports TDI's project in Vermont, the New England Clean Power Link. This line is designed to [__"f 1% . om

bring power into the New England market.

These innovative projects are at the forefront of America’s “smart grid” revolution.

Siting Power Lines of Any Kind is No Easy Matter

Environmental concerns abound. Landowners worry about real estate prices. Local residents are often
scared about the destruction of viewsheds.

Large-scale projects like the Champlain Hudson Power Express and New England Clean Power Link
consistently fail when developers avoid engaging stakeholders.

InNew York, Mower and TDI crafted along-term strategy that began with nearly 18 months of behind-the- - St e e e
scenes meetings before a public announcement of the project was ever made. Mower’s public affairs T s B s s i v s P Kb £ 20
professionals worked with the development team to craft a stakeholder outreach program thatledto a

positive reception upon announcement. Mower and TDI took a similar approach with the New England
Clean Power Link.

Pl Biockstone [T, NYPA Reference

017-6164MH

37



Transmission Developers Inc.

Grassroots strategy for high-voltage success

For both the Champlain Hudson Power Express and the New England
Clean Power Link, Mower handled the public announcement and all
subseguent media releases, which have garnered national attention.
Mower also organized, ran and publicized meetings to inform the
public about the benefits of the projects and build support.

As a comprehensive communications agency, Mower tapped into its
digital expertise to build two separate websites for the projects, which
are used to keep the public apprised of progress.

While other projects have met with fierce opposition, public outcry and
rallies to stop progress, the New England Clean Power Link and
Champlain Hudson Power Express are widely embraced. The projects
have been featured in multiple articles and have received support from
Vermont and New York’s environmental communities.

The Champlain Hudson Power Express is under construction
and expected to be fully operational in spring of 2026, delivering

1,250 MW of low-cost renewable power directly into the New
York Metro area.
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Transmission Developers Inc.

Building grassroots support through compelling visual storytelling

As part of our work for Transmission Developers, Inc, Mower developed a suite of videos designed to build public
understanding, generate local support, and highlight the project’s regional value. From high-level explainers to targeted
regional pieces, each video was tailored to resonate with key audiences — helping simplify complex information and build trust.

New England Clean Power Link Video: “Good Neighbors” Champlain Hudson Power Express Video: “Benefits You Can See’

A Powerful Energy Pa ip for Massachusetts

Watch video Watch video
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https://vimeo.com/226215719
https://vimeo.com/223696952/daa3d1beb8

Transmission Developers Inc.

e

THE NEW ENGLAND CLEAN POWER LINK Cham plain Hudson CHAMPLAIN HUDSON POWER EXPRESS Ao S a—

READY TO DELIVER Povo.ler Express announces WE HEARD Pt
GOOD, CLEAN, Notice of Open Solicitation. RockLAND

L AFFORDABLE POWER
RELIABLE. CLEAN. POWER. ' TO MASSACHUSETTS Learn More

See how wete reach New Yorkinto the future

W s schools
soe denefils?
DEFINITELY.

—_—
—

QUESTIONS.

Tran5m|SSIOn NOW SEE HOW WE PUT a

B I YOUR IDEAS INTO ACTION. A’ MY 1
' ciorgod m S Comprised of two five-inch buried ANSWERS.

transmission lines, the Champlain Hudson

TDI New England

Power Express is poised to deliver clean

NOTICE OF OPEN SOLICITATION: o
TRANSMISSION CAPACITY ON THE 1,000 MW Wi i s irodied e i
CHAM PLAIN H UDSON POWER EXPRESS residents of North Rockland County

raised questions about its permitted route

THE NEW ENGLAND CLEAN POWER LINK

The most powerful project you'll never see.

Developed in anticipation of New York states lransition from fossil fuel o clean energy, the fully
press® transmission line s readly to power New Yorkers into.
Andjust in time, 100, Climate
Leadership and Community Protection Act (CLCPA) requires that New York be powered by 70
The CHPE s b P

: The innovative
buried line that's
ready to bring
clean energy to
Masschusetts.

between Stony Point and Clarkstown.

These questions involved the line's potential

CHPE, LLC announces the cemmencement of an open sal
Chamgtain Hudson HPEL 31,000 MW,

transmission e that will deliver

impact on homes, recreation fields, and the
historic battlefield and Revolutionary
War Cemetery in Stony Point

Expras

Corporation (dibia TDI, 8 Blackstone per

PROJECT DESCRIPTION. CHPE is 20 app

JOIN US FOR AN INFORMATIONAL MEETING

Well, we heard your questions, and want
to show how we're putting your ideas into

action. We are preparing an improved

950
the development ph.

in 2025. CHPE. L

e consiructon phave i erty 202, and thet theine wil g chinarchl it route that will travel underground for

¥ of 1,250 MW seven miles along 9W and result in many

plering the faasioiity of expanding CHPE by 250 MW,

OPEN SOLICITATION PROCESS. Corsistert wil

e recuirements of the Federal Energy Regulatory Comeission benefits to Rockland County, including
roadway improvements and significant

new local tax revenue.

To learn more about the benefits

of this innovative project, visit om e o
chpexpress.com/rockland.php, or email
- . . 1] evel of JenniferWhitef@transmissiondevelopers.com . o te
. I'DI New England sted Longth o term 4 imanco 0 West Bvaad Street. "
development status of en ;
The CHPE is a dependable, always-on Postions NY as the nation' leader inthe Willsave New York homes and businesses New York public policies _
supply of clean energy for New Yorkers from fight against tioning 30 years through wholesale ¢ lovorable rates, terms, and conditios N— Mlareh b
existing renewable energy sources. Fully auay from olland gas. Bl ‘ot consider negotisting with ary party that dos not express interest in t (east 50 MW of capacity. Aft # Jurve Farwp £ -
permitted and expected to be fully fossil fuel generation with an equally reliable funding for 73 municipalities and 59 school 1 the Exp " CHPE dentiy a pi b h whem I tiate agre teel ~
review of the Expr nterest, CHPE, L entiy a party or parties with wher 1o negoliate agre
project ensures that generations of New as 85-00% of the povwer produced undenvay i New York,this willbe the 4 Vechnicsl feesibility of increasing the copacity of CHPE. I increasing the transmission line's capacity
‘communities up and down the line. as well carbon-emitting sources. including hydropower, wind and solar, in " 2
as labor and environmental groups Buried Neww York state history, One of the argest Any chenges to the proje s5 o the open solcitstion process wil be posted (o the
line ensures reliable power delivery in Carhon fediiction of 39M melric fons inits infrastructure investments in NY history. open soicAstion we arding the open sekitation proce
extreme weather. fstfullyeer of operation Creates more than 1400 good-paying. to The Bratle Group [chp-<i5 it ). Questions regarding the project should Transmission
family-sustaining jobs across New York State e directed to Jozh Bagnata (soh bagratodtra e ol .
Buried transmission line greatly reduces with a commitment to utilizing union labor, Transmission -
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generating more than $400 millon in wages
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Turning Infrastructure into Inspiration,
Shifting Perceptions to Power a Greener Britain

nationalgrid

National Grid is a leading energy transmission and distribution company operating

both the UK and US, committed to accelerating the transition to a clear, fairand
affordable energy future through critical infrastructure and innovation.




National Grid UK: The Great Grid Upgrade

Challenge:

National Grid was delivering the UK's largest electricity grid
upgrade, but public resistance to visible infrastructure like
pylons and substations was growing. Support for clean energy
existed, but not for the projects needed to make it real.

Our Approach:

We helped reframe the story —moving from technical details to
human impact. Instead of talking about cables and substations,
we connected the upgrade to everyday comforts: hot showers,
home-cooked meals, and greener living.

Insight:
People don't rally behind infrastructure. But they do support

what it makes possible. - |

hat’sl a jwindy
‘E’:\y jgot to do

secret recipe g?

nationalgrid

pationalgrid




National Grid UK: The Great Grid Upgrade

Solution:

To win public support, we helped shift the narrative from “infrastructure
disruption” to “everyday benefit.” The strategy focused on making the grid
upgrade feel personal, linking it to familiar moments like hot showers,
home cooking, and morning tea.

