
AWARD WINNERS



Project Awards
Advertising 
Recognizes communications intended to persuade target audiences to take 
action or to increase target audience’s awareness of a product, service, event 
or idea. Messages are paid for by sponsors and delivered through traditional 
or new media.

Branding 
Recognizes clear implementation of a client’s voice in logo development, 
brand guidelines, messaging, persona development — even audio branding!  
If you were bold with branding last year, we want to see it. 

Copywriting 
Recognizes the spectrum of skills that copywriters offer to paint ideas, 
products and services in a compelling and memorable way. Has your copy 
elevated a phrase to Andy Warhol status, either internally or externally?

Data Analytics & Marketing Research 
Recognizes exceptional transformation of data used to drive leads and 
produce results. Also includes qualitative and quantitative research 
programs – planning, execution and results – that have provided new 
insights used to develop strategies and achieve goals. Entries can include 
internal and external audience research. 

Digital Marketing 
Recognizes effective use of digital technologies and social platforms to 
reach audiences and influence and drive action. Entries can include email, 
ads, social platforms, blogs, podcasts and more.

Direct Marketing 
Recognizes marketing communications sent directly to prospects focused 
on driving a specific call-to-action. Entries can be campaigns or single 
initiatives. This category includes both B2B and B2C direct marketing.

Integrated Marketing Campaign 
Recognizes a continuum in a marketing campaign. Entries should have used 
at least three marketing channels to achieve their objectives.

Marketing Communications 
Recognizes communications developed to support sales and/or increase 
awareness of a product, service or idea. Entries can include white papers, 
presentations, annual reports, brochures, magazines, newsletters, videos, 
podcasts and more.

Non-Profit Marketing 
Recognizes exemplary marketing programs intended to change behavior, 
grow membership, increase awareness, raise funds or generate support. 
Eligible entries include individual components or comprehensive programs 
which benefit 501(c)3 organizations.

Public Relations 
Recognizes all elements of public relations efforts intended to gain earned 
media and increase awareness of a product, service, initiative or idea. Entries 
can be comprehensive PR campaigns, individual PR campaign components 
(media kit: traditional, electronic and video submissions), or PR events 
(media conferences and planned events).

Small Budget Campaign 
Recognizes an outstanding marketing campaign by a company that spent 
less than $10,000. How innovative did you get with your limited marketing 
dollars? Entries can include any type of campaign or channel as long as it 
cost less than $10,000.

Special Event 
Recognizes the role of special events (conference, trade show, workshop, 
customer program or member program) in meeting marketing goals.

Video 
Recognizes cutting-edge videos that make use of eye-catching visuals, 
testimonials, compelling voiceover, you name it! Entries may include product 
videos, tutorials, case studies, commercials, 360° video and more.

Website 
Recognizes innovative use of the web, including website development and 
design, app development, landing pages, killer SEO, etc. — from strategy to 
execution. 



W E L L M A R K . C O M / B U S I N E S S

Nick and Lynn put their heart and soul into their business seven days a week. 
They deserve a health insurance plan they can trust to work like they expect it 
to. With no surprise costs. That’s why they choose Wellmark Blue Cross and Blue 
Shield for their small business. So they can focus on what’s most important to 
them. Their business. Their customers. And each other. Talk to your local agent 
about Wellmark today. And see why 8 in 10 small businesses choose Wellmark.

“ ”Nick & Lynn, Nick’s Greenhouse and Flower Shop, Pella  |  Wellmark members since 1993

We found HEALTH INSURANCE FOR  
OUR BUSINESS we can trust.

Wellmark Blue Cross and Blue Shield of Iowa, Wellmark Health Plan of Iowa, Inc., and Wellmark Value Health Plan, Inc.  
are independent licensees of the Blue Cross and Blue Shield Association.

SOCIAL ADS

SOCIAL POSTS

TV

WEBSITE

OUTDOOR

DIGITAL BANNER ADS

PRINT ADS

W E L L M A R K . C O M / B U S I N E S S

To Jason, his employees are like family. So, of course, he wants the best for them. 
That’s why choosing Wellmark Blue Cross and Blue Shield for his company’s 
health insurance is so important to him. With hassle-free customer service and 
people who answer questions with no runaround, Jason knows his team can count 
on Wellmark. No matter what comes their way. Talk to your local agent about 
Wellmark today. And see why 8 in 10 small businesses choose Wellmark.

Wellmark Blue Cross and Blue Shield of South Dakota is an independent licensee of the Blue Cross and Blue Shield Association.

“ ”Jason, Mahlander’s Appliance and Lighting, Sioux Falls  |  Wellmark members since 1994

MY EMPLOYEES ARE LIKE FAMILY.
They deserve health insurance they can trust.

VIDEO SERIES

Small Group Digital Banners

Headline builds in over each image. Each image holds for 2 seconds 
before switching to the next frame.

Image holds for 2 seconds Image holds for 2 seconds 

Retargeting

Image slides o� the frame. Text and logo build into frame and hold 
for two seconds.

Logo slides over and CTA and legal fade in.

Wellmark Blue Cross and Blue Shield of Iowa, Wellmark Health Plan of Iowa, Inc., Wellmark Value Health Plan, Inc., and 
Wellmark Blue Cross and Blue Shield of South Dakota are independent licensees of the Blue Cross and Blue Shield Association.
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FREEBIRD CHECKING 
Bank Iowa

Branded a new checking product for Bank Iowa and executed all promotions 
for product launch, including video creation, radio and print ad development, 

social media and digital advertising.

