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FOUNDER

When change needs to occur, advocacy has a role to play. From suppaort of an issue or increased funding from state or
federal government, to improved public awareness, development of new programs or passing and defeating legislation,
advocacy is a key driver to change policies and programs.

At Maore Consulting Group (MCG), we have nearly two decades of demonstrated success with building advocacy
programs for our clients” issues, products and services, organizations and brands. Now, with the launch of Mﬁ)m,
we are building on that track record to serve clients in the way that we do best.

Businesses, government agencies and non-profit
onmganizations count on communications firms to build

About fali..l"?flﬂl_"p' . advocacy networks to serve as their “amplified” voice.

Advocacy is all about forging emeticnal bonds and

'-":ia_!i_r'?:ﬂ practics higher levels of involvement.

O
The Puhu;tr,}r team understands the critical role
advocates play in igniting enthusiasm and building
momentum, while influencing the opinions of others.
'We mobilize advocates early on in the decision-
making process and sustain and build awareness
training and media relations, throughout.
. special event planning
campaigns. We offer specialized and strategic advocacy senices
Acy team has more than 75 years of for our clients, all proven to get the results that drive
erience in politi =dia 3 meaningful action. Your issue is too important to risk
SMTiLnicat letting it fall silent. Tum to the best. Turn tnh_fﬁhc:xy.

Karen Moore, APR, CPRC s CEC and founder of
Moore Consulting Group, one of the top &0 public
relations firms in the United 5States. Karen Moore
can be reached at karenm@moore-proom

or 850.224.0174.

ensunng access and results for our advocacy cherts.
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blueprint

e SUCCESS

Who We Are

*  Top 80 U5, public relatiors firm, OTDwyers PR Report

*  Top rated healthcare advocecy public elations firm: #1 in Florida, Top 20/in the LS.

* Top 10 Best Places to Work, Aorida Trend

*  Offices in Tallahasses, Miami and Washington, DuC. -
What We Do

¢ Advocacy ¢ Advertising

*  Public Affairs ¢ Branding

*  Crisis Communications *  Creative/Graphic Design

*  Pyblic Relations ¢ Marketing

¢ Media Relations ¢ [Digitd Media

*  Media Training *  Special Events

*  Research *  Strategic Planning

Our Successes

Owr advocacy work has played an integral role in securing
victories on behalf of our clisrts:

More than 350 million a year for trauma hospitals

A 31 tobacoo surchange to save nearly 800,000
Faoridians from smoking-related deaths

Mearly $%0 million over three years for Florida tourism

Incraased transparency and oversight for the more
than 3550 million in annual court clerks funding

Aided 5,000 patients with prescription assistance
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Created and engaged a healthcare coalition to prevent elimination
of the Medically Nesedy Program

Secured extensive media coverage in top national media outlets on behalf

of the New Orleans-based legal team mpresanting Gulf Coast fishermen

and ditizens affected by the Deepwater Horizon oil spill

B i
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Excellence in Advocacy and Public Affairs

Conducted grassroots advocacy for more than 50 state and federal issues

Organized and managed maore than 35 state and national coalition groups

Provided advocacy and media relations training for mare than 200 organizations in 20 states
Coordinated outreach with targeted groups in more than 20 states for heathcare access issues

Our Reach: Florida and Beyond

A Glimpse at Some of Our Clients

VISITFLORIDA. HCA
——
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Maine

Mew Hampshire
Vermont

Mew Yaork
Massachusetts

Connectiout
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Mew Jersey
Washington D.C.

Delrware
Maryland
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Georgla
Alabama
Louisiana

Florida

Puerto Rico
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Advocacy

do you have
the right team

FOR VICTORY?

*If you want a team that gets the job done, lock to MCG.
They hawe a remarkable ability to think cutside the box
and treat every client as unique. As a result, clients keep
coming back for more.”

PAT AHEARN,
Fresident & CEQ, Sextant Public Affairs w
=
B
el
*Moore Consulting Group understands the legislative
and advocacy landscape — from issues management and
media relations to grassroots and social media campaigns. E

They keep our clients on top and produce the best work
out thers.”