Creative Approach:

Built on a platform that turned technical upgrades into relatable stories, we
showed how the grid powers the comforts of dalily life, making clean
energy real and relevant.

Our Role:

Mower designed a media strategy to drive both scale and

understanding—combining:

« High-impact placements (OOH, press, video)

- Smartdigital targeting

 Creative matched to media behavior for maximum dwell time and
engagement

We optimized the plan at every stage—pre, mid, and post—to ensure
relevance and results. The campaign helped reposition National Grid as
not just a utility, but a clean energy leader shaping a better future.

joringing

i

homemade}ene‘ry '

to |home cooking

Visit nationalgrid.com

-

nationalgrid
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National Grid UK: The Great Grid Upgrade

Results:

We used smart strategy and relatable
creative to make clean energy feelrealand it
worked. The campaign showed up
everywhere people were onling, on their
commute, in print, and even while scrolling at
night. Our targeted media plan didn't just
deliverimpressions, it made areal
connection. It helped shift how people felt
about the project, boosted understanding,
and sparked a stronger sense of pride inthe
UK's clean energy future.

7

] ®® l‘
E Campaign Prompted Positive

. Awareness Sentiment

<

H 2% (Pre) Mid-W

S -vvave
W 42% (Post) | Peak 61%

Role & Highlights

Out-of-Home High dwell formats at rail hubs, strongest prompted recall, over 135Mimpacts

Video CTR0.40% & VTRs 36%, core Phase 2 storytelling

Digital Display 30Mimpressions (+20% over plan), 75%+ viewability (5pts. above benchmark)

Social Efficient CPM £1.70 broad reach, low CPCs, post-optimization

Press Lifestyle title for message depth; SMimpacts, 3.2X avg. Frequency to Climate Engaged
Podcasts & Radio Tapped into audience passion points, extended beyond eco-conscious segment

@

Brand Impact

Ad recallers were
significantly more
likely to see NG as
innovative &
climate-focused

s

)

Media Efficiency

v' Paid Social & Video
achieved best ROI

v OOH delivered well
above awareness
scale R
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Reversing Opposition, Building Authentic Support

‘
~ S €DF

renewables

EDF Renewables is a leading independent power producer and service provider

specializing in utility-scale and distributed solar, wind, and energy storage.




EDF Renewables: Influencing Perceptions & Regulatory Approval

Situation: EDF Renewables faced a situation many renewable projects confront. Results: These communications activities produced wide awareness of the
A robust set of opponents threatened their proposed 90 MW Homer Solar project. project’s key messages about job creation, tax payments and support for local
EDF Renewables needed to act before the project's detractors moved the opinions landowners. Active opposition has dwindled since this effort was launched,
of unsure neighbors and wary elected officials. giving the developer space to continue permitting and negotiate necessary

agreements with local municipalities. Fully permitted.

Solution: Mower helped EDF Renewablesdevelop a podcast series and ad
campaign. The podcast and the ads feature local farmers, landowners, renewable-

' : ] ] ‘\}!
energyexperts, union representatives and community leaders talking about the “'HOMER
benefits of solar and highlighting the new sources of revenue and good-paying jobs 8 'f': ,
that the Homer Solar project will bring to the hostcommunities. oSI‘chi)omsr‘r:Sniti s

That’s brighter
for everyone.

s
~ 5 €DF
By EDF Renewables Solar Podcast

EDF Renewables

ooooo w

All Episodes

A« < a

ADDING APPROXIMATELY $10 MILLION OF REVENUE TO CORTLAND COUNTY

With direct payments to the towns of Homer, Cortlandville
and Solon.and their associated school districts.

¢ @
& SeDF & SeDF
renewables renewables

LEARN MORE ) |

imately $10 million
support the Homer, Cortlandville

<'sepr

renewables

MOWeEr
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Driving Conlidence Through Signilicant Change

H

Rhode Island Energy"

a PPL company

Rhode Island Energy is the primary requlated electricity and natural gas utility for most

of Rhode Island serving over 800,000 customers statewide.




Rhode Island Energy: Driving Customer Confidence Through Change

Challenge: Rhode Island Energy (RIE),
serving nearly 800,000 customers, faced a
major transition after its 2022 acquisition by
PPL Corporation. With legacy systemsin
place during a two-year interim, RIE needed to
fully migrate customer-facing platforms—Ilike
portals, alerts, billing and contractor tools—to
PPL'’s systems. Clear, multilingual
communication was critical to ensure a
smooth shift and build trust.

Solution: We were tasked with getting the
message out: Important changes were
coming, and customers needed to be
prepared. At the heart of our strategy was a

custom-built website that served as a
centralized communications hub for the six-
week ramp-up to launch. Designed for clarity
and accessibility, the website spoke to all RIE
audiences—residential, commercial and
contractors/builders—and provided tailored

resources in English, Spanish and Portuguese.

KEY TACTICS INCLUDED:

Robust Website Development: Mobile-
optimized, role-specific content journeys for
diverse customer types.

Omnichannel Media Support: Paid social,
search, email, PR and traditional media
campaigns integrated seamlessly to funnel
traffic to the microsite.

Custom Content Ecosystem: \We created,

wrote and produced 30+ communication
pieces—including FAQs, downloadable
PDFs, explainer videos and how-to guides.

Informed & Empowered Customers:
Topics ranged fromlogin procedures and
payment options to new tools for contractors
and account managers.

g

Rhode Island
Energy”

Changes are coming
August 19

On August 19, Rhode Island Energy is launching a streamiines
to our payment processes, a centralized customer st

o= =
I ntial 1 am a Commexcial Customer
El S

‘ ul)- ‘-“’::';“‘ -“

Start/Stop Service Online

New Numbers

48



Rhode Island Energy: Driving Customer Confidence Through Change

RESULTS:

* 635,000+ sessions to the website injust
six weeks

* Over 1 million total campaign
conversions

* 30+ earned media stories and 29
stakeholder communications

» JD Power score increase of +59 points,
surpassing industry benchmarks

» Communications deliveredin three
languages across digital and offline
touchpoints

This wasn't just a website—it was the digital
nerve center of a successful utility
transformation. Our integrated approach
ensured customers were informed, prepared
and confident, leading to a smoother
transition and a more trusted brand.

additional changes that may impact certain commercial

wlisbens 41 ;-

New Bill Design

You'll notice your bill looks a bit
different, Here's everything you
should know to navigate your

Below you'll find some helpful information and tips on
navigating the changes, including tutorial video guides and

e

new bill like a pro.

Tutorial Video:

Getting to Know Your New Bill

Watch Now >

New Electric Bill Overview

Download >

New Gas Bill Overview

Download >

New Bill FAQs
Learn More >

customers

My Business Account
Changes

As part of our website transition,
My Business Account will no
longer be available. Here's how

you can prepare.

Tutorial Video:
How to Use our New Website
Watch Now >

My Business Account Overview
Download >

My Business Account FAQs
Learn More >

Budget Billing Plan
Changes

If you have a Budget Billing Plan,
you may be impacted differently
by the changes. Please review

the following information.

Budget Billing Plan Overview

Download >

Budget Billing Plan FAQs

Learn More >

Payment
Paperless|
Changes

Some of our
have change:
ensure your

uninterrupted|

Payment Pro{
Download >

Payment Prof
Learn More >}

Paperless B
Download >

g

Rhode Island Residentisl  Commercial  Contractor

Energy”

Changes are coming
August 19

S

Rhode Island
Energy”

Important
information for

contractors and

builders

=

Rhode Island
Energy”

mmmmmmmm | Contractors & Builders

Visit RIEnergy.com »

A

To leam how changes to your online experience and Portal Connect may affect

you and your customers, use the resources below.