17% increase in new personal checking accounts

10,000+ unique pageviews in three months

48% better-than-average CTR for Facebook/Instagram ads;  
33% better-than-average CTR for YouTube instream ads

WELLMARK SMALL GROUP CAMPAIGN 
ZLR Ignition

Launched an integrated advertising campaign showcasing real customers 
explaining why they choose Wellmark for their small business.

Market share retention was not only achieved, but goal was exceeded by 4%

Website traffic increased 1,226% YOY

A new landing page offered visitors a more tailored experience which 
increased the paid search conversion rate from 8% to 44% YOY

SHAZAM’S 2019 FORUM EVENT APP 
SHAZAM

The 2019 Forum event app elevated the attendee experience by delivering 
convenient and relevant information, a modern approach to networking and a 

repeatable metric to measure attendee engagement throughout our annual event.

Surpassed our 60% attendee download goal by 27%

87% attendee download was a 5% increase compared to 2018

Surpassed year-over-year number of active users per day with 94% 

ADVERTISING
WINNERS
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FREEBIRDS 
OF A FEATHER 
BANK 
TOGETHER

   

 

640 Washington St. 
Pella, IA 50219
641-628-1056

Introducing FreeBird CheckingTM: personal and business 
checking accounts for no-nonsense people

*Minimum opening deposit of $100 and eStatements are required. 
 Even with a free account, fees may be imposed for overdrawing the account.

Take flight with FreeBird Checking. Look to the skies 
and see how banking should be. Say goodbye to monthly 
service and transaction fees, and hello to free services 
like online/mobile banking, debit card, bill pay and 
identity theft protection.* Ready for checking that

checks all the right boxes?

FreeBird is the word!



BRANDING
WINNERS

PURPOSE, VISION, VALUES

BANK IOWA
PURPOSE, VISION, VALUES

ANNUITIES LIFE INSURANCE ABOUT CAREERS CONTACT FGL HOLDINGS 

BUILDING AN INTERNAL BRAND – 
PURPOSE, VISION, VALUES ROLLOUT 

Bank Iowa

Sought to create an internal brand centered  
around purpose to increase 3 key areas:

Team member engagement (8 out of 10 employees feel more connected)

Company communication open rates (Increased from 49% to 65%)

Attendance at internal events (Increased from 93% to 96%)

STANDING OUT IN A SEA  
OF (INSURANCE) BLUE 

F&G

“Fidelity” and “Guaranty” carry great meaning, particularly in the insurance 
industry where consumers put their trust in the promise made by a carrier.

Adopted a purple and gold primary color palette  
to stand out among a sea of blue insurance brands

Established the tagline “Experience the Power of Collaboration” 

Extended our tagline around collaboration to our employees

1

2



ELEANOR SAVES THE DAY BOOK 
Bank Iowa

Eleanor Saves the Day is a children’s book written by Josh Fleming, VP Marketing  
and Nathan T. Wright, Freelance Artist. Illustrated by Nathan T. Wright.

Increased Young Savers Account openings for the bank by 1200%

20% pick-up rate of news releases sent to the media

Garnered $20,000 in equivalent ad value in a  
one-month time period from media coverage

SUCCESSFUL CLIENT EVENTS CAMPAIGN 
Sammons Retirement Solutions/Sammons Institutional Group

Launched Successful Client Events lead-generation campaign to provide the 
“Step-By-Step Guide to Hosting Perfect Client Events” to financial professionals.

Generated 647 leads; 17.7% from “Fallen Angels”  
who hadn’t written business in last 12 months

175 of 647 responders wrote business (27% sales conversion rate)

$63.2 million sales influenced from responders; average production of $361,167 

NEW TAX LAW CAMPAIGN 
Sammons Retirement Solutions/Sammons Institutional Group

Launched a New Tax Law Overview lead-generation campaign to  
offer financial professionals an easy-to-understand, explanatory  

piece regarding the financial impacts of the 2018 Tax Act.

Generated 2,900 leads within a two-month period

324 of 2,900 responders wrote business, (11% sales conversion rate)

$53 million sales influenced from responders; average production of $163,500 
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COPYWRITING
WINNERS

BANK IOWA
ELEANOR SAVES THE DAY

CHILDREN’S BOOK 
ELEANOR SAVES THE DAY



Pork Shoppers are Valuable
Everyone buys pork and consumers have emotional heart for it
People eat and buy more than they realize
Pork shoppers make more trips and spend more annually
Pork crosses multiple meal occasions/events

97%
of US HHs bought 
pork last year
(Source: InfoScout)

79%
Buy BOTH 
fresh & 
processed pork

ROLE OF PORK IN THE 
RETAIL LANDSCAPE

“” “With pork, we make a lot of different stews, 
a lot of different meals, so this is how I feel, 

happy! Because I have my parents and I 
have my siblings… I feel like I'm enjoying my 

meals.” Unacculturated Hispanic 
(Source: Focus Groups)

“Pork was ingrained into my everyday life 
from bacon to prosciutto to whatnot, and I 

didn’t realize it. It's like coffee: until you 
really start taking notice, you don't realize 

how much you have.” Older Adult 
(Source: Focus Groups)

$1,663
(21 baskets)

$1,328
(16 baskets)

$1,239
(15 baskets)

DATA-BASED PERSONA DEVELOPMENT  
& MEDIA PLAN APPLICATION 

Mercy College of Health Sciences | Lessing-Flynn

Developed data-based personas for primary healthcare programs  
at Mercy College of Health Sciences: healthcare administration,  

paramedic and nursing, to execute an effective strategic media plan. 

Foundational marketing efforts indicate significant success

Increases in lead generation and enrollment year-over-year for Mercy College

Six consecutive terms of record new student enrollment 

PORK DEMAND LANDSCAPE 
National Pork Board

Sought foundational research to create a comprehensive  
research study to provide industry stakeholders with  

accurate, forward-looking market intelligence.

