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SNAPSHOT

We help like-minded brands make their next big move through game-changing ideas

- Our mantra: Big ideas, not big budgets, create amazing communication
- What we do: Uncover insights, invigorate brands, and over-deliver originality

- How we do it: Speed, passion, and collaboration that blurs the lines between agency and client, departments
and stakeholders, while inspiring all toward the common goal of pursuing the unexpected

- Who we are: Minority-owned RCCO has been in business since 1980 with long-term client-agency relationships
of no less than 8 years

- Our experience: National and regional legacy brands
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PUTTING A FACE ON THE

YOUR CONTACTS

MARCOS HERNANDEZ
CEO/GROUP CREATIVE DIRECTOR
MARCOS@RC-CO.COM
210-422-8397

ADRIAN RAMOS MARISA PARKER RON MELONI ROGER CHRISTIAN
CD/MANAGING PARTNER VP OF STRATEGY SHOPPER MARKETING CCO/FOUNDER
CD
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SERVICES

FULL LIST OF AGENCY SERVICES

STRATEGY

+ BRAND, CREATIVE, CONTENT STRATEGY

* BRAND CHARACTER DEVELOPMENT
+ BRAND VOICE

* BRAND POSITIONING

* DIGITAL STRATEGY

* AUDIENCE IDENTIFICATION
(CLUSTERING, SEGMENTATION,
OPPORTUNITY SIZING)

+ GAP ANALYSIS
« PATH TO PREFERENCE/PURCHASE

PRODUCTION &
EXECUTION

* BROADCAST & PRINT PRODUCTION

* DIGITAL & INTERACTIVE
CONTENT DEVELOPMENT

* DIGITAL DEVELOPMENT
(EMAIL, WEBSITES, BANNERS,
LANDING PAGES)

* PHOTOGRAPHY & VIDEO
* PRINTING & FULFILLMENT

CREATIVE

+ BRANDING, DEVELOPMENT

(VISUAL IDENTITY & BRAND STANDARDS)

+ CAMPAIGN DEVELOPMENT
- TRADITIONAL
- DIGITAL
- SHOPPER MARKETING

+ CONTENT
- WEB
- SOCIAL MEDIA
- STREAMING

* EVENTS & PRODUCTION

MEASUREMENTS

- MARKET RESEARCH (SECONDARY,
SYNDICATED & PRIMARY)

* BRAND HEALTH

+ CAMPAIGN PERFORMANCE ANALYSIS
* DIGITAL ANALYSIS & PERFORMANCE

* SALES ANALYSIS

* LEAD GENERATION




Coke and Sam's Club
show you how to turn
aluminum into gold.

For irformation on how ta join the Sam's Club My Coke Rewards Progmam,
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Pallet Wrap, Signage, Displays (During/Post-Shop-Repeat Sales)
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- COCA COLA /SAM'S CLUB

For more than 12 years, RCCO designed and implemented integrated in-store and shopper marketing
campaigns for multiple Coca-Cola Company customer teams, including Walmart and Sam’s Club. Our
approach was different than what Coca-Cola shopper marketing had experienced previously. Instead
of listening and reacting to an assignment, we collaboratively sought the unspoken opportunity that
the brand porfolio had been missing. By addressing the Business Member as a consumer community
seeking guidance on more than just product purchases, but alsoprofitability and margin growth, we
created the means to achieving a more loyal Member who spent more, shopped more and promoted
more. Leveraging the national strength of the MyCokeRewards program, we led a collaborative
supplier partnership which developed ongoing programs with only one priority: our Members'
growth. The tactical components of the campaign followed strategy and optimized resources from
each of the sponsors. The result was a 6% growth rate during a 2 year period where categories
trended flat to base year performance. Most importantly, Sam’s not only retained their Business

Member base, but drove expansion.
Receipt Messaging

(Pre-Shop)

Help your small
business perform like

the big guys.
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- COCA COLA /SAM'S CLUB

My Coke Rewards
[lefal [ a A2 | D www.mycokerewards.com -
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FLOOR IT FOR A CHANCE TO WIN PIT PASSES
With Sam’s Club and My Coke Rewards you could
instanly win daily throughout the NASCAR season!