Direct Mail

el N[ARKETING
Social Media

"Moo Consulting Group has been instrumental in
helping to support Florida’s Sheriffs in our legislative

endeavors, as well as providing strategy and focus to our Pll'—-}lic HEE&ﬁﬁ"E W

communications activities throughout the year.”
STEVE CASEY,
Exeartive Director, Florida Sheriffs Assogation

*Karen Moore has the skills, the experence and the
talented team to deliver top-notch results. With the
everchanging political harizon in Florida, you need a
communications team that can stand with you to help
fight for your issue. Karen and her team are the bestin
the business.”

STEVE METZ,
Meatz Husband & Daughton, PA.
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Success with Advocacy

Success in advocacy and public affairs boils down to having the right team on your side. To build the right team for
victory, it is important to identify the best fit for your communications needs. You need to strategically map out the
target audience, message, communications tools and strategies needed to emerge victorous from the battle at hand
—be it & policy change, funding proposal or crisis communications.

BEF{:}[’E }"ﬂu L"h{][lSE }T{] LIIT 1. Deoes the firn have strong relationships with key

contacts such as the press corps and House and Senate

advocacy team, consider  leadership and staf?

’ thls Che{:kllst' 2. Wil the firm make you and your issue a priority and be
' : available 24-T for whatever you need?

3. 'Will the firn make sure you are prepared as an expert
spokesperson on behalf of your issue, through media
training and tools such as talking points and leave-
behind collateral?

4. Does the firm have longevity and staying power?
How long have they been in business?

5. Does the firm have proven synergy with lobbying
teams that are also fighting on behalf of your issue?

6. How deep is the breadth of experience in the firm's
team? s their ‘bench’ deep enough to help you score
awin?

7. Do you need a firm that has proven its ability to
mobilize local, state and national coalitions that will
raise awarenass and support on your behalf?

[ Y
8. Does the firm have a track recond of getting the
trequency and quality of media coverage you need

to get your message heard loud and clear?

- |

2. Does the firm have the award-winning creative and
graphic design team you need to create collateral
pieces that speak to legislators and other tanget

btl'ﬂteglﬂ PlilI]_l‘l_IIlg audiences, helping bring them to your comer?

10. If & crisis hits can the firm mobilize quicky to protect
your interests? Are they experts in planning press
corferences, coordinating meetings with key officials
and conducting special events? Can they launch
effective editorial and advertising campaigns or
constituent petitions in your support?

)
¥
=
-
=

Your Winning Team:
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real issues,
REAL RESULT

Florida Trauma Alliance
&
When Forida established its trauma care system, suve F’ da"r
54 hospitals wem classified as trauma centers— or' s
general hospitals with a special operating suite
to treat severely injured patients 24 hours a day, muma cm
seven days a week. Despite the crucial services o, .
thess centers provided, more than 30 of Florida’s It's Critical
trauma centers had closed due to growing costs
and pressures following a funding crisis. That jeopardized
the health of nearky 30,000 Horidians who survive life-
threatening injuries each year because of these facilities.
Representatives from Floridas 21 remaining trauma
centers formed an alliance to advocate for the safety and
healthcare of Floridians and hired Maoore Consulting Group
(MCG) to conduct a comprehensive pukdic affairs campaign,
including media relations, public relations and coalition-

building efforts.

e — e m—

M was tasked with raising awareness about the

financial crisis facing Florda'’s trauma centers among Florida
legislators, and maoving them to action to provide new
means of funding. [t was imperative to conduct & successful
medlia relations campaign in Florida's key legislative districts,
and to raise awarensess among the general public and

key advocacy groups. As a result of our efforts, the issue
received more than 500 madia hits and 25 key grassroots
advocacy organizations joined the Alliance. In total, more
than $50 millicn a year in recurring funds was

secured for Florida’s trauma centers.

Results

Secured S50 million a year in recurring funds.
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Funding Florida’'s Courts

In recent years, the Florida Courts system has
experenced a significant reduction in funding dus
to & legislative change that placed court-generated
revenue inta the county cerks” budgets. While the
court-generated funds went directly to the clerks of
court, a sevens backlog of cases began building due
to state budget cuts, In the 2009 Lagislative Session,
the courts sought to regain control and access to
the revenue they were producing through court fines
and fees. The courts alse woried that the clerks’
budgets were not subject to legislative oversight,

as are the courts” budgets.