5 industry leading white papers

Multiple industry event presentations

Ongoing consultative engagement with stakeholders and constituents 

1

2

DATA ANALYTICS &  
MARKETING RESEARCH
WINNERS



CLE PRODUCTIONS 
Fajen Consulting

Launched efforts to increase national online brand awareness, thought 
leadership, and new leads. Executing all digital strategy, SEO research and 

application, content curation, design, and web page development:

New web users by 130%+ over the previous year

Online thought leadership content ranking in the top  
10 organically viewed pages of all time on the client’s website

Increased national leads by 8.5% through lead-generation tactics

SUNBELT RENTALS HURRICANE 
PREPAREDNESS CAMPAIGN

Two Rivers Marketing

Launched our first seasonally focused solutions campaign for Sunbelt Rentals 
on social media utilizing Facebook, LinkedIn and Twitter. The results exceeded 

campaign KPIs and delivered the following performance versus goal:

64% more impressions

3x our lead goal

50% more clicks 

MERCY COLLEGE OF  
HEALTH SCIENCES CHATBOT 

Mercy College of Health Sciences | Lessing-Flynn

Launched a fun, branded online chatbot to answer prospective  
students’ questions, using a communication format they preferred.

Featured an interactive “Captain Jack Marrow” character

Answered questions within 4 pre-written communication  
flows that had more than 100 response options

Brought immediate success by generating  
more than 500 leads in the first 10 weeks
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DIGITAL 
MARKETING
WINNERS RED LINERED LINE

February 2020

515-277-4190

About CLE | ServicesServices |  | BlogBlog

Tips For Better Event Video Recording

Video recording has become a vital event element because it allows you to archive your
event and showcase the shining moments. Consider the impact of video in capturing
aspects of your event, keynote speaker content, or the breakout sessions within your
event program. To obtain a better event video, you need a well-developed strategy.

This month's blog shares tips for improving your event video recording technique from
speaker attire, to lighting and audio tips and much, much more!

– Arren

Better Event Video Recording

Sunbelt Rentals Hurricane Preparedness Campaign 

WHEN HURRICANES 
STRIKE

Hurricanes are one of nature’s deadliest forces, and when they hit, the results can be 
catastrophic. Step into the eye of the storm and protect your future with in-depth statistics, 

forecasts, and tips designed to keep you safe in the event of this natural disaster.

Prepare your business for hurricane season.

A breakdown of the world’s deadliest storms and when they can hit

THE U.S. HURRICANE SEASON RUNS FROM
MID-MAY TO THE END OF NOVEMBER

Atlantic Tropical Storm Information

10 DEADLIEST
U.S. STORMS

HURRICANES BY THE NUMBERS

Know when to brace for impact

FORECASTING THE FUTURE

Stay safe at home and at work

DOWNLOAD CHECKLIST 

DOWNLOAD CHECKLIST 

GET PREPARED FOR THE STORM
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10 COSTLIEST
U.S. STORMS 

(ADJUSTED FOR INFLATION)

COSTLIEST STORMS
BY LANDFALL DATE

2019 HURRICANE 
SEASON FORECAST
NAMED 
STORMS

12 13
AVG 2019

HURRICANES

6 5
AVG 2019

MAJOR
HURRICANES

3 2
AVG 2019

STORM YEAR DEATHS
1900 STORM 1900 12000 
LAKE OKEECHOBEE HURRICANE 1928 3000
HURRICANE KATRINA 2005 1200
CHENIERE CAMINADA HURRICANE 1893 1100
SEA ISLANDS HURRICANE 1893 1000
GEORGIA AND SOUTH CAROLINA HURRICANE 1881 700
HURRICANE AUDREY 1957 416
LABOR DAY HURRICANE 1935 409
LAST ISLAND HURRICANE 1856 400 
GREAT MIAMI HURRICANE 1926 372

STORM YEAR COST
HURRICANE KATRINA 2005 $160B    
HURRICANE HARVEY 2017 $125B
HURRICANE MARIA 2017 $90B
HURRICANE SANDY 2012 $70.2B
HURRICANE IRMA 2017 $50B
HURRICANE ANDREW 1992 $47.8B 
HURRICANE IKE 2008 $34.8B
HURRICANE IVAN 2004 $27.1B
HURRICANE WILMA 2005 $24.3B
HURRICANE RITA 2005 $23.7B

HURRICANE ANDREW • AUGUST 24 
HURRICANE HARVEY • AUGUST 25 
HURRICANE KATRINA • AUGUST 29 

HURRICANE IRMA • SEPTEMBER 10 
HURRICANE IKE • SEPTEMBER 13 
HURRICANE IVAN • SEPTEMBER 16 
HURRICANE MARIA • SEPTEMBER 20 
HURRICANE RITA • SEPTEMBER 24 

HURRICANE WILMA • OCTOBER 24 
HURRICANE SANDY • OCTOBER 29 

AT HOME
1

2

3

4

Stockpile nonperishable food and water.

Write down important phone numbers, and 
keep backups of important documents.

Make sure your primary vehicles are fueled
and in good condition for evacuation.

Prepare a stock of first aid and personal
medical supplies.

AT WORK
1

2

3

4

Protect records and keep backup drives.

Stock up on emergency building supplies.

Keep adequate supplies of nonperishable 
food and water.

Implement workplace emergency training 
and drills.

Are you prepared for one of the deadliest 
natural disasters? Download your preparation 
checklist now to learn how to protect yourself 
and others in the event of a hurricane. 

Source: NOAA

Source: https://tropical.colostate.edu

PREPARE YOUR EMPLOYEES

 Update your employee contact lists. 

