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-rom Our Founder

DRW® is a boutigue, American-led marketing and public relations agency. We provide full-
service on and offline reputation management for the world’s finest companies.

When DRW® was formed back in 2018, we wanted to be more than just a PR agency. Our aim
was to develop an architecture for helping companies build authentic, human-centered
narratives that put people at the heart of luxury experiences.

We wanted to create communication strategies able to support the revenue goals of
the companies we represent who are looking to scale.

And today, our team is fortunate to be able to do just that. ..

... So, whether it’s big picture thinking, gleaning insights for future clients, building relationships
with yacht brokers and charterers, or optimizing operations for luxury travel or tour operators,
DRW® is committed to helping you delivering the kinds of communication outcomes
that reflect the values, passions, and habits of our prospects and clients - at every
stage of the journey.

And now, | am proud to present DRW Communications FZC - LLC.

DT Dol il

FOUNDER, DRW COMMUNICATIONS
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About DRW®

MEANING

We are committed to data-driven, personalized
understanding the affiliations, personal backgrounds,
philanthropic endeavors, passions, hobbies, and
interests of the ultra-high-net-worth ~ (UHNW)
individual.

Integrated communication strategies that support
your long-term business goals and drive revenue.

We measure PR our performance on web traffic, social
engagement, media mentions, and quality of
coverage.

“Like people, all brands are born unique. Most,

CONNECTION

In a world full of digital pollution, we value a
human-to-human (H2H) communications that
connects with the passions, values, and habits of
the UHNW.

Authentic, narrative-driven messaging is at the
core of our DNA.

We want to work with people that we care about,
whose business and social values align with ours,
and who are as moved by their beliefs and sense of
personalized authenticity as we are.

however, die as copies.”

— Dellvin Roshon Williams

POSSIBILITY

We believe that narrative-driven PR can have a
dramatic impact on scaling your business.

We share the technigues and technologies that
help you connect with your target audience(s)
and become successful.

We explore everything from media relations,
content marketing, and SEO to automated
content solutions, and email marketing.
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About DRW®

CORE MARKETS:
GLOBAL TO NICHE BRANDS

We collaborate with and represent clients in the
ultra-luxury sector, which includes but is not
imited to, art, aviation, finance, hospitality,
interiors, private travel, and real estate.

;»_\' ,»

Yachting | | Interiors
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Paid Media

* Facebook-Sponsored Posts

* Sponsored Tweets
e Twitter Cards

* Fan Acquisition

* Lead Generation
e Advertorials

Incentive
o Affiliates

* Brand Ambassadors
« Sponsored content

* Native Advertising

S h
. p:g;e:fances EA R N

« Keynotes Media
* Panels

/

O

pAD © <l

Media

l

Content

Expert content

E-books

White Papers

Websites

Case Studies

Employee Stories
Customer Stories
User-generated content

Employee Reviews
Brand Journalism
Webinars
Podcasts

\ideos

Email campaigns
Newsletters

Blogs

PR & Publicity

Media Relations

* Media Interviews

* Media Pitches
—> | . Submitted Articles

E D * New Releases

* Media Kits

Q * Blogger Relations

* |nvestor Relations

* Influencer Relations

¢

Influencer Engagement
* Response to Detractors
 Detractors turned into loyalists
* Loyalists turned into advocates

Social Media
e Facebook
e Twitter
 YouTlube
o LinkedIn

* Instagram
* Vine

* Google+
* SlideShare
« Wikipedia
* Periscope

Partnerships

e Sponsorships

* Charity Tie-ins

« Community Service

Infographics  We follow the PESO earned and owned media methodology * (Co-Branding
forin-house teams and existing ecosystems » Corporate Social Responsibility

10
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Qur Services

ANALYSIS +

RESEARCH

Analyze the environment
Analyze the organization
Analyze the stakeholder
Quantitative research
Primary research

Secondary research

> AIMS + - STRATEGY + TACTICS
- OBJECTIVES '

Short-term campaign Media Relations

Long-term strategic Magazines, radio, TV

|dentify stakeholders and publics ~ Newsletters, brochures
Media personas Websites, publications, SEO
Define key messages Product Branding

Sports + Philanthropy

- IMPLEMENTATION

Community Building
Content planning
Interviews

Thought Leadership Assets
Press Conferences

Press Releases

PR & Influencer campaigns

> EVALUATION +REVIEW

Conversion
Optimization

Data and analytics
Media monitoring

User journey tracking

"PANIBSDY SIYBIY |1V ¢ D11 — DZ4 SUOIEDIUNUILIOD MYA €20C @
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Qur Serv

CES

MEDIA RELATIONS

Done right, a well-thought-out media strategy can open an
entirely new world of possibility for your brand. You can
carefully craft messaging that resonates with journalists, as
well as mass, niche, and industry influencers. You can build

compelling brand narrative that directly speaks those you seek

You can use earned media to explain why your brand exists
and how it can resolve conflicts in the lives of your
stakeholders and publics. That’'s why we’ve put together a
team of expert communicators who understand that

relationship-building is the key to the long-term growth of your

fo serve.