1595 0r 911

ansition period

back up on August 19

website,

pport number

jor o builder,

e upcoming

berson at a third-party payment location,

pe call and schedule your service appoint-

Making

orting an outage
Vait RiEnegy com -

2

At-a-Glance

PORTAL CONNECT GAS CONNECTIONS
Electric Connections Overview Gas overview
Download > Download >

Wire Inspector Overview
Download >

DG Portal Overview ENERGY STAR®
Portfolio Manager®_
(EPM) portal
Download >

Download >
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Building Trust During Ditlicult Circumstances

FirstEnergy

e




FirstEnergy: Light the Way

Rebuild Trust Among Employees and Customers

FirstEnergy’s “Light the Way” campaign was born to rebuild trust and understanding around its commitment and value to employees and customers
after a scandal eroded trust. Humanistic, first-person storytelling from FirstEnergy’s employees resonated emotionally with colleagues and customers.
“Light the Way" reignited positive momentum in brand health through the eyes of its customers and through the lens of its Engaged Customer
Relationship (ECR) index, which scores the brand against peer utilities in the U.S.

The challenge: Rebuilding the company'’s reputation among
customers and stakeholders, while also restoring employee morale.

What we did: \We tapped into the inherent goodness in allemployees
and showcased employee heroes that inspire others putting FirstEnergy
core values into action. We emphasized all the great work they do for
customers, their communities, and shared their stories with a
comprehensive internal rollout at company events, through the intranet
and other digital tools.

We conducted brand perception studies, employee surveys, social
listening and Leadership IDIs. We developed an external campaign from
these learnings and took a tiered and prioritized coverage approach
media including video (broadcast, CTV/OTT, YouTube, FB/IG, X
(Twitter), programmatic DOOH) with multiple lengths and stories.
Broadcast radio and digital audio paired with high-impact digital ads.

Watch video



https://vimeo.com/649107949/ad6c10e067?turnstile=0.fSIxZPudR_7XSiKOvA1nJw1qSJ5lUxKk3QyaiOC-7hH8N110kyDppaNSehJ1tGFh0njmn3wYQyT-wYlp376HH6_yDEt3g-rL88-diCDbJXFHy46kd_A-Lw2Zqz3eDnCVVAe8F5Kuo410YS8qYKDc87kiPKR5PtuK8S7VROCiENXU0jxthvzRAsdSW9j6aXCDyOxZHUrAYUCWd1oO450yht1YTpgy6mY5AZiRNHxJ_yJnfCMGYiJhMPIALabmRIBiV1RAH7ZGKYvAX_LZsZPVaVDCiCUdKLGZg5d8jeN0RmkdeWjCdtaHlsySG5Cv1UZJ1VjmgVFDhnYFPnjIAHtdiCR9yiRnn_RnEP3iKapNHXH-lhVQLR6WNcoqeUO6tKg5JUhRcfz8UEUylWcPBh_j-guFH2o_r_NEIRtVUF5RVky6KQHr70f5G3rb8Sfqqqcnrnx1dlbmjFsrD-U2ypPRLsnq2xRXcvj1m7p8bJixh0L-KpN22XUpgoeyHcrXL5xvTqF4rzMe_8wKZdkaR7oUXKh6VucBi9EFEHHELQ5PDKAr6rDWe0X6VpVCQ9nMR65R8dDGCijAmpLM8ZkaeTZy-MyJ9j4sR4JtxO3tP9_7_FHr-OGcDCc_L-bEqG_U6DBADsBmNxBhTUYMDhlz7XqWGHp1eEy_eEn0o2BmvNZWhCuTG91grtJM5Vz000agLCxvAO-hAWCnZ3RY8NldqY1fW1fXM4QDe9-cFLMfxnBDMQ2rq1x5HnBIQUYJx1PUkXGbPgwmTw51cb3JKbDx6BbqiAaoPralcXovZmFMplgTCJR6DEieTRUpxseKMjL3HfrPLWPYRduDeh7WvVUIw5i8VA.ewPdEwgryzzs3P3kQOgpTA.13aef8f3b3065639fa7712f16e30abb0e4383d8e9159ff391171d0d12a026c6e
https://vimeo.com/649107949/ad6c10e067?turnstile=0.fSIxZPudR_7XSiKOvA1nJw1qSJ5lUxKk3QyaiOC-7hH8N110kyDppaNSehJ1tGFh0njmn3wYQyT-wYlp376HH6_yDEt3g-rL88-diCDbJXFHy46kd_A-Lw2Zqz3eDnCVVAe8F5Kuo410YS8qYKDc87kiPKR5PtuK8S7VROCiENXU0jxthvzRAsdSW9j6aXCDyOxZHUrAYUCWd1oO450yht1YTpgy6mY5AZiRNHxJ_yJnfCMGYiJhMPIALabmRIBiV1RAH7ZGKYvAX_LZsZPVaVDCiCUdKLGZg5d8jeN0RmkdeWjCdtaHlsySG5Cv1UZJ1VjmgVFDhnYFPnjIAHtdiCR9yiRnn_RnEP3iKapNHXH-lhVQLR6WNcoqeUO6tKg5JUhRcfz8UEUylWcPBh_j-guFH2o_r_NEIRtVUF5RVky6KQHr70f5G3rb8Sfqqqcnrnx1dlbmjFsrD-U2ypPRLsnq2xRXcvj1m7p8bJixh0L-KpN22XUpgoeyHcrXL5xvTqF4rzMe_8wKZdkaR7oUXKh6VucBi9EFEHHELQ5PDKAr6rDWe0X6VpVCQ9nMR65R8dDGCijAmpLM8ZkaeTZy-MyJ9j4sR4JtxO3tP9_7_FHr-OGcDCc_L-bEqG_U6DBADsBmNxBhTUYMDhlz7XqWGHp1eEy_eEn0o2BmvNZWhCuTG91grtJM5Vz000agLCxvAO-hAWCnZ3RY8NldqY1fW1fXM4QDe9-cFLMfxnBDMQ2rq1x5HnBIQUYJx1PUkXGbPgwmTw51cb3JKbDx6BbqiAaoPralcXovZmFMplgTCJR6DEieTRUpxseKMjL3HfrPLWPYRduDeh7WvVUIw5i8VA.ewPdEwgryzzs3P3kQOgpTA.13aef8f3b3065639fa7712f16e30abb0e4383d8e9159ff391171d0d12a026c6e
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VIDEOS

Employee long-form videos, FirstEnergy Today Portal & Town Hall

J — p

Amy i lighting the way in our community

Every day.

FrstEnergy

Dr. Vis lighting the way in our commurity.
Every day.

Every day.

e ) -
PROGRAMMATIC BANNERS

Campaign Visualizer

Jill
ga:””

'!hll”

’

LANDING PAGE
Showcase employees and customers who drive

meaningful community impact.

COMMUNITY IMPACT
Integrating Employee
Community Impact stories
(FirstEnergy Green
Teams) with CTV?0TT,
paid social and

programmatic display ads.

N 7

ORGANIC AND PAID SOCIAL
Community Impact and Recruitment CTAs

BROADCAST RADIO AND DIGITAL AUDIO
Integrating Employee, C&l and Small Business
Community Impact stories (FirstEnergy Green
Teams, EV charging stations)



FirstEnergy: Light the Way

Rebuild trust among employees and customers

Theresults: "Light the Way" helped rebuild the trust and pride to help the company move
forward during a difficult time. The campaign exceeded KPI goals on multiple fronts.

Digital Media Drove

54M+ | 688k | 8M |

Impressions Website Visits Video Views

Facebook/Instagram

Drove Nearly Increased
8 M Brand Awareness and Elevated

Video Views Brand Attribute Ratings
70 (y 66 Fi 66 Ibelieveadi d
0 FirstEnergy places believe adiverse an
of employees ethics and integrity at /nQIUS/ve workforce
agree with these the forefront of willlead to a more
sentiments: everything we do. 29 successful FirstEnergy. 99
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Teams & Account Leadership




Building Trust & Reliability in Our Partnership

Strategic
Leadership

Guiding our partnership
with thoughtful and

proactive oversight.

Operational
Efficiency

Streamlining processes
toenhance
effectiveness and
responsiveness.

Seamless
Collaboration

Ensuring smooth
interactions across
Valley Link Transmission
teams for cohesive
teamwork.