 Designate an employee to monitor weather and alert 
your team of potential danger.

 Create a business continuity plan and communicate it to 
all employees. 

 Review all emergency shutdown and startup procedures 
with personnel.

 Reinspect emergency supply inventory and test all life 
safety equipment.

 Conduct simulation training for your business continuity 
and emergency response plans. 

 Evacuate employees in a safe and timely manner. 

SECURE YOUR DOCUMENTS AND INFORMATION

 Identify and protect contacts that are crucial to 
business operations, such as employees, banks, 
lawyers, accountants, and suppliers. 

 Back up insurance documents, legal contracts, tax 
returns, and accounting statements. 

 Seal these documents in waterproof containers on site.

 Save all vital contacts and documents in an alternate, 
accessible off-site location. 

PROTECT YOUR PROPERTY

 Check to see that your fire protection equipment is 
working.

 Install shutters that can protect windows and doors 
from wind-borne debris.

 Have your building inspected to ensure that it can 
withstand severe weather. 

 Tie down sheds or similar structures that may not be 
designed for high winds. 

 Secure any items inside that could blow away or cause 
damage in a powerful storm. 

 Anchor large furniture to wall studs, and secure office 
equipment with straps or Velcro. 

 Turn off all utilities prior to a hurricane making landfall.

 Shut off pipes carrying gas or flammable liquids.

 Shut down production processes and turn off the 
electricity for noncritical equipment. 

 Anchor and fill aboveground tanks with water or 
product to keep them in place.

 Fill the fuel tanks on your vehicles, emergency 
generators, and fire pumps. 

 Develop a site-specific contingency plan with a rental 
partner for backup equipment needs in the event of an 
emergency.

ASSEMBLE YOUR SUPPLIES 

The following items should be gathered in one location 
at your place of business. This will help protect your 
employees should a storm strike during working hours.

 3- to 5-day supply of nonperishable food for you and 
your employees

 Battery-operated radio and fan

 Flashlights, batteries, candles, lighters, and matches in 
a waterproof container

 First aid kit and manual

 Insect repellent

 Clean containers for water and ice and at least 1 gallon 
of water per person, per day

 Household chlorine bleach and medicine dropper to 
disinfect water

 Complete change of clothing and sturdy shoes

 Manual can opener

 Whistles to signal for help and a signal flare

 Fire extinguisher 

 Prescription medication

 Pain relievers, anti-diarrhea medication, antacids, and 
laxatives

 Personal hygiene products, hand sanitizer, and rubbing 
alcohol

 Toilet paper, plastic utensils, bags, trash bags, and 
disposable cleaning cloths

 Blankets, towels, and sleeping bags

 Solar chargers or car chargers for cell phones 

 Shut-off wrench to turn off gas and water

 Cash

To learn about the equipment you might need in a disaster 
recovery situation, call our 24/7 support line at 855-971-2049 
and speak with a recovery expert. 

Generators

When electricity is down, 

generators can independently 

power your critical processes 

until utilities are restored. 

Dehumidifiers and temperature control equipment

Reducing humidity below 60% within 48 hours helps avoid secondary damage like cracking 

wood and mold. Dehumidifiers paired with either portable heaters or AC units can help you 

maintain a temperature between 60 and 80° F.

Material handling equipment 

Forklifts and material handling 

machinery enable you to stage and 

offload equipment on site. They’re 

also great for removing heavy debris. 

Air scrubbers and negative air 

machines

2-, 3-, and 4-stage filtration remove 

airborne contaminants in spaces 

impacted by water damage.

Aerial Work Platform (AWP)

Inspect, clean, and repair 

elevated areas on your property 

with an aerial work platform.

Aerial Work Platform (AWP)

Inspect, clean, and repair 

elevated areas on your property 

with an aerial work platform.

Sweepers and scrubbers

Sweepers and scrubbers aid 

with water removal, small debris 

pickup, and floor cleaning.

Independent light sources 

These independent light 

sources are key for 24/7 

recovery efforts.

Air movers

Air movers are used alongside 

dehumidifiers to lift moisture 

from materials and aid in the 

drying process. 

Skid-steers, grapple buckets, 

forklifts, chippers, chain saws 

This machinery gives you the 

power to move heavy hurricane 

debris away from your business. 

Sweepers and scrubbers

Sweepers and scrubbers aid 

with water removal, small 

debris pickup, and floor 

cleaning.

Pressure washers

Wash away exterior surface 

storm damage with a hot- or 

cold-water pressure washer. 

GET YOUR QUOTE

To learn more about the equipment you may need in a disaster recovery situation,  
call our 24/7 support line at 855-971-2049 or click below for a customized quote.  

EQUIP YOUR BUSINESS FOR  
HURRICANE RECOVERY

In a disaster recovery situation, time is of the essence. Whether you’re suffering from power outages or 

water damage, the right equipment can help get your operation back on its feet quickly and efficiently.

RECOVERY EQUIPMENT | Click the icons below to find the tools you need

WATER REMOVAL

INTERIOR RESTORATION

POWER OUTAGE

Pumps

Water and moisture need to be removed ASAP. Depending on the amount of water, 

dewatering pumps may be needed to transfer the fluid out of the affected area so 

that additional equipment can be brought in. Both diesel and electric models are 

available, so pumps can be brought in prior to generators if necessary. 

EXTERIOR CLEAN UP

Hurricane preparation doesn’t end at home. 
Once you’ve taken care of your loved ones,  
take time to focus on the future of your business 
or workplace. Did you know that 40% of the small 
businesses that close due to hurricane damage do not reopen? 
Avoid becoming a contributor to that statistic with proactive 
thinking and early preparation.  