PLAY FOR DAILY
INSTANT PRIZES
Redeem your MCR points now!

MyCokeRewards Homepage Banner (Pre-Shop)

%

As a Coca-Cola racing program spokesperson, RCCO was

able to leverage the personal brand equity of Danica into

a marketing asset that Sam’s would then promote across
beverage categories. Linking the purchases of Coke brand
portolio products to the MyCokeRewards platform created
frequency of purchases that led to incremental volume growth
over category trend. This resulted in higher margins for the
category, and increased loyalty behavior from the Member.

* Mom, keep your
pit crew happy,
stock up now.

y
rewards &

Forinformation on how to join the Sam's Oub My Colee Rewards
Program, phease visit wwow. myoolerewards.com,/samsclub

Pallet Wrap, Signage, Displays (During / Post-Shop - Repeat Sales)
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L

Thisistheonly 4.
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Patrick loves
zero.

Race over to the Sam’s Club Cale am5r3h
an ice-cold Coke’ Zerd. Sip, Shop and Save!
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Sam'’s Club A-Frame (During)



- COCA COLA /SAM'S CLUB

The Sam's Club National BBQ Tour is a perfect
example of the ‘harmonic convergence'’
between Consumer-Member audience
‘enchantment’, brand usage occasions,
spokesperson cred and personality, on-site
Associate engagement, omnichannel media
delivery and category performance. With Tour
coverage hitting over 60% of Club locations,
strategy was important, yes, but tactical
precision for coordination of communications,
materials, in-club media, recipe distribution,
Associate information and 3rd party Tour
management was tantamount to a successful
program. RCCO not only worked directly with
the Tour management team, but with Coke
and Sam’s marketing and category merchants
to ensure timely and relevant materials for
each market and Club, including all display
merchandising materials and instruction. Coke
execeeded their growth goal for Coca-Cola trio
during the Tour and became the ‘go-to’ partner
for big events that would differentiate Sam's

_ — . S = from the marketplace. The Tour itself attracted
Banner (Pre-Shop / During) over over 50,000 attendees.
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Pallet Wrap (During / Post-Shop - Repeat Sales)

Grab a Coke®.
_..Make it a Meal.




- COCA COLA /SAM'S CLUB

While these examples of RCCO merchandising and promotional materials showcase both strategic and creative
capabilities, focus on pizza if you will. At the time, Sam’s Club was one of the top 5 pizza volume retailers in the

' ithall
country. They were larger in volume than Papa John’s. RCCO and Coca-Cola were tasked to make the Sam’s pizza Plzza WIt a
offer bigger, better and more relevant to the Member and to achieve growth objective that was believed to be

the ext
impossible. After weeks of collaborating with Sam's category leader, supplier partners, qual and quant Member i e e ras.
and Market research, studies on sighage, and message, the program tested in 6 midwestern clubs. Upon rollout, !

the full program generated an incremental multi-million dollars of growth in 6 short months ...and that was just ' |
for the beverages. Pizza sales were triple digit in some region and total club sales also benefited.

Family Combo Pack

Dmner Is Done

Only the freshest ) 9
ingredients i A

* Large 16" Hot Bake Pizza - your choice of toppings
* Cheesy breadsticks with marinara sauce

* One half-dozen Chocolate Chunk cookies

« 2-liter bottle Coca-Cola’

= make the cut.

lertes Come by the Sam's Club® Café and create a 16-inch,
any-topping Take-n-Bake pizza. Add a 2-liter Coca-Cola;
all for only $10! Your family will love you for it.

Banner - For Take-n-Bake Pizza Digital Ad Dangler

) : RCCO



He lth&h ppiness
are impossible
without vitamin a.

