Trust Lands Administration
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Integrated Media Strategy

Awareness
Channel Channel
CTV Streaming Audio
Primary KPIs ' _ Primary KPIs
Impressions | Reach | Frequency consideration Site Visits | Page Visits | Clicks

Secondary KPIs
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Site Visits | Page Visits | Clicks

Impressions | Reach | Frequency




Multi-Channel Objectives

Increase Brand Awareness
Strengthen Trust Lands Administration visibility across Utah using a multi-channel approach. CTV, Streaming Audio, Print, and
Paid Digital placements work together to move audiences from high-level awareness to deeper engagement.

Highlight Economic Impacts

Educate audiences on how Trust Lands support K—12 schools and other local beneficiaries. Multi-channel messaging
reinforces brand credibility and ensures the economic impact resonates across both digital and traditional platforms.

Reach Rural Communities

Target audiences in rural areas with strategic placement across CTV, Streaming Audio, Print, and Paid Digital. Using multiple
channels creates repeated exposure and increases the likelihood of consumer engagement.

County Targeting
Beaver, Daggett, Duchesne, Emery, Garfield, Iron, Juab, Millard, San Juan, Sanpete, Sevier, Tooele, Uintah, and Washington
Counties.

Reinforce Integrated Messaging

Ensure consistency across platforms so that audiences receive a cohesive story, strengthening recognition, trust, and long-term
understanding of Trust Lands initiatives.
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Print Campaign Performance Summary

Publication

Times Ran

Box Elder News Journal

ll

ETV (formerly Emery County Progress)

1l

Iron County Today

1l

Millard County Chronicle Progress

1

San Juan Record

1

Southern Utah News

|l

St. George Independent

The Herald Journal

1l

Richfield Reaper

1l

St. George News

Vernal Express

1

Total

ns

*Flight: 5/5 - 9/21

TRUST LANDS
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My business
grows on
Trust Lands /%

Over $53.9M generated
from Kane & Washington
Counties this year.

Learn more at
TrustLands.Utah.gov

TRUST LANDS
ADMINISTRATION
My computer |
class is funded' |
by Trust Lands,|

Over $3.1M given

to Central Utah
Schools* this year.

g, Learn more at
mit# TrustLands.Utah.gov



Print Campaign Performance Summary
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ADVERTISING | DESIGN | WEB
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Box Elder News Journal
Print Placement: (11) Insertions
Publishes Weekly: Wednesday's
Art due: Friday Noon prior to run
Ad Size: 3col x 9"

ETV News

Print Placement: (11) Insertions
Weekly: Weds

Art due: Friday prior to run

Ad Size: 1/2 Page Ad

Iron County Today

Print Placement: (11) Insertions
Publishes Weekly: Thursday's
Art due: Friday prior to run

Ad Size: 1/3 Page Ad

Millard County Chronicle Progress

Print Placement: (11) Insertions
Publishes Weekly: Weds

Art due: Friday prior to run

Ad Size: 1/2 Page Ad

The San Juan Record

Print Placement: (11) Insertions
Weekly: Weds

Art due: Monday AM prior to run
Ad Size: 1/2 Page Ad

StGeorgeNews.com

Print Placement: (5) Insertions

Art due: 1 Day prior to start date
Banner Ad (10 Sizes): 50,000 IMPs

Sponsored Story + Boost / (4 sizes)
Article Takeover

$3,080

$6,886

$6,281

$5,819

$4,158

$8,943

RUMOR



Print Campaign Performance Summary
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ADVERTISING | DESIGN | WEB

2025 Print Campaign
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Salt Lake Market

PRIMARY DEMO: A35+ | SECONDARY DEMO: A18-34

Southern Utah News

Print Placement: (11) Insertions
Publishes Weekly: Thursday's
Art due: Monday prior fo run

Ad Size: 1/2 Page Ad

Memorial Day

Juneteenth

Independence Day

Pioneer Day

Labor Day

$4,290

The St. George Independent
Print Placement: (4) Insertions
Publishes Monthly: 1st Fri