Developing a plan of action well before a storm gives employers 
and employees much-needed peace of mind. While a business 
can’t control where a hurricane lands or how damaging it will be, 
early planning can help minimize its impact. Protect the future of 
your business by following these steps.

PREPARE YOUR BUSINESS

FOR HURRICANE SEASON

USE THIS 
CHECKLIST TO 

GET PREPARED

Hurricane Preparedness Checklist

Statistical Hurricane Infographic Informational Hurricane Infographic
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NATHAN POKOWSKI 

Key Account M
anager 

nathan.pokowski@kemin.com 

517-643-7287

Give me a call or email to
day to 

see how I c
an help your herd deal 

with the im
pacts of heat stress 

this summer.

— CALL TODAY —
  

517-
643-7287

FEEL
IN’ THE BURN

FROM HEAT STRESS?
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DID YOU KNOW? 

Heat stre
ss is one of th

e most costly im
pacts on the U.S. dairy industry —

  

it’s
 estim

ated the industry loses nearly $1 BILLION in profits annually due to its
 

effects on animal perfo
rmance.1,2  Don’t b

elieve it?
 Think about it 

in these terms:

  Milk yield starts
 to decrease at a temperature humidity  

index of 68 according to recent studies.3
,4

  Milk production losses are $21.15 per C
WT 

(price of one unit o
f m

ilk output).
5

 
  Dry matte

r in
take losses can account fo

r $0.12-$0.16  

per pound(unit p
rice of DMI).

6

  Death of a dairy cow can cost you $1,725 per cow.7

IMPACT OF HEAT STRESS ON YOUR HERD

For m
ore tip

s and information on heat stress, visit K
emin.com/Chromium
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DIMINISHED  

MILK PRODUCTION
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INCREASED  

DISEASE IN
CIDENCE8,9
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TRACK YOUR CONDITIONS

TRACK YOUR CONDITIONS

HOT TIPS TO ABATE HEAT:

EMERGENCY     
 > 90

MODERATE     
 80-89

MODERATE     
 72-79

MILD     
 68-71

Severe stre
ss —

 life
 threatening conditio

ns for la
ctating cows. Respiration rates are 120-140 BPM. Rectal 

temperatures may exceed 106°F. Extre
me danger of heat exhaustion and/or heat stro

ke for people when working 

in these conditio
ns.

Moderate to severe stre
ss for la

ctating cows. Respiration rate exceeds 85 BPM. M
ilk losses ~ 8.7 lbs/cow/day. 

Rectal te
mperature exceeds 104°F. Danger fo

r people depending on age, exposure and activity.

Mild to moderate stre
ss for la

ctating cows. Respiration rates may exceed 75 BPM. M
ilk losses ~ 6 lbs/cow/day. 

Rectal te
mperatures will e

xceed 102.2°F. Extre
me caution for people depending on age, exposure and activity.

Stre
ss threshold for la

ctating cows. Respiration rate may exceed 60 BPM. M
ilk losses begin ~ 2.5 lbs/cow/day. 

Reproductive losses are detectable and rectal te
mperature exceeds 101.3°F. Caution for people depending on 

age,  exposure and activity. People may not fe
el heat stre

ss until 8
0°F and 40% humidity.

SHADE 

Provide shade in places animals fre
quently stand outside  

including feed bunks, w
aterers and resting areas. 

 

WATER 

Make drinking water available in multip
le locations in every pen  

and exit a
lleys fro

m the parlor. E
nsure water is

 clean, appealing  

and palatable, w
hich means cleaning waterers daily. 

FANS & SOAKERS 

Keep additio
nal m

ethods of cooling, such as fans and sprinklers  

or soakers, accessible for all c
attle

, especially when space is tig
ht.  

In order of im
porta

nce, th
ese areas include:  

 
•  H

olding pens

 
•  F

ar-o
ff a

nd close-up dry cows

 
•  M

aternity pens

 
•  F

resh cow and heifer pens

 
•  H

igh production and milking pens

 
•  M

ilk parlor and exit a
lley

 
•  H

ospital pen

 
•   W

ork areas, such as cattle
  

chutes and palpation rails

Kemin.com/C
hromium

CALL
 517

-643-7287 TODAY  

    
TO SEE HOW I C

AN HELP YOUR HERD. 

NATHAN POKOWSKI, K
ey Account M

anager 

nathan.pokowski@
kemin.com 
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ONE & SUN – DELTAVISION BENEFIT 
Delta Dental of Iowa

To differentiate from other vision insurance providers, developed  
One & Sun – an exclusive program designed to attract new groups  

and encourage employees to get their annual eye exams.

Over 300% more members are getting exams

Double the expected number of employees are enrolling in the plan

Receiving inquiries from other Delta Dental companies  
and employers who are interested in the program 

TAX SEASON CARE PACKAGE 
Sammons Retirement Solutions/Sammons Institutional Group

Created and mailed the Tax Season Care Package to increase brand  
loyalty and sales with client influencers during their busy tax season.

62 financial professionals within audience of 144 wrote b 
usiness during the campaign period (43% sales conversion rate)

Over $7.5 million in sales from these 62 financial professionals

Average production from 62 financials professionals was over $120,000 

“BEAT THE HEAT”  
DAIRY HEAT STRESS CAMPAIGN 

Kemin | Lessing-Flynn

Created a multi-media direct marketing campaign for Kemin Animal Nutrition 
& Health - North America, comprised of direct mail, email, targeted social 
media ads and a sweepstakes to up the ante and bring in qualified leads.