Az the Florida Legislature began to consider
proposals to finance the court system with a

stable source of revenue and enact changes for a
more effective and efficient court system, Moare
Consulting Group (MCG) warked with lobbying
partners throughout the state and developed and
implemented an advocacy and media relations plan.
This campaign gained attenticn and support from
Heridians and strategically leveraged the voices of
chief judges of judicial circuits in key districts.

The issue was one of the most followed during the
session, receiving more than 120 media hits. The
legislation passed both chambers and was signed
irto law by Governor Crist. It redirected ravenus
so that the counts mairtained their curent level of
funding, and the new and increased fees brought
in an additional $55.8 million to the state’s gensral
revenue in FY 09-10.

Results

Significant media and legislative
attention that resulted in 5110.5
million more for the Florida Courts
system and nearly 557 million more
in general revenues.
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Advocacy
Partnership For Florida's

Tourism e 4

WISIT FLORIDA®, the official tourism ‘ f
marksting corporation for the state of

Florida, was established in 1994, Funded

in part with monsey allocated by the Florida * ‘*
Legislature, its budget remained stagnart

for its first 11 years. After a successful year

of coalition building, Moore Consulting PAR:I'N-ERSH[P FOR
Group (MCG), in partnership with lobbyists L ]
o s e FLORIDAS
in public funding for VISIT FLORIDA during

S TOURISM
However, the economic climate in 2008

.~ brought forth a new set of challenges, as
pubdic entities threughout Florida faced FloridasTourismCounts.org
impending budget cuts. In order to protect i
the state’s hard-earned tourism market
share and ensure increased tax dollars to
the state, VISIT FLORIDA again turned
to MCG to conduct a comprehensive
education campaign invalving research,
grassroots advocacy, public affairs,
collateral development and interactive
media. MCG developed strategic
messaging to position VISIT FLORIDA and
protect its state funding.

MCG has also served as corporate
communications counsel for VISIT
FLORIDA. From developing and
implementing crisis communicaticns
plans to assisting organizaticn leaders in
effectively reaching internal and extemal
audiences, MCG has successfully kept
WVISIT FLORIDA on message throughout

trying times.

Results

Secured $10.85 million
in funding.
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Speaker Education Project

The Speaker Education Project (SEP) was a
nationwide movement dedicated to educating
voters about the power and importance

of the speakership of the U5, House of
Represaentatives during the 2010 mid-term
alections. The movement was dedicated to
ensuring the voters understood that whomever
they alected to the L5, House in Movembsr
2010 would have a voice and vote in the
salaction of the next Speaker of the House.
Moore Consulting Group (MCG) was tasked
with educating voters in several congressional
districts in Horida and Geaorgia.

MCG implementad a muli-faceted educational
campaign incorporating media outreach,
public relations and grassroots activities to
gain traction and increase awareness of the
Speaker Education Project among the public
and the media. MCG worked clossly with key
influencers within each district to strategically
distribute collateral matedals and we recruited
interested parties to participate in sarned
media activities. MCG also secured "Voterin-
the-Streat” videos in which voters asked their
candidates to state who they would support as
the next Speaker. The MCG team and Speaker
Education Project partners intercepted the
Congressienal Candidates and secured videos
of them declaring their choice for the next
Speaker of the House. These videos served

as the backbone to the campaign’s sodial
media efforts,

Reslults

* o ko SPEAHER pti
EDUCATION PROJECT

| WHO Wlll BE THE NEXT
SPEAKER OF THE HOUSE?

Find out who the candidates in your district are supporting!

THE SFEAKER EDIMCATION PROUECT 15
» Auiny) ngmingss of ol parks i dectang their prefisnincg
bt Gpeaket il ebached in Movemits
= Educaling vl aboul B Sposker’s inporiants o
v e pubbe wilh grealer informadon in maen
educaled decsions

Rasing the quastion of whethe i Is Bma ke a less

"::'-E.fh

mmmm .whmrmmhhﬁm

LEASN UCEE ABCUT WiAT CARDIDATES ARE 34 TG AT
- v
(&
A

www.SpeakerEducationProject.com

Secured social media interaction among targeted districts, earned
statewide media attention, organized online discussions about the
Speaker of the House position and facilitated awareness of the project
in Florida’s and Georgia’s most popular political blogs.
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effective

COMMUNICATIONS

AMID CRISIS

Lessons From The Gulf Oil Spill

As oil spewed into the Gulf of Mexico following the
Deepwater Horizon disaster, environmentalists and
government officials struggled to determine the extent of
the damage to the ccean, its marine life, and to the health
of beaches and shomes that run from Florida to Texas.