Art due: Weds prior to publish

Ad Size: 1/2 Page Ad

The Herald Journal
Print Placement: (11) Insertions

Publishes 3x Weekly: Tues, Thurs, Sat

Art due: 3 business days prior to publish
Ad Size: 1/2 Page Vertical

The Richfield Reaper

Print Placement: (11) Insertions
Publishes Weekly: Weds

Art due: Thursday AM prior to run
Ad Size: 1/2 Page Ad

Vernal Express
Print Placement: (11) Insertions

$2,588

$4,762

$5,588

Publishes Weekly: Wednesday's $4,356
Art due: Thursday AM prior to run

Ad Size: 1/2 Page Ad

Total Cost | $12,324 $10,108 $10,108 $14,103 $10,108 $56,751

RUMOR
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Ad Creative | CTV + Streaming Audio

O O O

Trust Lands Radio - Trust Lands Radio Trust Lands Radio
On Trust Lands 30 Desert Color_c3 - Mine_c3 - School_c3

Target Audiences Market/Geographic Campaign Run Dates

A30-55 | A30+ Rural Utah Counties: 5/5/25 - 9/22/25
San Juan County Sanpete County
Washington County Juab County
Iron County Emery County
Garfield County Uintah County
Beaver County Daggett County

Millard County Duchesne County
Sevier County Tooele County


https://docs.google.com/file/d/10nKbuKQo6n0BaJAFH3-GDIaN2z-OBvOz/preview

Ad Creative | AV Display

’! TRUST LANDS

S5 ADMINISTRATION

Ove 1in
revenue generated through
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Learn more at TrustLandsAJta

g TRUST LANDS

ADMINISTRATION

ihb Utah becat;se of
Trust | ands.

Learn more at Trustlands Utah.gov

= TRUST LANDS
S ADMINISTRATION

Over $106M
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p- TRUSTLANDS * : 1 in revenue generated
WSS ADMINISTRATION through developments last year.

.f}',’{:'i S55 N M ”
B TRUSTLANDS e generated through

ADMINISTRATION
developments |ast year.

== TRUSTLANDS &,33C
=== ADMINISTRATION Utah because of Trust Lahds.

B TRusTLANDS O, 0507 |
ADMINISTRATION Utah beCBUSe ofTrust Lands.

— TRUSTLANDs over $106M was given
== apmiINIsTRATION  to Utah schools last year.

B TRUST LANDS Over $106M was given
aominisTration  to Utah schools last year.
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Streaming Audio + Radio Campaign Performance Summary

Campaign IMPs Reach Freq. Site Visits CTR
Trustlands 1,572,330 | 65,004 19 28] -
Streaming Audio
Added ValueRadio +| ) 55 - - 136 0.013%
Display
Campaign 2,003,705 | 65,004 19 417 0.013%
Totals

Added Value: (12) (:30) spots per week running on two
top-tier iHeart radio stations, KZHT and KODJ, providing
additional campaign exposure.

*Flight. 5/5 - 9/21

QE’I'MZ,H:[ 94l @nHeart

KOD)J RADIO



iHeart CTV Campaign Performance Summary

Campaign IMPs

Reach

Freq.

CPCV

VCR

Trust Lands CTV 932,971

24,417

38

$0.02

98%

Top Impressions by Publisher

Samsung TV Plus
LG

Tubi

Sling

*Flight. 5/5 - 9/21

Impressions by Device %

Tablet

0.5%

Streaming Device

15.7%

Smart TV

25.1%

Desktop

6.9%

RUMOR

Phone

51.2%

iHeart
Medio



Paramount+, CBS Properties CTV Campaign Performance Summary

Campaign | IMPs VCR Video Reach Freq. cPcv
Completes
frustlands | oosier | 97.6% 542,853 48,936 8.9 $0.03
Paramount CTV
Impressions by Device %
Desktop
Top Shows 10%
. . Mobil
e Movies - Action & Adventure oblie
. . 4.0%
e Criminal Minds
e Movies - Comedy
e NCIS
e CSi
e South Park

*Flight: 5/5 - 9/21

TV Glass

@CBS

95.0%
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MNTN CTV Campaign Performance Summary

Campaign IMPs | HHReach | Freq. MNTN Pt“lven Site Conversions CcpPcv
Visitors

Trust Lands

MNTN CTV 667,052 | 225,040 3 6,187 89 $0.03

Top Performing Networks

HBO Max

Tubi

Paramount Streaming
Roku News

CNN

aw Visitors MNTN Driven Site Visitors

*Flight. 5/5 - 9/21 M m n t n



Trust Lands | Heat Map

Salt Lake City

Great Salt Lake Desert

Impressions

" Great Salt Lake Desert

Salt’Lake City

Provo

UTAF

Clicks

ey Natior
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Paid Digital Campaign

Campaign run dates
May 5th — September 30th

County Targeting
Beaver, Daggett, Duchesne, Emery, Garfield, Iron, Juab, Millard, San Juan, Sanpete, Sevier,
Tooele, Uintah, and Washington Counties.