ANALYSIS+ . AIMS+ .
RESEARCH OBJECTIVES

Market research SWOT Analysis

Pain points S.M.A.R.T. Objectives

Defining Media Plan
Unmet customer needs

Choosing Audiences

Persona-specific needs _ _
Choosing Media Channels

“Look alike” prospects

business.

STRATEGY+ TACTICS

Defining Media Persona
Online newsroom build

Press Releases

Press Kits

Mass Media: Radio
Mass Media: TV

Mass Media: Magazines

Social Influencer Collaboration

Original Research Reports

Selling Events

Sales Playbooks

Sales Enablement Tools
Digital Marketing Assets
Digital Media

Social Media

Subject Matter Expertise

>IMPLEMENTATION

> OPTIMIZATION

Conversion optimization
Data and analytics
Media monitoring

User journey tracking

12
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We've placed positive
coverage for clients in...

Aspire Magazine

Debonair Magazine

Fast Company Middle East
Forbes Middle East

Haute Living
Hautetime.com

Hellenic Hotels
International Policy Digest
Luxury Hoteliers
Metropolitan Design Magazine
Upscale Living Magazine

Watch 1010 Magazine

|
START

If collaboratson redefines
boandares, then haute
hodogeric partnerships

no€ only push boundaries

but signal the creatne
destroction of these
boundaries.

auilsukicg
s 13 23 mdga e
guat. JoscrSacun Slaad, regksal
hand dowrar Su Rages Dabas lap the
waiwjt b . "Partnendds.” be
» alvags & e Tugy berness e leacda
TG Petaens — w0 R teneemar”  »

{ CAN TECHM@LOGY
DEBTONOMICS ¢ REALLYPLA‘PID?

AAAAAAAAAAAAAA

A

FEB 2022
ISSUE16 &
aspiremagz.com ¥

¢ : = -
~ saoy®® T Match made
' ‘ onan

The Economics

of Debt and how to
I : : FAHMY ANSARA
gep afloat o DAHALAN

Chairman of the

. : y Malaysian Business
.-ISJteVI Council, on the
owmass confluence hetween the

The Camel Soap two countries
Factory and EXPO

licensee on her award

winning business

()
« Dariush Soudi

THE MODERN DAY

n_
1
ssssssssssss

YﬂUR WEDDING

surreal locatwns to ok

" HOTELS
W OF THE WORLD
[ITRAVEL TRENDS

ILHA INSPIRE"7
PARTNERS IN :

”\ l L eport Back

Summit

BB ASTO

Basto, a lifelong lover of
and architecture, is one
rreat behemoths of the
peryacht industry

EXPERIENCE THE DIFFERENCE

www.upscalelivingmag.com

BENTILEYAEXP- 100 G

Bentley Motors celebrated its
100th birthday introducing
the Bentley EXP 100 GT

13
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Qur Serv

CES

THOUGHT LEADERSHP

In the age of digital, traditional public relations comes across
as old-fashioned. Understood by most people as a form of
journalism, public relations was based on a model in which PR
pros “engineered” public opinion for an organization and then

communicated that information to the public.

ANALYSIS+ . AIMS+ .
RESEARCH OBJECTIVES

Market research Develop content architecture

Pain points Map marketing & sales process

Unmet customer needs Create Go-to Channel-ready content

Publish Thought L hip A
Persona-specific needs ublish Thought Leadership Assets

, Fngage customers using a mix of
“Look alike” prospects 595 5

marketing, media, and sales channels

Public relations through thought leadership marketing
provides the exact blueprint you need to build an audience
hungry for your content. It also allows you to create clear
points of difference through brand positioning, connect with

your customers, and drive sales outcomes.