Every year, RCCO and Coca-Cola developed an idea summit with
an interactive and collaborative format, joining forces with Sam's

- COCA COLA /SAM'S CLUB
and Walmart key category and division leaders, including global

sourcing, to identify opportunities where ideas could come to life . l

to inspire shoppers, engage Associates and showcase creativity Days of
in the market. These are examples of that work which continued

for over 5 years and through 3 different Joint Business Planning Graphic for Summer Promotion
seasons. As a result, Coca-Cola became a strategic partner and
one of only 10 CPG suppliers to have an ongoing Joint Business
Planning role in their respective categories.
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WE PLEDGE SAVINGS

Vitamin A saves lives.

: .'.-!-'T”_ . i An estimated 190 million children under five suffer from vitamin A deficiency,
i [ [ ﬁ#‘ ’ v h" i e T hE a major underlying cause of child mortality. With your help,
' “n » ome I nSI e j - ' - we can reduce underfive child mortality by about 24% in atrisk populations.
= .:-...-' -" |l-.-_- Arlrtgr A
FREE DAY PASS TO SAM'S CLUB ey meady o & mew adveriure n izachng? Check the ou
I ] I " CLICK HERE TO CLAIM YOURPASS e vitamin angels
= Be an angel. www.vitaminangels.org
= = ..._n-._-,,ql.-....-\. jmsanaty i Bouky
Banner Facebook Ad Stand Signage
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- COCA COLA /SAM'S CLUB

No matter

4 how you slice it,
it's Pizza Madness.
Are you ready?

Tastes so fresh
we put it next

Download the ibotta app on your i =
smartphone and earn extra R
cash on your Sam’s Club purchases
of Coca-Cola products.

For more information, Click Here!

Follow J

Pinterest Post Cling - During March Madness
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All day. All your life. Walmart

— COCA COLA / WALMART

Coca-Cola had been asked to demonstrate
how best to communicate healthier lifestyles
in an SKU-friendly way that presented product,
package, and lifestyle occasions without
‘velling’ health. RCCO insight revealed that
consumers shopped and used ‘healthier’
brands and products at a certain time of the
day. This led to the thematic and visuals for the
promotion. As a result, Simply and Minute Maid
juice brands were named category captains
and strategic partners for the juices group and
expanded distribution across all Walmart Super
Centers and Neighborhood Markets in the US.
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Stickers / Neck Hangers

1

Now's the time to take care of yourself.

All day. All your life. Walmart

eeeeeee y. Live better.

Cling
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- WHATABURGER RETAIL
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Whataburger is a legacy QSR in the Southwest that is rapidly expanding its unit footprint into new markets nationwide.

In 2018, Whataburger reached out to RCCO to support their latest new business endeavor, the Whataburger Grocery
business unit, tasked with bringing Whataburger's beloved restaurant condiments to America's store shelves. Our job
has been to educate consumers and customers about Whataburger’s CPG products and the brand’s passionate pursuit
of deliciousness. The overarching concept: Whataburger will do whatever it takes to “get it just right” by creating their
own ketchups, mustards, and other CPG products. This campaign work brought new, relevant tactics to the shopper
journey. Whataburger CPG distribution has now expanded beyond Texas into major grocery chains throughout the
United States and Mexico.

12




- WHATABURGER RETAIL

WE JUST

Woke ap

THE FLAVOR AISLE

WE JUST
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Feuvore Honee.

IT TAKES THE BEST
CONDIMENTS TO BUILD
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- WHATABURGER RETAIL

IT TAKES THE
BEST CONDIMENTS §
TO BUILD THE .
BEST BURGERS. =&
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- WHATABURGER RETAIL

Due to the success of its grocery business Whataburger is expanding its CPG retail offerings.