Experienced
Executives

& Dedicated Account

Management

Combining seasoned
expertise with
personalized service to
address your unique
needs.
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Our Collaborative Framework

Y

At Mower, we use a “Troika” model to bring ACCOUNT
tight integration, critical thinking and ongoing TEAM
optimizationto every project. The account
team focuses on the client, the category and
the competitors. Our insight team develops
adeep understanding of our client’s
audiences. Andour creative team getsto
work building powerful friendships between

the consumer and the brand.
2

Valley Link
Transmission

INSIGHT,
STRATEGY &
PLANNING

CREATIVE




&

Retention of
Expertise

We keep talent inkey roles to ensure
stability and continuity
with their specialized category
knowledge and familiarity with
our operations.

Our Statling Approach

R
EE; é@

Remote-First
Flexibility

Our remote-first structure
offers flexibility and agility,
ensuring efficient coverage,
seamless coordination and
collaboration across regions.

e
]

Strategic
Hiring
We work with your team to recruit
talentinkey markets, aligning with

your objectives and integrating
effectively into local operations.

Y4



Team Structure

For aproject as high-profile and sensitive as the Valley North transmission ling, the team behind the communications
effort must do more than deliver messages. It must build trust, navigate scrutiny, and connect meaningfully with
diverse regional audiences. Our proposed team structure is built to do exactly that.

We combine Mower’s national communications and media expertise with a seasoned, deeply embedded mid-Atlantic field
team. Comprised of professionals with hands-on experience supporting major energy infrastructure efforts, including regional
transmission projects,a 900MW power plant, and public affairs work across energy policy, oil & gas, and government relations.

Thisintegrated Locally informed strategy Fully coordinated execution Senior-level attention and
grounded inregional political, across messaging, media, day-to-day responsiveness to

>
teamensures regulatory,and community content, and stakeholder keep efforts aligned, on pace,

dynamics engagement and highimpact

With this structure, you get more than coverage—you get proactive leadership, field-tested
experience, and a partner who understands the stakes and the region as well as you do.




Core Account Team

Integrated PR/PA Field Team

Bring vital regional knowledge and public
affairs expertise, act as client liaison and
on-the-ground partners.

Project Management

Ensures projects are defined and
delivered flawlessly, managing risks and
maintaining trackable information.

Account Management

Provides strategic leadership and builds
a collaborative relationship with deep
industry knowledge.

Define KPIs and develop strategy and
author briefs that guide execution

Apply audience insights to inform
campaign direction

Collaborate with creative and media
to shape ideas

Provide expertise on your brand,
competitors and category

Manage daily task execution and
timelines

Collaborating with internal and client
project teams

Track status, risks, and ensure quality
delivery

Scope work and manage budgets to
plan accordingly

Craft region-specific narratives and align
stakeholders

Drive localized messaging campaigns

Coordinate closely with utility and
regulatory teams

Anticipate regional issues and proactively
manage reputational risks

Mower's project management software platforms include Hive, Microsoft Project, Teams and OneDirive.
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Specialized Cross-Functional Groups

Strategy & Insights

Translate data into strategic direction to

ensure communications are audience-
informed and results driven.

Analyze audience segments and
behavioral drivers

Monitor sentiment and stakeholder
trends

Surface actional insights to shape
messaging and creative concepts

|dentify reputational risks and inform
planning

Creative Team

Bring stories to life through clear,
accessible and visually compelling
creative.

Develop narratives that resonate with
target communities

Design across all channels with impact
Produce content free of technical
jargon

Align visuals with campaign objectives
and tone

Media & Channel Strategy

Maximize reach and relevance through
Smart, integrated media planning and
optimization.

Buy and manage paid media acrossall
key channels

Optimize campaigns using real-time
performance data
Drive social strategy and engagement

Boost discoverability through SEO and
paid search
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Stephanie Crockett
President & CEO

COREACCOUNT TEAM

ACCOUNT
MANAGEMENT

JenNovak
Account Lead

Lisa Huggins
SVP, Group Account Lead

PROJECT
MANAGEMENT

Kristin Gray
VP, Director of Project Management ~ Senior Project Manager

Emily Walsh

INTEGRATED PR & PAFIELD TEAM

<

i3

Matthew Parry

JohnLacey Gary Holmes Austin Philleo
Senior VP / Director VPPR&PA Director of PR/PA Senior Account
of Public Affairs Supervisor PA

) x
David Carroll Chris West Julie Terry
MD Lead VALead WV Lead

Your Primary Mower Team

SPECIALIZED CROSS-FUNCTIONAL GROUPS

A
4 \
CREATIVE MEDIA & CHANNEL STRATEGY
Mike Baron Wally Stoneman Ashley Gordon Patrick Lewis
Amanda Schuneman SVP, Group SVP, Creative SVP Connection VP Media Director
SVP, Strategy Creative Director Director Planning

Sr. Strategy Leadership

Jeff Peters
Director, Strategic Planning

Katie Bender
VP, Research

Keith Schofield-Broadbent
Director, Marketing &
Analytics Technology

Jeff Hopper Mike Wheeler
Creative Director VP, Design Director

Andy Mamott AliciaLiken
SVP, Creative Assoc. Creative
Director Director

Yansong Jiang Denise Rasberry
Associate Director, Senior
Video Editing Producer

Venessa Quinn Alana Gonzales
Strategy Director ~ Senior Digital Strategist

CaterinaRomano
Senior Strategist, Performance Mkt

Maggie Attea
Associate, Performance Mkt
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Preliminary
Project Plan & Budget




Note: Early-Stage Estimates

We are providing estimated project plans and pricing that reflect our
understanding of the goals outlined in the RFP and a preliminary model
of the strategies and tactics we believe will drive meaningful impact for
Valley Link Transmission. For illustrative proposal purposes, we have
made assumptions regarding tactics and deliverables based on our
experience and best practices.

Project plans and pricing should be considered preliminary, pending
further discovery with Valley Link teams.
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Working Project Plan Draft Q3,/Q4 2025

Kickoff phase focuses on strategy, stakeholder engagement, and creative development- including video to support Q1 2026 open house readiness.

Q3/Q4 2025

Kickoff and Onboarding
* Internal kickoff with JV partners and POWER/WSP
* Alignongoals, project plan, roles, deliverables

Strategic Planning & Research

 Begin audience segmentation

* Draft comms plan and messaging framework
+ Coordinate with outreach vendors

Creative Concepting & Approvals

+ Develop concepts for digital, social, and video

* Present first-round ideas for feedback

* Finalize creative content

 Approved direction for video shoots

+ Finalize messaging/content for open house engagement Q126

Video Shoot Production TV & Web

* Scout shoot locations

* Schedule interviews and regional b-roll collection
+ Conductinitial shoots for TV/Web

* Begin editing content for Jan-Feb rollout

Digital & Social Media Campaign Planning

+ Qutline digital media campaign strategy & targeting approach

* Coordinate with POWER/WSP on landing page content needs

* Draft regionally tailored social media calendar and community FAQs

64 Mower



Working Project Plan Dralt Q1 2026

Key milestones and content delivery plan to support Q12026 campaign readiness.

Q12026

Creative Concepting & Approvals
« Complete final edits on messaging and video content
« Finalize social media FAQs and region-specific post templates

Digital Campaign Launch
* Launch paid social and digital ad campaigns
+ Finalize platform mix and audience targets

Media Training & Spokesperson Prep
+ Conduct virtual or in-person media training sessions
+ Finalize talking points and regional narratives

Campaign Monitoring, Listening & Optimization

+ Social Listening Monitoring

* Monitor social and digital campaign performance

+ Begin optimization cycles and prepare March impact report

Continued Regional Coordination
+ Respondto early public feedback (social & earned media)
+ Adjust messaging for contentious regions as needed
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Preliminary Budget Estimate

Year 1

« Strategic messaging and narrative development

* Digital media strategy

« Paid media and advertising execution (digital, print, radio, etc.)
» Social media content creation and management

* Video production and storytelling

» Close coordination with community engagement and
public affairs teams

* Account & Project Mgt.