The Moore Consulting Group team worked closely with
the fishermen and other industry members to represent
their interests and ensure national and local media cutlets
had all of the facts sumrounding one of the most significant
environmental disasters in the history of the United States.

Owr advocacy and public affairs expertise gave the
fishermen and others impacted by the oil spill a strong,
distinct voice amid the noise of national media coverage
and federal scrutiny.

Do You Have A Plan?

A crisis, by definition, catches us off guard. Emations run
high. Reputations—to say nothing of profit margins—can
be at stake. The greatest aid any organization can provide
to itself is a detailed communications plan that outlines
steps for responding to a crisis. By being prepared, honest
and proactive, you can not only effectively manage the
crisis but maintain and even enhance your business’s
image among the media and the general public.

Coverage Secured:
fos Angeles Times

Highlights of Media &, Jork&imes  JLNBC |G, ;ﬁ:ﬁﬁ;

e |‘- 1

{ o |
"‘- .-.l’.'ﬁ

And like most things that truly work, it is important to conduct
follow up after the crisis i over: What was effective?
What wasnt? Preparing for a disaster might help you

wade through it, but svoiding disasters inthe future i
comes by learning from the experience. .
-Ilhh

Whether large or small, crisis management for
businesses boils down to dealing with a pressing
problem or issue immediately by identifying the
level of response that is needed. In instances like
these, education and awareness-building are

often the best cure. B Rgrmern
thp‘lm s
Sha o s e

A communications firm that offers a strong Taerue i gnne

reputation in crisis communications can ——

provide businesses with critical counsel, an
objective viewpoint and assistance with the

implementation of a response plan. ﬁ; l

Terrie Ard, APR, CPRC, is

Senior Vice President of lisg ﬂf |
Moore Consulting Group, one of : '
' the top &0 public relations firms Horries rise oy,
in the United States. o A v,

BiiSiiiess Journal  BUSINESS JOURNAL

The Washington Post  THEWALLSTREETJOURNAL ~ THE HUFFINGTON POST  THELHILL
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Tips for Effective Crisis Management:

+ START WORK ON A POTENTIAL CRISIS
BEFORE IT BEEDMES PUBLIC. Plan out
=1 '=.F|

KEEP EVERYOME INFORMED. Ths m=

antity

to your pre-approved crisis you're doing

SPEAK IN PLAIN ENGLISH. Make sure people

WHEN ASKED A HIGH-EMOTION

d inclustry- QUESTION: Respond with compassion,

5 ] comdction and optimism.

population. WHEN ASKED A "WHAT IF" QUESTION:
CONVEY YOUR SYMPATHY. While addr at the question, state the actual situation,
key issues, b= sure to et the audi . and state wh 3 1

understand the feslings © alve THE 'I-:HIPLE PCI'S

=& the gensral

erse ne

constractiv slutior-ariented me:

A ST L .
o e . B g L
L L e —— =

'hl-.-ul.a,‘_-adm-mﬁ """"f'l'l"l"l'lﬂ;h-nt

T unknowy, chemica)

whick By Welkign |

Dmd.ﬂ'?:,m

mfr;:ﬁ“uﬁ'ﬂ:' - “It's kind of disturbing,” sald Robert McHKee, a Fort Lauderdale
s e

T birwf o i
Kbt 3y Kor, i oy, |
lawyer who's part of a consortium of attorneys representing the o e P
] i 15

Led “llII ¥ I o erpigams
e, & Frees - ——
T T SPIRAANTS ) e e Y ST W Rk

United Commercial Fishermen's Assoclation and the Loulsiana
Environmental Actlon Network. “There's no way of knowing
how many generations of sea [ife and how many generations
of human Iife are going to be affected.”
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an inside look at N[ (C/(5’s
EXPERTISE

A social media expert. A public relations veteran who helped save tens of millions in state trauma care funding. A lengtime
Capitol reporter who later joined the govemors communications team for Victory. A former spokesman for one of

the state’s largest agencies. A political junkie who has rmised money and advocated on behalf of state and national
candidates and issues.