32 quality leads (11% lead conversion)

314 page visits (116% engagement

17 downloads PDFs (Goal was 8 downloads)

1

2

3

DIRECT 
MARKETING
WINNERS Delta Dental of Iowa

One & Sun – DeltaVision Benefit
Category: Direct Marketing



TEN 
YEARS 
OF 
EXCELLENCE

ELEANOR SAVES THE DAY CAMPAIGN 
Bank Iowa

Eleanor Saves the Day is a children’s book written by Josh Fleming, VP Marketing 
and Nathan T. Wright, Freelance Artist. Illustrated by Nathan T. Wright.

Increased Young Savers Account openings for the bank by 1200%

20% pick-up rate of news releases sent to the media

Garnered $20,000 in equivalent ad value in a  
one-month time period from media coverage

GRAND BLUE MILE TEN -  
TEN X THE CELEBRATION 

Wellmark Blue Cross and Blue Shield

Drove event registration and increased the public’s awareness  
of Wellmark’s connection to Grand Blue Mile and support of  

community programming that helps shape a future of better health.

Record 4,300 people registered, a 16% increase in registrations

152% increase in Wellmark-specific positive media mentions

$12,000+ raised for Iowa Kidstrong, representing a 65% increase over 2018

BANKERS TRUST COMMERCIAL  
MID-MARKET BANKING CAMPAIGN 

Bankers Trust

Launched first-of-its-kind campaign leveraging traditional,  
digital and email marketing components to reach prospective customers.

Ran in five markets and targeted businesses in four key industries

Reduced time spent to earn prospect meetings; firmly establishing Bankers 
Trust as a middle-market bank for middle-market companies

Helped commercial team surpass loan production goal by over 20%

1
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3

INTEGRATED  
MARKETING CAMPAIGN
WINNERS

BANK IOWA
ELEANOR SAVES THE DAY

CHILDREN’S BOOK 
ELEANOR SAVES THE DAY



POSTER COUNTER MAT

WEB BANNER VIDEO

INSERT

A 
National Pork Board 

Report

A 
National Pork Board 

Report

SHAZAM BOLT$ MARKETING KITS 
SHAZAM

The bundled, turn-key approach to powerful marketing materials made it 
easy for our banks and credit unions to promote the app. By creating and 

implementing a marketing communications strategy, we exceeded our goal.

Generated 345 qualified leads

Sold 41 kits resulting in more than $22,000 in agency revenue

58% increase in app usage

DINNER AT HOME IN AMERICA 
National Pork Board

An industry leading white paper that examines the contextual  
occasions in which Americans are eating dinner in the home  

and identifies areas of growth opportunity for pork.

90 direct articles written in the first 3 weeks of publication

700+ report downloads within the first year of publication

Multiple presentation opportunities via webinars, seminars, and industry events

ALL ABOUT DINING OUT 
National Pork Board

The work brought an understanding of consumer needs, considerations and 
motivations that impact out-of-home dining decisions in a time of shifting 

dining out landscape and the rise of multicultural cuisine trends in the U.S.

300 unique website visitors with 335 report downloads

15 independent articles written about this research

100+ press releases written at the time of publication

1

2

3

MARKETING 
COMMUNICATIONS
WINNERS



SEE YOURSELF HUNGRY 
Strategic America

Created compelling content that helped viewers find the humanity in hunger. 
Executed a digital campaign to raise awareness of food insecurity.

477,700 impressions garnered

More than 100 viewers saw the ads and later returned  
to the website to learn more of their own accord

More than 270 pixel activities indicated viewers  
were at least interested in giving to Food Bank of Iowa

HAMS ACROSS AMERICA 
National Pork Board

A nationwide effort that showcases the pork industry’s commitment to the 
We Care ethical principles, including a focus on community. The desire was 

to provide nutritious pork to various communities during the 2019 holiday 
period to combat food insecurity.

2 million servings of pork donated

200 individuals participated in the challenge

250 social media mentions 

1
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NON-PROFIT 
MARKETING
WINNERS



PR ROI 
Bank Iowa

Through press releases on acquisitions, the children’s book and  
ag financing placements, Bank Iowa was able to generate:

 42% pick up of all press releases

$117,000 in equivalent ad value from media placements

Over 426% ROI for Bank Iowa’s public relations

HY-VEE “SHOPPER CHOPPER” 
Meyocks

Executed guerrilla marketing tactic to drive awareness for the opening of a 
new store concept, Hy-Vee Fast & Fresh. The 10-foot-tall “Shopper Chopper” 

earned the client the desired attention they were seeking for the brand.

13+ million views 

300+ news segments nationwide 

8+ million social media impressions 

DELTA DENTAL ILLINOIS FOUNDATION – 
LAND OF SMILES 

Meyocks

Helped achieve continued success in the 13th year of  
the Land of Smiles oral health educational program. 

2019 program helped nearly 42,000 Illinois elementary students  
learn about good oral health habits in a fun and interactive way

Earned 79 media placements, surpassing goal of 50 placements

Garnered a return on investment of 13:1 in the spring and 17:1 in the fall, 
surpassing goal of 3:1 

1
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PUBLIC 
RELATIONS
WINNERS

BANK IOWA
PR ROI

BANK IOWA PUBLIC RELATIONS 
PR ROI



Grow your client base without having to invest 

additional time or money in business development.

Connect with clients interested in a long-term 

attorney/client relationship.

Get paid directly by ARAG, eliminating write-

offs and collection issues.

Experience easy-to-use claims management 

and billing thanks to a secure online web portal.

All this with NO FEES to join or participate!

Firm Name
First Name Last Name

Primary Business Line 1

City, State ZIP

400367

© 2019 ARAG North America, Inc.

ARAG® 
500 Grand Avenue, Suite 100

Des Moines, IA 50309

Mayo Clinic has chosen ARAG to provide legal insurance as a 

voluntary benefit to their more than 34,000 employees in the 

Rochester area. This means we have immediate opportunities 

for solo and small practice attorneys to join our network.