Out of Pocket Costs
» Media and Social Media Budget
* Video Production Budget

Agency: *1.6M-*1.7M
OOP:$1.05M-%115M

Year 2

* Digital media strategy
« Paid media and advertising execution (digital, print, radio, etc.)
» Social media content creation and management

» Close coordination with community engagement and public
affairsteams

* Account & Project Mgt.

Out of Pocket Costs
» Media and Social Media Budget

Agency: *1.1IM-*1.2M
OOP: $710K-$835K

*For production, media, etc. Mower does not mark-up or take commission on media. OOP expenses are billed to client at net. Budgets do notinclude

print production and mailing as that is determined by list quantity.
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Let’s Get It Built—Together

Energy infrastructure doesn’'t move without momentum—

and that's what we help build. With deep experience in utility
communications and a proven strategy for audience
engagement, we make sure the right people hear the

right messages at the right time. P

We're not just here to inform. We're here to activate—

minimizing risk, maintaining trust, and helping projects move

forward with clarity and confidence.

e We’re ready to do this for Valley Link Transmission. e
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Appendix

About Mower

Energy Expertise
Team Bios
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About Mower




About Mower

Fiercely Independent—As anindependent, women-led, 100% employee-owned
agency, our priorities are our clients and our employees, not shareholders.

5/ 135 ESOP

YEARS IN SERVICE FULL-TIME EMPLOYEES WOMEN-LED
POWERHOUSE

REMOTE FIRST AWARD-WINNING YEARS OF ENERGY
ACROSS THEU.S. ENERGY EXPERTISE INDUSTRY EXPERIENCE
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Our mission is to create authentic and enduring personal
connections built on a foundation of affection, relevance and trust.

Mower



Awards and Recognition

Our work is recognized by top industry honors, but it's our ability to consistently
deliver measurable impact that makes us the agency our clients trust.

.o.. ELEVATION AWARDS ﬁ%gﬂgﬁ‘\l’é ;hg Rrum;:I
AWARDS AGENCY OF THE YEAR ANVARDS Grfdpﬁxm?rr S
Agency Of The Year
CHIERY ARKETER AGENCY ELITE

A TOP PLACES IR
Q00 (J[J)  Towem< - |we
THE TOP MARKETING AGENCIES OF 2023 |_ PRESENTED BY PRNEWS m .:

LACES
O WORK

72 Mower



Our Services
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End-to-End Services

Mower delivers seamless, end-to-end solutions across marketing,
advertising, and public relations to achieve your business goals.

Research, Strategy & Planning
* Market Research & Analysis
* Target Audience & Buyer Journeys
* Brand Strategy & Development
* Positioning & Messaging Strategy

Media Planning & Buying
* Paid Social Media Marketing
* SEMand SEO
* Traditional & Digital Media
* Social Media Management
* Performance Marketing

Public Relations
* Internal Communications
* Crisis Communication
* Media Relations & Training
* Corporate Social Responsibility
* Thought Leadership Development

Integrated Marketing & Design
* Creative Design & Production
* Brand |dentity
* Campaign Development & Execution
* Lead Generation
* Channel & Sales Enablement
* Web Design and Development

Data & Analytics
* Performance Measurement
* Dashboard and Data Visualization
* Tracking and Optimization

Public Affairs
* Community Engagement
* Issues Management
* Regulatory Approval & Facility Siting
* Stakeholder Outreach
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Integrated Media Planning & Buying Process

Effective buying/negotiating, as well as analytics and optimization, are critical to helping any client achieve success. Our media
planning and buying team has a proven process that optimizes spend to KPIs and drives desired consumer action.

Analysis Planning Reporting & Optimization
Review business goals and Translate strategy into amedia Continuously monitor

define campaign objectives plan with clear targeting, performance andrefine
aligned with brand and messaging alignment and campaigns toimprove
target audience. metric tracking. outcomes.

@ @ o >

Strategy Buying & Deployment
Establish media success Negotiate, purchase
criteria, investment and launch media with
approach and performance rigorous testing and
measurement plan. quality control.
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PR Capabilities

Mower is one of the top independent public relations and public affairs firms in the U.S. We can help you launch new
products, better manage media interviews, maximize trade show exposure, enhance employee and community
relations, navigate potential policy and regulatory changes, capture increased earned and social media attention,
gain approval for new facilities, reach influencers, better manage issues and avoid damage in crisis situations.

REPUTATION CONTENT SOCIAL INFLUENCER THOUGHT EVENTS &
STRATEGY DEVELOPMENT MEDIA MARKETING LEADERSHIP PROMOTIONS

E’”‘ 220 (@ |
O | — ——
MEDIA CRISIS EMPLOYEE STAKEHOLDER MEDIA CSR/ESG
TRAINING MANAGEMENT COMMUNICATIONS COMMUNICATIONS RELATIONS COMMUNICATIONS
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Organic Social Methodology

Diagnostic Content Channel Community Brand Advocacy Reporting
-Performance snapshot | Framework Management Management Training - Leverage social data to
- Benchmark analysis » Social strategy + Content calendar * Advanced * Activate 2x power of power future
Competitive landscape including objectives development development of social employee sharing considerations
overview andapproach « Copywriting prompts, F?‘QS and - Corporate training on « Social impact reports
. * Guide tolook, feel, tone | . Graphics/animation responses to socialengagementand |  including performance,
Industry top|tcs for andmessagingacross | creative design anticipated CONCEMS Or | profile enhancements insights and strategy
ehgagemen channels - Hashtads complaints optimization
* Content types and - Content framework . d . - Social listening using recommendations
for(;nats bestsuited to with thematic rac. NGINKS advanced technology » Hundreds of data
audiences recommendations & * Posting « Community points analyzedin
sample content + Monitoring managementin tandem for holistic view
« Platform partnership with client of channel resonance,
considerations team momentum and
reflecting new features opportunities
&functions
* Posting cadence and
recommended
timelines
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Sophisticated PR & Social Tracking and Analytical Capabilities

Campaign Overview ‘
% b €D Phiany
Display & Conclon Perforrnnce - ‘ HypeAuditor
‘ sproutsocial
B Accesswire: GoogueAr!yt-cs
/3')\ & eMarketer
tveyes

Video & Viewable Performance

Adobe
IR Google Analytics
B Data Studio
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Our Energy Specialty




Energy and Sustainability Expertise

50+years

Driving results for clients in the energy
space—from national utilities to spunky start-
ups and everything in between.

Strong ties across the utility, energy, and
government sectors, with active representation
at regional forums, policy events, and industry
conferences.

Anincredible breadth of experience across ateam
of industry professionals, including specialty
leadership from our president and CEO.

Proven success building public support and
awareness for high-visibility transmission
and energy infrastructure projects.
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What Differentiates Us

Proven Expertise. Regional Insight. Results That Move Projects Forward.

We’ve spent decades earning trust in the utility space —\With more than 50 years of experience
supporting energy clients, we understand the language, regulatory pressures, and stakeholder
sensitivities that come with this work.

We specialize in translating complexity into clarity —From explaining 765kV transmission lines to
gaining community support for hydrogen fueling stations, our messaging makes the technical feel
approachable and trustworthy.

We work hand-in-hand with public affairs and government—Mower is built for integration. We

coordinate seamlessly across legal, siting, and outreach teams to maintain message discipline and ensure
local nuance is never lost.

We bring both national scale and local insight —\Whether it's stakeholder sentiment in Frederick

County, MD or community voices in Putham County, WV, we tailor strategy to reflect regional realities —
not cookie-cutter campaigns.

We’'re built for the long haul —Our agency structure and senior team commitment make usideal
partners for multi-year, multi-phase infrastructure programs like Valley North.
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Mower Impact. Delivering Outcomes.

From transmission lines to hydrogen hubs, Mower’s programs have helped bring
more energy projects to life—and to market—than any other independent agency.

Transmission
Communications support for over
1,400 miiles of transmission
capable of delivering more than
14,000 megawatts of electricity.