Primary KPIs
See How Your County Benefits Button Clicks
Time On Site and Page Scroll Depth (50% & 75%)

Secondary KPIs
CPC, CTR

Channels r@n G O



Paid Social vs Organic Social

The Difference

Between Pa | d Sponsored ‘ %
& O rg an |C Land for o Ehrmysriaes

a Brighter ot 4

Social Media Future

generate funds for Utah schools,
hospitals, and institutions.

.
TRUST
{2 LANDS

Qv
3likes

CTA Learn More utahsitla Public Schools will get more than $106 million
from Trust Lands this year! Another $6 million goes to our
other Trust Lands beneficiaries who support health and

Butto n human services, higher education, and juvenile justice

programs in Utah.
5,086,337 views
School Community Councils (SCC) will be notified in
January of the funds going to their schools. Make sure to
join your local SCC to take part in planning how to use
those funds!
#publicschools #schoolfunding #utahtrustlands

A Q CHIR Qa Q ®

utahsitla Trust Lands generates revenue for specific public
and higher education, health and human services, and
state hospitals. Since 1994, Trust Lands has... more




Display & Search
Advertising

Funds for
Your School

Learn about Utah Trust
Land funds and how they
can impact your school.

= TRUST LANDS
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Le b Utah Ti
Funds S
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Funds for
Your School

Learn about Utah Trust Land funds
and how.they can impact your school.

LEARN MORE

= TRUST LANDS
ADMINISTRATION

Funds for \
Your School [N |

Paid
results
(Google

Ads)

Organic
results
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Google social media marketing X

QA Al Bl News [])Images [f) Books [3] Videos : More Tools

About 7,180,000,000 results (0.68 seconds)

Ad - https//www.mailchimp.com/
Social Media Marketing - Organic Social Posting

Easily Create and Manage Professional Social Media Campaigns With Our Intuitive
Interface. Build Your Following On Social Media And Reach The Right People.

Free Email Templates
Send Better Emails Instantly
Use Our Pre-Built Templates Today!

View Our Pricing Plans
Find a Plan That's Right for You
Pick Your Perfect Package Today!

Ad + https://www.zozimus.comy i (617) 2591605

Dream Big. We'll Do the Rest. - Award Winning Social Media

Our Bespoke Social Media Strategies Are Tailored to Suit Your Needs. It's Just How We Are. One
Size Does Not Fit All, It's Why We Customize Your Social Strategy with You, for You

Paid Search - Best Ad Agency in Boston - Social Media - Brand Strategy - Digital Marketing

Ad - https://www.firebellymarketing.comy i (317) 557-4460
Firebelly - Social Media Marketing Experts

Ready to Take Your Social Media to the Next Level? Let's Get Started! Providing Excellent

hitps:/www.wordstream.com » Leam

Social Media Marketing for Businesses - WordStream

Soclal media marketing is a form of digital marketing that leverages the power of popular social
media networks to achieve your marketing and branding goals

Social Media Optimization - Popular Social Media Platforms

People also ask

What a social media marketina does? .



Display Summary Statistics

s TRUST LANDS

ADMINISTRATION

1,100+ businesses
power Utah's economy
on Trust Lands.