DAY STARTER IN A BOX —— ——————— FLAVORS THAT FEEL LIKE

SPREAD YOUR WINGS
WITH LOTS OF FLAVOR

Dinnertime need a little something? Give it a lot of something with the zesty
goodness of Whataburger Buffalo Sauce kick. This wonder was crafted to top our ;
Buffalo Ranch Chicken Strip Sandwich—which tastes as amazing as it sounds.

Great on chicken, beef, veggies and more. Your consumers will stampede for this

Whataburger Signature Sauce.

PRODUCT DETAILS

UPC # (not harcode) 851953005280

SHELF LIFE 210 Days

PRODUCT DIMENSIONS 6.523 X 3.267 X 2.266
CASE DIMENSIONS 7.3125" X 13.75" X 1.375
PALLET (Tie x High) 15x 6

RLITTLE REAT. M LOT OF FLAVER.

LH AR R \ QUALITY SINCE 1950
LR =

For more than 70 years, Whataburger has been putting smiles on faces with made-to-order goodness

INNER PACK DESCRIPTION 12/16.5 oz hottles per case

-]

that you just can't find anywhere else. We use the highest quality ingredients around and the product

r
il ek

you see above is no exception. Today we proudly serve customers at more than 860 restaurants
across 10 states and growing. And we'd be proud to partner with you to deliver the flavors our fans
know and crave.

THE HIGH-DEMAND WHATABURGER BREAKFAST IS COMING HOME THE SAUCY STAND-OUT SELLER YOU NEED

coNTACT YOUR saLEs REP AT WBRETAIL@WBHQ.COM

Sales Sheets - Front Sales Sheets - Front Sales Sheets - Back

n .
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- BLUE BELL CREAMERIES

RCCO began working with legacy Blue Bell Creameries in 2006, a year shy of their 100-year history. The small creamery has long

been noteworthy for its high-quality ice cream and its years of iconic home-spun advertising. RCCO has helped Blue Bell leap from

a small local creamery to America’s favorite vanilla ice cream, with continued growth across 23 states through effective shopper

marketing, branding, and advertising support.

'Thanks for making us

| fe_cl at hom?.

memadé Vanillo

Flamared

Marural wind Aceific lal Flaver Added

[ EANUFAGTURER's GoUPON | EXPRES NoveNBER 30,201t

Save 75¢ 1.00

on the purchase of on the purchase of _— on the purchase of
any Blue Bell” any four Blue Bell” any two Blue Bell”
Half Gallon flavor Pint flavors Take Home Snacks

FEELING RIGHT AT HOME...

It took us more than a hundred years to travel from the rolling hills of wildflowers in Brenham to

the snow-capped Rockies, but we're glad we did. It seems like many of you are as well. The homemade
taste of our ice cream, made from fresh milk and cream, home-baked goodies and the season’s freshest
fruits & nuts, has caught on in Colorado. Thanks to the folks familiar with Blue Bell” and the new
fans we’ve made, Colorado has become one of our most successful new markets ever. From all of us
who make the ice cream, drive the trucks and stock the freezers, here’s a big scoop of “Thank you.”

‘WHAT MAKES US SPECIAL?
Blue Bell® Ice Cream comes from Brenham - a small town nestled
deep in the heart of Texas. Home to honest people and Jersey cows.

The perfect birthplace for the best tasting ice cream in the country. W .

In 1907, we started making butter, then after a few years we began making o |ce§wm

ice cream for our own enjoyment. What we couldn’t eat we delivered by Half Gallons & Pints
horse and buggy to friends and neighbors. News travels fast and it didn’t take

long for word to get around that our ice cream tastes homemade, maybe better.

A lot has changed over the last 100 years, but the love and fresh ingredients [ ]
that go into making our ice cream hasn’t. We make it with rich milk and cream ! -
the old-fashioned way. We bake our cookies and pralines from family recipes. oG

Half Gallons

We select only the finest and freshest ingredients money can buy. And, we
personally deliver Blue Bell” to your store to ensure it arrives in your bowl
with perfect taste and texture.