Solar and Wind Generation
Support for over 15,000+
megawatts of utility-scale

wind and solar.

Storage
Standalone and paired
storage support totaling over
2,200 megawatts.

Hydrogen Production
Public Affairs support for 50 hydrogen
fueling stations that will produce more
than 100,000 kg of hydrogen a day.
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We Know Energy and Sustainability

PROJECT SITING PARTNERS:
Tech <seDF el
aes Bayelech “AN liberty
renewable energy renewables
new leaf NEXTera —
energy ENERGY 2. RWE TrMon

OTHER ENERGY AND SUSTAINABILITY PARTNERS:

& aﬂanﬁc CIT y ( » \ i Imagination at wor
ABB Cobyicoy @9 dSDUE . (exelon Frstnergy ) o

AN EXELON COMPANY

@ LG Energy Solution POWER @ National Fuel'  nationalgrid “J NYSEG
N : g = S Newromc| NYSERDA |- Enorgy Investment
=~ prysmian  SIEMENS Rhode Island Sy v GnergyInvestmen

RG&E Energy”
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Layered Strategic Project Support

Local Presence. Regional Expertise. Project-Ready.

* Successful execution of high-profile transmission projects like Valley
North demands more than general market reach—it requires teams
who understand the regulatory, community, and geographic nuances
of the region.

* Mower brings experienced field support and senior team leadership
throughout the Valley North footprint, with direct access to key
counties across West Virginia, Virginia, and Maryland.

* Local field teams with deep regional experience across Appalachia
and the Mid-Atlantic.

* Agency offices and trusted affiliates within a few hours of every project
section.

* Atrack record of working hand-in-hand with municipalities,
landowners, and state agencies across the PJM region.

Mower locations
Agency affiliates

Field teams
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AMERICAN
ADVERTISING

AWARDS

» 2023 New England ADDY's Silver Marketing
Campaign—National Grid, The Great Indoors
Heat Pumps

» 2023 Cleveland ADDYs Gold, FirstEnergy
Light the Way Campaignand (3) Gold & (1)
Silver, FirstEnergy Drone Safety Racing
Game

» 2022 Atlanta ADDYs Gold Print Advertising
Campaign, ABB Adaptive B2B Campaign

» 2022 ATL ADDYs Silver, ABB eMine Print
Campaign and Silver, ABB Adaptive Video

* 2022 ATLADDYs Bronze, ABBeMine
Integrated Campaign and Bronze, ABB
Adaptive Microsite

Energy Specilic Recognition

We're incredibly proud of the recent acknowledgments we've received for many of our energy clients.

AV

AWARDS

2024 FirstEnergy Drone Safety Campaign —
Gold Best Use of Media & Silver Best Digital
Experience

2024 National Grid More Opportunities C& EE
—Gold Best Scale B2B Program.

2024 Rhode Island Energy Little Things EE -
Bronze Best Scale B2B Program & Bronze Best
Use of Media

2023 National Grid More Opportunities C&I EE -
Bronze Print Campaign

2023 FirstEnergy Drone Safety Campaign -
Gold Digital Marketing Tools & Program

2022 National Grid More Opportunities C&I EE
Campaign - Gold Media Strategy & Bronze
Demand Generation Large Enterprise

E Source

» 2024 Silver inthe Brand and Sustainability
Category —FirstEnergy Light the
Way Campaign

* 2023 Goldinthe Safety and Emergency or
Outage Communications Category —
FirstEnergy Drone Safety Campaign

The Drum
B2B Awards

Grand Prix Winner

» 2024 Best Art Direction & Best
Rebrand/Relaunch - Rhode Island Energy

» 2023 Best Dataand Insights - FirstEnergy
* 2023 Best Filmand TV Campaign - FirstEnergy

% \
( Silver Winner \\}

AWARDS /2025

2022 BEST PRACTICES AWARDS

g Category

» 2025Indie Awards » 2022 Chartwell’'s Silver * 2022 ENERGY STAR
Bronze Energy / Best Practices Awardin Excellence in Marketing
Sustainability Campaign Program Marketing— Award —National Grid
ofthe Year Award— National Grid The Right Residential EE Education &
Rhode Island Energy Light Campaign Awareness Campaign
Little Things

87



Best Recognition: Clients’ Own Words

Our partnerships speak for themselves. From transmission projects to customer engagement campaigns, our clients consistently recognize
Mower for our strategic counsel, creative execution, and unwavering commitment to results. Here's what they've shared about working with us:

‘Mower helped NextEra Energy
Transmission New York (NEETNY)
complete our first transmission projectin
New York, the Empire State Line. Mower
was an essential partner during a lengthy
and complex permitting process and
continued to provide valuable support as
our team constructed the new
transmission line. NEETNY relied on
Mower's expert counsel on local issues
throughout the project and benefited
greatly from Mower's proactive
communications and outreach. Our work
with Mower enabled us to complete the
project on time while maintaining positive
relationships with key stakeholders.”

Sean Shortell, Director of

"Mower was a great marketing partner for
National Grid. They took our energy
efficiency portfolio strategy and created
breakthrough marketing outreach that
simplified the customer benefits, focused
on a variety of customer segments and
addressed customers along their lifecycle
journey. This helped us get beyond brand
awareness to strong program
participation and brand affinity."

Rocco DiChiara, Manager, Brand &
Customer Communications—
National Grid

FirstEnergy has partnered with Mower for
nearly a decade on marketing activities
ranging from brand advertising, customer
communications and public safety to
enerqy efficiency, electric vehicles and
more. Mower is a true strategic partner
and we wholeheartedly trust that Mower
always does what's fiscally and creatively
right for our organization.

Susan Samuelson, Senior
Advertising & Production
Consultant—FirstEnergy

Mower is focused on our business
objectives and goals. They consistently
provide creative, on-brand, on-budget
solutions. The Teamis a pleasure to work
with, responsive and motivated to meet
our needs.”

Haley Brown, Manager, Programs
and Projects— Avangrid

| just wanted to pass along that senior leadership was very complimentary this week
about all the support at last Thursday night's event, how well it was organized and run, and
how we took care of our customers. A formal thank you is going to the Customer Service
people who came out, but | wanted to share those kudos with you all, because we
couldnt have set it all up so nicely without the Mower team. Thank you for your support!

Development—NextEra

Avangrid (Smart Grid Townhall Feedback)-
Shelby Cohen, Director NY Communications




Team B1os
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CORETEAM

Stephanie Crockett—President and Chief Executive Officer

Stephanie drives the agency’s growth, vision and culture while overseeing all external-facing initiatives. She heads Mower's Energy & Sustainability specialty, bringing
more than two decades of experience in integrated marketing and communications to our clients and the category. Stephanie plays a key role in connecting clients with
forward-thinking, performance-driven solutions that support business growth, customer loyalty and sustainability goals.

Beyond her agency leadership, Stephanie is an influential voice in the marketing community. She serves as a panelist for the BBB National Advertising Review Board
(NARB),amember of the 4A’'s New York State Council and a Board Member for CenterState CEO. She is the immediate past Chair of the United Way of Central New
York and a member of the global Women Presidents Organization. Her accomplishments have earned her honors including 40 Under 40, Women in Business and the
Distinguished Sales & Marketing Award. Stephanie frequently presents on topics such as empathic leadership, workplace diversity and energy marketing at
conferences hosted by organizations including the Association of National Advertisers (ANA), ENERGY STAR®, Chartwell and B2B LeadsCon.

Lisa Huggins—SVP, Group Account Director

Lisais an agency veteran with experience that encompasses advertising and integrated marketing across various B2C and B2B categories, from consumer-packaged
goods and retail, to technology systems, hospitals and medical devices. For over 15 years, Lisa has led the client services team in Mower's Atlanta office and plays a
leading strategic role in many key client relationships. She is also currently vice chairman of the 4A's Atlanta Board of Governors.

Lisais achampion of smart ideas and innovative solutions and builds teams that deliver. Client experience includes ABB, Amoco, C.R. Bard, Carestream Dental,
ClosetMaid, Crystal Springs Water, Kodak, FedEXx, InterContinental Hotels Group, Motorola, PGi, SunTrust Banks and Vendormate.