Learn more about client opportunities in your area: 

866-272-4529, ext. 3  |  ARAGlegal.com/Mayo

We’ve been trying  

to reach you...

*Placement of an attorney on the ARAG Network is at ARAG’s sole discretion.

Earn a $100 sign-on bonus if you

join the network by October 31, 2019!*  ARAGlegal.com/Mayo

®

New CLIENT GROWTH OPPORTUNITY with employees of the Mayo Clinic.

DIRECT MAIL CATALOGS 
Davis Equipment Corporation

Changed the product catalog from one 300-page book produced once every 
two years into separate mini catalogs distributed three times per year.

Cut production costs 43% in the year

Allowed customers to hear from us 5x more than  
in past years and more times than our competitor

Allowed our company to showcase seasonally used  
items and highlight those items during buying times

ATTORNEY RECRUITMENT CAMPAIGN 
ARAG Legal Insurance

Tasked with recruiting 10 attorneys to join the network in four months for a  
new client via direct mail, email marketing, social media and local ad buys.

Recruited 21 attorneys, 210% of the initial goal

Average insurance plan enrollment doubled to 13%  
because of ability to advertise this success with attorneys

Of eligible attorneys in the target area, we saw a 42% conversion rate

TAX SEASON CARE PACKAGE 
Sammons Retirement Solutions/Sammons Institutional Group

Created and mailed the Tax Season Care Package to increase brand  
loyalty and sales with client influencers during their busy tax season.

62 financial professionals within audience of 144 wrote business  
during the campaign period (43% sales conversion rate)

Over $7.5 million in sales from these 62 financial professionals

Average production from 62 financials professionals was over $120,000 
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TEN 
YEARS 
OF 
EXCELLENCE

GRAND BLUE MILE TEN -  
TEN X THE CELEBRATION 
Wellmark Blue Cross and Blue Shield

Drove event registration and increased the public’s awareness  
of Wellmark’s connection to Grand Blue Mile and support of  

community programming that helps shape a future of better health.

Record 4,300 people registered, a 16% increase in registrations

152% increase in Wellmark-specific positive media mentions

$12,000+ raised for Iowa Kidstrong, representing a 65% increase over 2018

BRING IT HOME -  
2019 HOUSING IOWA CONFERENCE 

Iowa Finance Authority

The Iowa Finance Authority’s Bring It Home Conference not only broke 
boundaries in creativity but also in attendance and sponsorships.

Broke the all-time sponsorship record

Met the attendance goal, a credit to the spectacular event  
branding and marketing of the conference turned Big Game!
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MAKING A NAME FOR MYSELF  
IN SUPPLY CHAIN MANAGEMENT 

Ivy College of Business, Iowa State University

Created three videos and launched a YouTube pre-roll video  
campaign featuring Ivy College of Business supply chain management 

students, goal of increasing enrollment in the SCM major.

Videos earned a combined 470,458 views with an  
average view duration of more than 35 seconds

12% increase in SCM student enrollment

Record number of views and view duration of any Ivy video previously created

PIVOT BIO PROVEN™  
ANIMATED EXPLAINER VIDEO 

AKC Marketing

This animated video explains the new microbial nitrogen technology of Pivot 
Bio. The video was promoted across Twitter, Facebook and YouTube.

More than double the projected views

Thousands of farmers directed to a landing page  
to sign up and learn more about this novel product

Opportunity for continued remarketing 

BIN BUSTING YIELDS –  
WORLD RECORD HOLDER VIDEO 

AKC Marketing

Created to loudly and proudly announce to the agriculture world that David 
Hula once again shattered the world record for corn yield while doing it with a 

Pioneer® brand product. Used across social channels and at trade shows.

More than doubled our expected audience

Brought huge engagement, both online and in-person at trade shows

Brand used by David remained a top seller year-over-year
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IOWA HIGH SCHOOL ATHLETIC 
ASSOCIATION’S NEW WEBSITE 

Webspec

Launched a new website for the Iowa High School Athletic Association with 
new brand messaging, user personas, copywriting, design, and development. 

Quarterly increase from Q3 to Q4 of 54% for users

Quarterly increase from Q3 to Q4 of 71% for sessions

Over 200,000 pdf downloads occurred on the website during Q4

BANK IOWA WEBSITE REDESIGN 
Bank Iowa

Developed and launched new website for Bank Iowa. Website features 
endless flexibility, responsive design, user-friendly site architecture,  

SEO-friendly content and measurable KPIs to track success.

212% increase in users

300% increase in number of terms ranked on Google

65% decrease in time on site due to information being easier to find

IOWA FINANCE AUTHORITY  
WEBSITE TRANSFORMATION 

Happy Medium

Launched new website to transform the user experience and make  
resources accessible for varied audiences. Strategy, web, content and  

creative updates deliver a seamless experience that elevates IFA’s brand  
and better communicates its purpose and impact, resulting in:

40% more pageviews

22pt increase in SEO score

Higher organic traffic and 2+ pt gains in UX measures
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Marketing 
Achievement Awards
Marketer of the Year 
Recognizes an individual who does the  
most every single day to meet goals  
and make waves in the industry.

Marketing Executive of the Year 
Recognizes an individual who inspires, 
leads and achieves excellence in the field 
of marketing and has helped to build and 
transform his/her marketing community.

Marketing Department of the Year 
Recognizes an in-house marketing department 
that executes everything from crafty 
campaigns to killer customer communications.

Volunteer of the Year 
Recognizes a member who has made  
an impact on AMA Iowa through their 
volunteer efforts.