WHAT WE STAND FOR.

Integrity, pure and simple. We wouldn’t dream of cutting corners or
putting anything less than a half gallon of ice cream in a half gallon carton. Lowfat Yogurt
And, nothing beats our farm-fresh ingredients and the care we take in making folf Salrs
our ice cream. Just one taste, and you'll know that it’s the best tasting

ice cream in the country.

MORE THAN JUST ICE CREAM. |

Be sure to try our tasty Mooo Bars, Fruit Bars, Ice Cream Favorites on ———

a Stick, Ice Cream Sandwiches and Bullets, too. Just like every carton HN; Sugar Added
X alf Gallons & Pints

of Blue Bell’, they’re made to the same uncompromising standards.

“ -
Ice Cream Favorites
. Sherbet Quarts & Pints eI St

Blue Bell“;

For more information on Blue Bell products, join our Country Club at www.bluebell.com

ISB Insert - New Market (Pre-Shop)

16

& Vanilla
omemade t.

besmiid Flav

Narural arul Assificial Firver Added

If you want ice cream this good,
ask Grandma to make it.

Look for the Girl and her cow on the outside
and the best tasting ice cream in the country on the inside.

Freezer Door Cling
(During / Post-Shop - Repeat Sale)



- BLUE BELL CREAMERIES

ZOMBIE
le’I‘ CUPs

ASTE YOU’Ly p,

2=}
| P

Blue Bell Ice Cream Followin
&L 16k followers g

Zombie Dirt Cups

Bring your Halloween night to life with Zombie
Dirt Cups featuring Blue Bell's Dutch
Chocolate Ice Cream.

% You and 7 others

Broadcast

M Biue Bad Croameries - Bios B M

& bluebeil.com

Products AboutUs GetThe Scoop Visit Blue Bell Where to Buy

Blue Bell® ice cream tastes just the way it did in 1907.
Homemade flavor that only comes from fresh milk and cream,
home-baked goodies and the season’s best fruits & nuts.
Close your eyes and savor a bite. Let the homemade taste
of Blue Bell®ice cream take you back to the good old days.
Today, our trucks are bigger but we still deliver each full half gallon
carton to a store freezer near you, but we have bigger trucks.

BLUE BELL
ICE CREAM

g’,;ﬂnmnmnd-, Vanill: j"'-.:-

¥ 2

A

N
Blue Bell

To learn about Blue Bell flavors and download discount coupons join the Blue Bell Country Club at www.bluebell.com

Food Magazine Ad Pinterest Recipe - Click To Play

£ nrys
o " RECO



The Assignment

Sysco scored big when it was named the official food service partner of the Houston Host Committee for
Super Bowl LI. They came to RCCO to maximize this opportunity and we responded by building Sysco’s most
prominent brand campaign and largest promotion to date, connecting them with their customers, associates,
and suppliers through the excitement of football's crowning event.

The Solution

RCCO created, designed, and
programmed a responsive mobile-first
microsite to launch The Greatest Game™,
delivering a customized, content-rich
experience-in four languages-to all
registered Sysco participants in the

US and Canada.

GREATEST

FOOTBALL IS MORE [rs WITH FOOD. 3

USERRAME

PASSWCRD:
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» ol
"

18

@, =

R s N e e ]
; Welcome Heather!
— My SCOREBOARD =—

Dt wypedad i Mondays 52 Bam LT

Mk froot ol seaste & winhing serion o
st Taay. with Segacer’ Dinc vt (e Supce
Brand and fr i ed wppler oty thet can

Pl e vtk s Thot S patst S

HOW TO PLAY

THE PLAYBOOK

CROWD-PLEASING PIZIA

A rura Fareats ol poat for chapae-craied
Consuamant bt operat, 0. This popular
wred prof able catepery & the peslect camem
1H FILHCLER s et deiad FLEvEr
cornblration ie eRcile Ny snd
Sl i L b




N
=

The Solution

The Greatest Game by Sysco® was more than a mobile-first game. It demonstrated the tie between football and
seasonal favorite foods, and built on the fervor for winning seats to Super Bowl LI through increased Sysco sales.