Jen Novak—Account Director

As aseasoned Account Director, Jennifer excels inleading major agency accounts, including National Grid and Rhode Island Energy, through strategic planning,
branding and digital marketing initiatives. She specializes in cultivating strong client relationships, optimizing account financial performance and delivering successful
integrated marketing communications.

With a passion for client success, Jennifer adopts a forward-thinking approach to navigating complex challenges and uncovering growth opportunities for her clients.
Her commitment to fostering a positive team culture and driving impactful campaigns ensures enduring and profitable partnerships.

Kristin Gray—VP, Director of Project Management
Kristin runs point in the development, strategic planning and execution of various online marketing, integrated campaigns, social media and interactive services,

including websites, information architecture and U/X, for her B2B and B2C clients. Client experience includes working with FedEx, Buckman, Cresser-Rand/Siemens,
and GE Energy.

Emily Walsh—Senior Project Manager

With nearly a decade of industry experience, Emily leads the execution of integrated marketing initiatives across digital and traditional campaigns. She specializesin
energy and sustainability accounts, bringing a strategic, solutions-oriented approach to complex project planning and execution. Known for her clear communication,
Emily ensures timelines, budgets, and deliverables align with client goals and industry demands. Her client experience includes Rhode Island Energy, National Grid,
Atlantic City Electric, and Hitachi Energy
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CORETEAM

John Lacey — Senior Vice President, Director of Public Affairs

When companies are faced with strategic communications challenges and potential public opinion challenges, they turn to veteran public affairs professionals like John.
Alongtime senior member of our public affairs team, Johnis more than well acquainted with issues management and policy matters. Named a 2025 Clean Energy
Trailblazer by City & State magazine, his extensive list of client work includes New Leaf, AES, NextEra Energy Resources TDI, EDF Renewables and Avangrid toname a
few. John's open, forthright style and strong mix of essential experience are an integral part of Mower’s proven track record for swift and nimble communications when
clients need them most.

Gary Holmes - Vice President, Reputation Management

With more than 25 years in communications, Gary brings a unigue blend of public service and media savvy to Mower. Before joining the agency, he led press and public
affairs for the New York State Departments of Transportation and Health. Drawing on his 20 years in broadcast journalism, Gary instinctively understands how news
breaks—and how to get ahead of it. He now helps Mower clients in sectors like energy, education, and healthcare manage crises with calm, clarity, and confidence.

Matthew Perry — Director of PR/PA

Crafting effective communications for complex energy and infrastructure projects. Whether it's to build public understanding, navigate stakeholder concerns, or
demonstrate leadership, it begins with listening. Matt takes time to understand your organization's goals and challenges, while staying attuned to local, regional, and
industry dynamics. His strategic approach ensures your message reaches the right audiences through the most effective channels—whether that's media relations,
digital content, public events, or visual storytelling. As lead PR strategist for Rhode Island Energy, National Grid and a key contributor to Mower’s Energy & Sustainability
practice, Matt brings deep experience shaping communications strategies that resonate across sectors, from utilities to global B2B companies like Sun Chemical.

Austin Philleo — Senior Account Executive, Public Affairs

Austinworks primarily with the public affairs team at Mower. He serves Mower as sustainable initiatives lead and provides assistance across other departments at the
agency promoting energy and sustainability. Austin has a history of working in the public relations and public affairs sector. Prior to joining Mower, Austin worked for both
Federal and Local Governments, serving as a government relations specialist for elected officials in office and running for office. Austin works on a variety of private
utilities and renewable energy developers across the country. As the co-practice-lead on renewable energy siting, Austin has experience working in NYISO, ISO-NE,
PJM, SERC, MISO, SPP & ERCOT.
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FIELD TEAMS

David Carroll— Maryland Lead

David H. Carroll, Jr.is a founder and member of Capitol Strategies. Mr. Carroll has represented clients in matters related to transportation, energy, gaming, education,
health care, tax issues, environmental regulation, telecommunications, and procurement. Previously, Mr. Carroll served as Director of Government Relations for
Synergics Energy Development, Inc. In this capacity, he served as an advocate for the company before numerous state agencies, the White House and Members of
Congress. His responsibilities included forging new relationships within the industry for the purpose of advocating the cleanliness and efficiency of hydroelectric power
and anticipating emerging public policy issues affecting corporate projects domestically and internationally. From 1995 to 1998, Mr. Carroll served as Deputy Director
and Director of the Democratic Business Council, the Democratic National Committee’s donor program through outreach to the national corporate community.

Energy Experience

The team has unique experience relative to energy policy in Maryland with current clients in the space. They currently represent Constellation (Conowingo Dam Calvert
Cliffs), D.E. Shaw Renewable Investment (100MW solar farm under development, largest in State of Maryland), the Maryland Geothermal Association, ReWorld
Waste(waste to energy as Tier | generationin the renewable portfolio standard in Maryland), and PlusPower (100MW battery storage project in East Baltimore)

Chris West— Virginia Lead

Christopher West brings nearly two decades of experience in public affairs, economic development strategy, and government relations, serving a diverse portfolio of
corporate, nonprofit,and public sector clients across the country. He has advised Fortune 100 companies —including six that have consistently ranked in the top 15 of
Fortune Magazine's “Top 100" —as well as emerging businesses, trade associations, and local governments. His work spans the local, state, and federal levels, providing
clients with strategic counsel on legislative advocacy, regulatory navigation, stakeholder engagement, and reputational management.

Energy Experience
Worked on 3 other transmission line projects in VA as well, PATH through Loudoun and Fauguier Counties. The team also have worked on a 900MW power plant. And
lastly done general outreach at local level for Dominion.

Julie Terry— West VirginiaLead

Julie is alifelong West Virginian whose career has given her deep knowledge of a wide range of subjects in a variety of jurisdictions with a reputation for hard work,
integrity and honesty. As a national and state award-winning investigative journalist specializing in government and legal affairs, Julie has been recognized for reporting
onissues suchas coal mining and energy, health care, workers' compensation and civil justice reform. She a past board member of the West Virginia Chamber of
Commerce.

Energy Experience

She reported extensively onthe coal, oil/gas, and overall energy industry in West Virginia. When she later transitioned into lobbying, she was the in-house government
affairs manager for the North American coal division of a multinational mining/steel industry company. She later opened her own consulting firm where her clients have
included coal, oil/gas, and wind energy interests in addition to her other clientele.




STRATEGY

Amanda Schuneman—SVP, Strategy

Amanda oversees Mower's Strategy, Research and Analytics department, helping to connect the dots between marketing and business. She brings over two decades
of experience—from brands like Deloitte, Duke Energy, State Farm, JLL and Aflac, Grant Thorton, Firestone and HCL Technology to name a few. Amanda holds a
master’s degree in marketing from Northwestern University and is passionate about helping brands break free from the paradigms and conventions that may hold them
back.

Jeffery Peters—Director, Strategic Planning

Jeffisastrategy leader who helps brands win by thinking like their buyers. He builds integrated marketing platforms grounded in real behavior —translating audience
insight into creative direction that delivers across retail, DTC and B2B channels. His expertise spans the full strategic pipeline: audience segmentation, persona and
journey development, message architecture and actionable briefs that fuel brand storytelling and conversion alike. He's skilled at connecting the dots between data
sources, buyer triggers and business growth. Jeff's work has shaped marketing efforts for global brands like Unilever, PepsiCo and M&M's. Additional brand experience
includes FirstEnergy, ABB and the Arthritis Foundation.

Katie Bender— Vice President, Research

As the leader of the research team, Katie partners with agency colleagues and clients to turn questions into actionable results. She is responsible for proposing and
designing research, execution, analysis, reporting, and disseminating results to clients. Katie has deep experience in both quantitative and qualitative methodologies.
Her experience lies in the design of research that addresses client objectives, and in the interpretation of results to provide clients with meaningful conclusions and
recommendations. Client experience includes Charlotte Pipe and Foundry, Southwire, Freightliner, FirstEnergy, AVANGRID, ABB and C&D Technologies.