This is the Aﬂm}'team. We are seasoned experts in communications. We understand politics and their impact on state
and national policies. We understand what it takes to defend your issue and put your organization on the winning side.

| KAREN MOORE, APR, CPRC, FOUNDER & CEO

Karen Moore founded Moore Consulting Group in 1992 and has since grown the comparny
into one of the most successful independently-owned strategic communications firms in
the nation, having served clients located throughout the LS. Karen specializes in advocacy
and public affairs, with expertise in grassroots coalition building and political intelligence.
She has spoken to more than 200 groups around the country on topics ranging from federal
- legislation to engaging and mokbilizing coalitions.

Drwring her career, Karen Moore has appeared in top media outlets such as the Wall Street
Joumal, Mew York Times, Miami Herald, Washington Post, Florida Trend, The Teday Show,
20030 and Good Morning America. Karen offers strategic insight and counsel earned
through more than 20 years of implementing successful communications campaigns.

:l NAMETTE SCHIMPE APR,
v MANAGING DIRECTOR

*  Successfully coordinated advocacy
campaign on behalf of PhRMA
in Puerto Rico

SEMIOR VICE PRESIDENT

*  Led crisis communications team to
success following the Deepwater
Horizon oil spill last year

* Served as lead on campaign to secure * |ed five-month campaign to prevent
mare than 350 millicn in annual Flerida passage of a Morth Caralina health care
Trauma Centers funding reform proposal - using media coverage,

* Promoted national marketing constituent petitions and statewide avents
campaigns within the Florida to highlight the proposal s threat to small
Department of Agriculturs business and access to quality healthcare
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KIRSTEN BORMAN, DIRECTOR

* Former public affairs dirsctor

and political coordinator,
Flarida Chambser of Commerce

* Successful political fundraiser, including
work with Congressional Campaign
of Daniel Webster (FL 40 08) and the
Republican Party of Florida

*  Prior government work includes the
Florida House Majority Office and
the Executive Office of Jeb Bush

SHANNON COLAVECCHIO, DIRECTOR

*  Former education and state politics
reporter, 5t Petersbung Times

* Former deputy press secretary and
speechwriter, Gov. Charie Crist

*  Organized 2010 legislative session
campaign that helped safeguard millions
in annual funding for biomedical research

»

JAMIE FORTUMNE, SEMIOR DIRECTOR

1
- *  Manages grassroots and advocacy
activities for top-level healthcare clients
. *  Expert in addressing key target audiences

regarding sensitive healthcare programs
and issues

¢  Conducts advocacy training for national
and state non-profit organizations

*  Former public relaticns manager,
Tallahassee Memorial Healthcars

ALUDREY MORRIS, DIRECTOR

*  BExpert in leveraging advertising
partnerships to most effectively
reach target audiences

*  |eads grassroots initiatives to influence
Ford Motor Companys corporate
reputation among Flordians

~| EMILY READ, DIRECTOR

* |ed a grassroots campaign focused
an rural communities for
200 Census outreach

*#  Fommer communications director,
American Heart Assaciation

FERNANDO SENRA, DIRECTOR

*  Fommer communications director, Agency
for Health Care Administraticn; former
press secretary, Florida Department
of Health

* |ed campaign to improve transparency
in Florida’s annual court clerks funding

*  Orchestrated grassroots components
of 2010 Census campaign on college
CAMpUSEs.

1

:‘; LZ SHAWEN, DIRECTOR

* Specializes in media relations, public
affairs and grassrocts outreach

* Successfully led social media campaign
on bshalf of Anheuser Busch

*  Orchestrated public affairs campaigns in
multiple states to safeguard prescription
substitution practices and to protect
the business community from hamful
legislation

4 PATRICK SHEFFIELD,
| ACCOUNT COORDINATOR

* Brings experence in the retail,
manufacturing and service sectors to the
team as well as public affairs support.

CONTACT Us:

JIM HUNT, "ICE PRESIDENT
FOR BUSINESS DEVELOPMENT

850.224.0174 or jimh@maoare-pr.com
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Think you can handle...

More than 4,000 Florida reporters,
160 |egislators, hundreds of issues
competing with yours, an entire online '

universe and a $3.5 billion budget shortfall? ‘

...then you don’t need us.

-+
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For everyone else, arm yourself with Advocacy.
Your Issue. Our Expertise.

Advocacy

Public Affairs * Media Relations * Advertising
Graphic Design * Crisis Communications * Social Media

g moore consuiting group
Y niegraied communications moore-pr.eom
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