To publicly demonstrate Sysco's excitement and commitment to the game, we wrapped the Houston corporate
office with bold sighage and transformed their skybridge into a lifelike football field.

—~—

-3 By
. -.\—.o o 3‘.
r‘_ - *?f? = -ﬂ:f‘:.r' eant

Official Foodservice Partner for the Houston Super Bowl Host Committee

Promotional Sighage

19




The Solution

We designed Coaches Kits and Locker Room Kits for Sysco associates. Both included The Greatest
Game wearables, key informational pieces and fun game gear. Sysco associates hand-delivered
8-page printed Playbooks to customers with details on how to play the game. This kicked off
additional anticipation and excitement about new sales resources and tools.

| FOOTBALL IS MORE fun WITH Foop» =

= | R ED SR

i iy

{1 i [

Promotional Tool Kit Promotional Elevator Messaging Promotional Sighage

ﬁ
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The Results

The microsite and game generated a record count of more than 96,000
registrations, an all-time high participation rate for any Sysco promotion
launched to date.

By generating more than 101,460 sessions and 590,891 page views, users

took advantage of the full capabilities of the site, with more than 2,472 hits to
the “Playbook” archive section and 1,000+ emails/downloads of the various tips,
product catalogs, videos, and other resources.

The promotion was well received, with 69% of surveyed Sysco Associates rating
The Greatest Game as “better” or “much better” than the company’s previous
promotional programs. In addition, 73% of Associates found the marketing,
operational/culinary tips and videos helpful in growing their business.

N
2D
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- SYSCO

Sysco was looking to reinvigorate its brand from being “just a food distributor” to an image as a passionate partner committed to
the success of every customer, supplier, community, and partner. So they reached out to RCCO to help them make the big move.
We jumped right in, got involved with top management, customers, suppliers, and the sales force on processes, then hit a home
run with new positioning: Sysco-At the heart of food and service. This simple statement focuses on Sysco’s brand purpose and

quickly became a recipe for growth, helping this Fortune 100 company deliver a sustained 36%+ annual growth to become the
largest food distributor in the nation.

| Sys |

At the heart of
food and service

STIT L)

Pr—
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- ARMED FORCES ENTERTAINMENT (AFE)

We have worked with Armed Forces Entertainment for 20 years and well understand
the mission: To provide free entertainment to U.S. military personnel and their families

overseas. AFE stages 600+ morale-boosting shows annually for 400,000+ service
members stationed outside the continental United States.

EXPERIENCE
HEAT WAVE

LIGHTS FROM THE TOUR &

TOUR SPOTLIGHT

Website Social Media Content



- ARMED FORCES ENTERTAINMENT (AFE)

6000 Tiwes, 7
FRONT = CENTER

Branding T-Shirt Branding Brochure For Talent

Branding Caps Branding Giveaways

“ RCCO
[

N
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- PRODUCTION MANAGEMENT & FULFILLMENT

For over 35 years, RCCO has become experts in printing and fulfillment. With our attention to
detail, we have the expertise, ability and organizational skills necessary to manage collateral
printing, as well as promotional item production.

- We have established relationships with a wide variety of reputable and reliable vendors.
- We stay closely involved with vendors through all facets of production.

- We provide updates to client throughout the different phases of production.

- Press proofs and pre-production samples are thoroughly inspected by our team.

- Steps are taken to ensure the most secure and economical methods for packaging
and fullment to get products to final destination.

25




Return On Ideas

FOR MORE INFORMATION:

MARCOS HERNANDEZ
PRESIDENT/MANAGING PARTNER
MARCOS@RC-CO.COM
210-422-8397
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