MARKETER OF THE YEAR
JOSE DE JESUS

Jose De Jesus is a strategic and results-oriented marketing 
and communications leader with more than 15 years of 
experience developing insight-driven strategies across several 
cultures, organizations and brands. Starting his career in 
journalism and holding roles in communications, PR, marketing and 
branding, Jose uses ROI strategy and a multicultural lens to provide 
growth for stakeholders and elevate overlooked consumer populations.

Jose currently serves as the Senior Director of Multicultural Marketing at the 
National Pork Board. Here, he has worked tirelessly to shed light on the need for improved 
accessibility, health and authenticity for the overlooked Hispanic market, spawning attention for his 
work in the “Insight to Action” program and resulting in the notable 2019 projects “Hispanics: Pork’s 
Greatest Opportunity” issue brief and “Time to Tango: Latinos are Pork’s Future” report. Jose even 
used his personal Instagram to promote pork recipes and developed relationships with notable food 
industry members to raise awareness.

Jose’s passion is evident, resulting in actionable studies his industry could begin using immediately. 
He is committed to highlighting the needs of multicultural and Hispanic consumers and has been 
innovative enough to exceed his goals while exuding positivity, remaining insightful and having fun.

Senior Director, Multicultural Marketing 
National Pork Board



MARKETING EXECUTIVE 
OF THE YEAR
JOSH FLEMING
VP, Marketing Director 
Bank Iowa

As Bank Iowa’s Vice President of Marketing, Josh Fleming has 
transformed the brand and market position in a short amount of 
time. He has personified the organization as a community banking 
thought-leader in only a few years with a philosophy that “banking 
doesn’t have to be boring.” Over a one-year span, Josh’s brand refresh 
efforts achieved a 13 percent increase in consumer awareness. He 
also lead the launch of a new transformative website and the rollout of an 
culture-focused internal brand – all while respecting and maintaining Bank Iowa’s 
50-year old history and contributing to exponential growth for the company.

Throughout his career, Josh has influenced almost every area of marketing. He’s held roles such as digital 
director, professor, brand counselor, and of course, AMA Iowa President and board member. Josh has also 
served in several volunteer positions that directly furthered the marketing community and causes that he’s 
passionate about. He believes in surrounding himself with talented people he can learn from, that the success 
of a company can be traced directly to the strength of its brand and that every situation has a silver lining.

The praise and recognition Josh received from his team and his former students set him apart. As a member 
of his team wrote, “The Greater Iowa marketing community would be incomplete without Josh.” Not only does 
he take the time to research and strategize before effectively implementing marketing initiatives, he goes out 
of his way to mentor and elevate the next generation of professionals, a true sign of a successful leader.



MARKETING DEPARTMENT 
OF THE YEAR
IOWA STATE UNIVERSITY
Ivy College of Business Marketing 
and Communications Team

The Ivy College of Business Marketing and Communications 
team has shown major growth, top-notch support for their 
members and clear achievement. They focus on creating 
relevant materials that capture the attention of intended 
audiences and encourage engagement with students, alumni, 
faculty and staff, all while following a marketing plan based on the 
college’sstrategic plan. The five-person team is led by Michele Appelgate, 
Director of Marketing and Communications, who has 30 years of diverse 
experience in journalism, crisis communication and marketing. Its members bring many 
years of experience and expertise and are described as “talented, dedicated, engaging and amazing to work with.” 

In 2019, the Ivy College of Business Marketing and Communications team was successful in increasing regional 
and national awareness for the college, securing the “Best MBA Program in Des Moines” title for the second year 
in a row and launching the program’s ranking into the top 10% of MBA Programs in the nation. They also launched 
the “We are Ivy”branding campaign, created a marketing and communications services webpage and put together 
brand guidelines and other resources to increase consistency in daily communications. 

Their growth has allowed them to expand and add a new position: Masters Marketing and Alumni Relations 
Coordinator. The well-respected team has earned recognition through awards such as Staff of the Month, 
Superior Service Award, and now, AMA Iowa’s Marketing Department of the Year.



VOLUNTEER OF THE YEAR
KILEY SKADBURG
Digital Experience Director, Iowa Clinic 
AMA Iowa Experience volunteer

Sponsored by:

After becoming an AMA Iowa member in August 2019,  
Kiley Skadburg, digital experience director for The Iowa Clinic, 
quickly got involved. She immersed herself in the planning and 
implementation of goals for AMA Iowa’s annual Experience event, 
raising the bar for future volunteers along the way.

Kiley brought innovative topics to the table, providing a diverse 
perspective on trends and opportunities and addressing current challenges 
marketers face. Not only was she able to secure Viv deBrauwere, a former Netflix 
staffer and an expert in conversion rate optimization, she also used her connections to secure 
a cash sponsorship from SpinUTech to help AMA Iowa achieve event growth aspirations.

Kylie contributed time, reliability and positivity to planning the event, all while balancing her 
family and a new job. If that wasn’t enough, Kylie assisted wherever she could the day of the 
event, including coordinating speakers/sponsors, staffing the registration desk, directing 
traffic, stepping in as a microphone runner and taking charge of two breakout sessions.  
Her commitment, insight and dedication to serving the chapter and members directly led  
to the success of Experience 2020.



Special thank you to the 2020 NOVA Awards committee:
Cassandra Pudenz, Co-Chair
Aileen Rojas, Co-Chair
Michele Applegate
Julie Brandt

Chris Jones
Meghan Kearney
Ellen Linkenhoker
Laura Lopez

Kara Matheson
Riley McLeod
Hailey Nesset
Denise Rumohr

Cindy Smith
Nicole Starling

www.amaiowa.com

Thank you to our 2020 
NOVA Award sponsors!