Learn

-TRUST LANDS
ADMINISTRATION

Over $106M 7
was given to Utah

-TRUST LANDS
ADMINISTRATION

Over $55 Million

in revenue generated
through developments
last year. e

Learn more at

Impressions

6,155,449

Reach (M, J, J, A, S)

222175 [ 178,763 [ 222,679
/187,313 [ 163,877

Frequency (M, J, J, A, S)

79/76/68/75/6.1

Clicks 7,279
Cost Per Click (CPC) $2.33
Click Through Rate (CTR) 0.12%
15 Second Visit 4,213
50% Scroll 652
75% Scroll 467
See Benefits 48
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Digital Advertising Creative

= TRUST LANDS
== TRUST LANDS &5 ADMINISTRATION —TRUST LANDS

B ADMINISTRATION S5 ADMINISTRATION
Over $106M

was given to Utah in revenue generated
schools last year. through developments

Learn more at TrustLands.Utah.gov 5 IaSt yea r.

power Utah's economy
on Trust Lands.

Learn'more at Tru

Learn more at TrustLands.Utah.gov.

Benefits Clicks - 466 Benefits Clicks - 226 Benefits Clicks - 56



Demographic
Breakdowns:
Nn=466

TRUST LANDS

ADMINISTRATION

1,100+ businesses
power Utah's economy
on Trust Lands.

Learn more at TrustLands.Utahigov

Benefits Clicks

Age and gender distribution
200
150
100

50

13-17 18-24

Reach

Age and gender distribution

25K
20K
15K
10K

5K

1317 18-24

25.34 35.44 45-54
B Men # Women
40% (185) 60% (279)
Cost per result: $55.57 Cost per result: $42.50
25-34 35-44 45-54
B Men Women
56% (106,877) 44% (83,389)

Cost per result: $55.57 Cost per result: $42.50

55-64

55-64



Demographic
Breakdowns:
n=226

= TRUST LANDS
&5 ADMINISTRATION

Over $S106M
was given to Utah
schools last year.

Learn more at TrustLands.Utah.gov. |

Benefits Clicks

Age and gender distribution

100
80
60
40
20
0
1317 18-24 2534 35-44 4554
B Men B women
24% (55) 75% (170)
Cost per result: $49.88 Cost per result: $35.74
Reach

Age and gender distribution

RUMOR

55-64 65+

55-64 65+

20K
15K
10K
} .. lI . .
0 - s
137 18-24 2534 35-44 45-54
B Men B women
44% (45,490) 58% (59,128)

Cost per resuit: $49.88 Cost per result: $35.74
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Age and gender distribution

Breakdowns:

De m og rq p h i c Benefits Clicks

15
10
—_—
n=56
5 . .
. ) Il . I
1347 18 24 25-34 35-44 45-54 55-64 5+
B Men B women
50% (28) 48% (27)
’ TRUST W.\\'| Ds Cost per result: $52.36 Cost per result: $46.54
== ADMINISTRATION
Reach
= Age and gender distribution
IN revenue generated
through developments "
6K
last year. o
Learn more at TrustLands.Utah.gov : K
3K
; - K
g 37 18-24 25- 34 35-44 45-54 55-64
B Men B women
62% (29,107) 37% (17,477)

Cost per result: $52.36 Cost per result: $46.54




Display Creative Performance
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Display Top Performing Sites

Placement

dailymail.co.uk

sltrib.com

usatoday.com

weather.com

kutv.com

buzzfeed.com

stgeorgeutsh.com

abcd.com

people.com

deseret.com

cnn.com

kizzcom

kmyu.tv

ksl.com

Type

Site

Site

Site

Site

Site

Site

Site

Site

Site

Site

Site

Site

Site

Ad group

Utah Rural County + Utah Site Targeting

Utzh Rural County + Utah Site Targeting

Utzh Rural County + Utah Site Targeting

Utah Rural County + Utah Site Targeting

Utah Rural County + Utah Site Targeting

Utzh Rural County + Utah Site Targeting

Utzh Rural County + Utah Site Targeting

Utah Rural County + Utah Site Targeting

Utzh Rural County + Utah Site Targeting

Utzh Rural County + Utah Site Targeting

Utzh Rural County + Utah Site Targeting

Utah Rural County + Utah Site Targeting

Utah Rural County + Utah Site Targeting

Utzh Rural County + Utah Site Targeting

- Conversions

1,254.00

1.248.00

666.00

570.00

551.00

360.02

160.00

158.00

119.00

78.00

61.00

49.00

4200

Cost / conv.

$3.87

s2.68

$2.47

$3.97

$2.53

$3.12

$2.62

$2.24

$3.92

s$27

$4.55

$3.82

$3.60

$5.17

Clicks

2348

1315

800

530

675

524

179

97

73

Impr.