Keith Schofield-Broadbent—

Director, Marketing Analytics & Technology

With over 25 years of experience, Keith understands how to use data, analytics and business intelligence to maximize the effectiveness of marketing campaigns. He
and his team partner with clients to leverage data and the right technological solutions to automate, measure, analyze and optimize results. Keith's experience spans the
technology, banking, construction, business service, and education sectors. Some of his client work includes Lennox, WestRock, Southwire, Buckman International,
NYSERDA, FirstEnergy and National Fuel.




CREATIVE

Michael Baron—Senior Vice President, Group Creative Director

Mike is an accomplished copywriter, creative director and award-winning director. His work strikes the perfect balance of strategic thinking and emotional resonance.
Over his 25-year career, he's crafted thoughtful, integrated campaigns for some of the largest CPG and B2B companies in the country. He was the Executive Creative
Director for BMW Financial Services for more than five years and also worked extensively with their other flagship brands—including Mini, Rolls-Royce and Motorad
(BMW's motorcycle division). He worked on the launch for the GMC Buy Power card with CapitalOne. Mike is also a six-time Effie Award winner, so he champions work
thatisn't just creative—it creates results. Something we know our client partners always appreciate.

Wally Stoneman—Vice President, Creative Director

For 20+ years, Wally has been engaging audiences with his warm, human approach to advertising. As alead driver for Mower's creative product, Wally truly embodies
Mower's Making Fierce Friends approach. It's a philosophy he’s applied with great success for a wide range of brands. His client experience includes Arthritis
Foundation, GE, Motorola, ADT, SunTrust Bank, Comcast, The Weather Channel, Southwire and Yamaha.

Mike Wheeler—VP, Design Director

Mike has more than 20 years of experience in traditional advertising and design and more than 10 years of interactive work under his belt. Mike brings a wealth of
knowledge to Mower working in both B2B and B2C. His understanding of the business spans several industries, including healthcare, HVAGC, photography, graphic arts,
film, cable/telecom, mobile, computing, beverage, performing arts, restaurants and retail. Some of Mike’s client work includes Carrier, Welch Allyn, NYSERDA, SallyMae
and Eastman Kodak.

Jeff Hopper—Associate Creative Director

Jeffis an award-winning art director and graphic designer, with competencies across broadcast, digital/social, experiential and print, and environmental design. With a
keen creative mind and design eye, Jeff stewards the look and feel of effective creative campaigns. He designs (and follows) visual guidelines while actively pushing the
boundaries of what's possible within them.

Over the years, Jeff's work has been recognized by both award shows and print publications, including EFFIE Worldwide, The Tellys, the National ADDY's, The Drum
and AdWeek. His work for BikeMS is also part of The Greater Good Permanent Exhibition.
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CREATIVE

y Overthecourse of a 20-year career, which ultimately landed him in Chicago, Mamott's professional life included breakthrough work for some of the nation’s top B2C
and B2B agencies, including BBDO, FCB, Ogilvy and most recently Gyro, where he was group creative director/art director. He has continued to create award-winning

B workfor Mower clients such as Carhartt, 84.51° and Prysmian Group.

Alicia Liken—Associate Creative Director

As acopywriter with over 10 years of experience, Alicia has worked across a variety of industries on all sorts of accounts. From multimillion-dollar integrated marketing
campaigns to quick-turn digital executions, no project is too big or small. Alicia has extensive experience in automotive, insurance, tech, B2B and retail. A few past clients
include McDonald's, Chevrolet, Esurance, Republic Services and Cameo. She always puts herself in the customer’s shoes to write copy that speaks to both heart and
mind, blending EQand IQ.

Yansong Jiang—Senior Motion Graphics Designer/Video Editor

With 13 years of experience in the industry, Yansong (Song) has honed her skills to bring ideas to life through dynamic motion graphics and compelling video editing.
Throughout her career, Song has collaborated with diverse clients across various industries, including National Grid, FirstEnergy, Atlantic City Electric, Carhartt
Company Gear, ABB, FedEx and 84.51°, delivering exceptional visual content that exceeds expectations. Equipped with proficiency inindustry-standard software such
as Adobe After Effects, Premiere Pro and Cinema 4D, she has a proven track record of creating stunning visual effects, animations and seamless video edits.

Denise Rasberry—Senior Producer

Denise is anaward-winning producer and creative partner who works closely with creative teams, vendors and clients to bring the best ideas to life. Drawing from over
15 years of production experience, she is skilled at guiding large-scale, integrated media production. She expertly navigates all areas of production to deliver high-impact
content that drives sales growth. Denise has worked across brands like Carhartt, Advil, Juvederm, Pantene, Razorbill/Penguin Books, Sargento, Sensodyne, Ulta,
National Grid and FirstEnergy.
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Ashley Gordon—SVP, Connections Planning

Ashley leads Mower's integrated Media efforts, bringing nearly two decades of expertise with both brand building and performance-driven media. She blends strategic
insight with hands-on execution, guiding complex cross-channel campaigns that not only meet but exceed client goals. Her experience spans both consumer and B2B
brands, having partnered with leading companies such as John Deere, USG, SCANA Energy, Jiffy Lube and U.S. Marines.

Patrick Lewis— VP, Media Director

Patrick brings 20 years of experience to his role in leading the media team at Mower, where he is responsible for overseeing all aspects of the strategy, planning, and buying
process, while also driving innovation, and identifying emerging technologies and agency solutions. His account experience includes work oninternational, national, regional, and
local campaigns, across all channels, and with clients in both B2B and B2C advertising. He is currently the media lead on Atlantic City Electric, Avangrid, National Grid, and the
Western New York Ford Dealers, while also providing strategic oversight and consultation on FirstEnergy and Rhode Island Energy. Patrick has been with Mower since 2011.

MEDIA

Venessa Quinn—Director of Performance Marketing Strategy

Venessais responsible for activation and strategy oversight across all channels managed by our Performance Marketing team including Search and Social. She has
B2B and B2C experience across numerous verticals with a specialization in highly regulated industries such as Energy, Healthcare and Financial Services. Clients have
included First Energy, Northwest Bank, Novant Health and Lowe’s Home Improvement.

Alana Gonzales- Senior Digital Strategist, Performance Marketing

Alanais an accomplished social media strategist who helps brands build meaningful connections with diverse audiences through both organic and paid campaigns.
Since joining Mower in 2020, she has led digital storytelling efforts across industries including energy, travel, healthcare, finance and B2B. Her work spans complex
topics and uplifting brand narratives, with a focus on engaging content that delivers measurable results. Most notably in the energy space, she has brought creative and
strategic insight to campaigns for National Grid, Rhode Island Energy and Exelon, and is poised to bring that same impact through thoughtful, results-driven messaging.

Caterina Romano - Senior Strategist, Performance Marketing

With nearly two decades of experience in marketing and advertising, Caterina brings a deep understanding of both B2B and B2C audiences across industries including
energy, banking, entertainment, and health. Her expertise spans strategy development, performance marketing, and analytics, with a focus on delivering measurable
results through SEO, paid search, and paid social. Caterina combines a strategic mindset with strong presentation and research skills to help clients solve their most
complex marketing challenges. Since joining Mower in 2018, she has played a key role in supporting energy clients such as National Grid, Rhode Island Energy,
AVANGRID, LG, National Fuel, and FirstEnergy —developing integrated campaigns that drive engagement and build public trust.

Maggie Attea- Associate Performance Marketing

Maggie's is focus on developing compelling organic and paid social media content that connects with diverse audiences. With over three years of experience in social
media strategy, Maggie brings a strong understanding of how to build and nurture online communities —an essential skill when communicating around complex
infrastructure projects. Her expertise spans social media planning, creative content development, copywriting, and performance analysis. Since joining Mower in April
2024, Maggie has contributed to campaigns that support public engagement and education, helping brands in regulated industries translate technical narratives into
accessible, relatable messages across social platforms.
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