2742699

302.256

673,591

295,528

367,280

623241

221,487

103,740

114821

48,735

99,829

95,838

55.305

396,514

0.12%

0.18%

0.18%

0.08%

0.08%

0.15%

0.14%

0.20%

0.11%

0.10%

0.13%

0.06%

RUMOR

Avg.CPC

$207

§2.54

$2.06

$427

$2.06

$215

$2.34

s221

$294

$216

$2.62

$2.09

s$2.41

$0.97
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Display Summary Statistics

Age and gender distribution (Google Display Impressions) Age and gender distribution (Google Display Conversions)
700000 7007 = Men
s Women
600000 600
500000 500
w n
5 5
» 400000 I 400
wn
g g
Qo =
£ 300000 g 300
200000 200
100000 100

35-44 45 -54 35-44 45 - 54

Age Group Age Group



YouTube Summary Statistics

% TRUST LANDS

) - in revenue generated
through development last year

&% TRUST LANDS

Over $106 Million was given
to Utah schools last year.

M TRUST LANDS

330+ jobs created in
Utah because of Trust Lands.



http://www.youtube.com/watch?v=zZ3aPlXcTY8
http://www.youtube.com/watch?v=UUQiaYJevWs
http://www.youtube.com/watch?v=4B2bhKqugxg

RUMOR

YouTube Summary Statistics

Asset Asset name Impr. Clicks CTR s\ Conversions Cost / conv.

Length: 0:15 Trust Land | Elementary School 477467 10,631 223% 2.561.77 $0.60
Length: 0:15 Trust Lands | Mine 265948 7.231 272% 1,636.59 $0.63
Length: 0:15 Trust Lands | Desert Color 313,863 6,381 2.03% 1.337.91 $0.71
Length: 0:15 Trust Lands | Elementary School 5,555 72 1.30% 14.00 $0.80

Length: 0:15 Trust Lands - Desert Color 3379 50 1.48% 14.00 $0.46




Impressions

RUMOR

YouTube Summary Statistics

Age and gender distribution (YouTube Impressions) Age and gender distribution (YouTube Conversions)
E Men N Men
s Women B Women
1000000 4000
800000
& 3000
=4
2
w
600000 o
>
S 2000
(@]
400000
1000
200000
0 35-44 45 - 54 55 - 64 65+ 0 35-44 45 - 54 65+ Unknown

Age Group Age Group



YouTube Top Performing Placements

Placement Type Ad group ' Conversions Cost / conv. Clicks Impr. CTR Avg. CPC

Rural County T 657.19 2357 $0
F YouTube channe Rural County Targ $0.42 9
MeidasTouch YouTube channel Rural County T 392 1.679

ou YouTube channel Rural Cou Ta 489 219% S0

L e ork YouTube channel Rural County Targ 377 3 so
penguinz0 YouTube channel Rural County Targeting $0.58 40 $0
SML YouTube channe Rura Targeting $0.51 7

Benny Johnso YouTube channel Rural County Targeting $0.43 282 0.889 S0
Sky News Australia YouTube channel Rural County Targeting 8447 $0.37 202 S0
N YouTube channel Rural County Targeting 70.50 $0.52 277 7.187 S0

22 YouTube channel Rural C ty Targetin 9.680 2 S0

ube chamnel Rural County Targeting 66.14 50.39

RISE ZION ouTube channe Rural Coun g 65 9 a $0
2 Rural County Ta g 0.4 85 $0
N m FOX Rural County Targeting 82 202 9,688 2 so




Site Traffic Overview
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Key Campaign Takeaways

Strong Overall Awareness. Placements on Streaming Audio and Connected TV effectively
boosted mass awareness and visibility across Rural Utah Counties, reaching over 363,000
unique individuals.

High Awareness Driving Meaningful Action. The visual impact of CTV ads not only raised
awareness for Trust Lands Administration but also drove 6,138 page views to the website.
Podcast ads complemented this strategy, adding another layer of exposure and offering a
more intimate, conversational format for engaging listeners.

Value from Bonus Media. The Added Value Display ads generated
Effective Creative Spread. Each ad type was very effective in engaging a different part of

the population with the school and mine ad activating a variety of subgroups that tend to
e more politically involved.