STRATEGY+ TACTICS >IMPLEMENTATION

Integrate sales process with comms, Original Research Reports

branding, and sales goals Selling Events

Build thought leadership assets Sales Playbooks

including advisory content, tools, and
Sales Enablement Tools

resources
Digital Marketing Assets

Deliver through multi-channel programs
Digital Media
Social Media

Subject Matter Expertise

> OPTIMIZATION

Conversion optimization
Data and analytics
Media monitoring

User journey tracking
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LOCAL SEO + AUTOMATION

In the competitive world of public relations, standing out in search

engine results pages (SERPS) is crucial for driving traffic and

growing your business. Local SEQ, the practice of optimizing your

online presence to attract more business from relevant local

searches, is an essential component of any SEO strategy.

ANALYSIS+

RESEARCH

Market research

Pain points

Unmet customer needs
Persona-specific needs

“Look alike” prospects

v

AIMS+

OBJECTIVES

Optimize Internal Linking Structure
Increase Conversions
Increase Onsite Visitor Time

Decrease Bounce Rate
Maximize Page Speed
Strengthen Domain Authority
Improve Backlink Strategy

Increase Organic Traffic

v

Focusing on local SEO can significantly boost your SERP position and
help you thrive. Additionally, optimizing your Google My Business listing,
leveraging local keywords, building high-quality local citations, creating
localized content, and engaging on social media, are ways that we at

DRW use to massively boost your SERP position and overall ranking.

STRATEGY+ TACTICS > IMPLEMENTATION

Ali E ith Busi '
lign SEO with Business Goals Emulate Top Performing Pages

Define Key KPI ' '
erine ney Krls Target Competitor Rankings

Perf K dR h : i
errorm neyword kesearc Competitor Broken Backlinks

Define Most Valuable P : '
efine Most valuable Fages Leveraging Internal Links

Conduct Competitive Analysis Manage Backlink Profile

Plan for UX Grow Authority with Digital PR

Align SEO Strategy with Customer Funnel Turn Brand Mentions into Links

Report and Set Expectations . .
P P Demonstrate Topical Expertise

> OPTIMIZATION

Conversion optimization
Data and analytics
Media monitoring

User journey tracking

DilW

—— Communicat
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Qur Serv

CONSULTING

CES

Marketing automation can merge your online communication,

sales, and brand journalism efforts into an effective PR strategy. It

can also help you save time, reduce labor costs, and give your life

back. Today, effective PR is but one part of the larger, more

complex communication framework.

ANALYSIS+

RESEARCH

Market research

Pain points

Unmet customer needs
Persona-specific needs

“Look alike” prospects

v

AIMS+

OBJECTIVES

Develop content architecture

Map marketing & sales process
Create Go-to Channel-ready content

Publish Thought Leadership Assets

Engage customers using a mix of

marketing, media, and sales channels

v

Different types of marketing automation include digital advertising,
email campaigns, lead generation, and much more. Generally, marketing
automation uses machine learning or pre-determined attributes to run
autonomously. For some marketing campaigns, we establish workflows

to run independently.

STRATEGY+ TACTICS > IMPLEMENTATION

Integrate sales process with comms, Original Research Reports

branding, and sales goals Selling Events

Build thought leadership assets Sales Playbooks

including advisory content, tools, and
Sales Enablement Tools

resources
Digital Marketing Assets

Deliver through multi-channel programs
Digital Media
Social Media

Subject Matter Expertise

> OPTIMIZATION

Conversion optimization
Data and analytics
Media monitoring

User journey tracking

16
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Qur Services

HIGH VALUE MEDIA PROCESS

» @ » @ o o

"PAAIDSRY SIY3IY |1V o D11 — DZ4 SUOREDIUNWILLIOD MYd €207 @

We create We identify We use We deliver A/B We report We rgcommend We ;reate an
targeted data audience actionable tested ads to regularly to a and implement optional UHNW
based on segments and insights to your ultra-high- sch‘edule, optimization funnel to drive
company data, create detailed create high- net-worth definec .by you, based on A/B prospects and
knowledge, and Dersona conversion (UHNW) along with your resqlts and clients tp
digital audits. targeting packs. content. audience. (Pls. testing. OMVERION.

DilW
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Qur Serv

CES

PUBLIC RELATIONS (PR)

PR plays an important role in establishing and communicating
brand identity. Authenticity is all about aligning brand's values
with actions. In addition, it is about being transparent with the
consumer base, and consistent PR efforts help ensure that the

brand message is communicated constantly.

ANALYSIS + ‘ AIMS + ‘
RESEARCH -~ OBJECTIVES '
Analyze the environment SWOT Analysis

Analyze the organization S.M.A.R.T. Objectives

Analyze the stakeholder Short-term campaign objectives
Quantitative/ qualitive research Long-term strategic objectives
Primary research |dentify publics

Secondary research |dentify media personas

Define key messages

At DRW, we leverage different touchpoints and channels to
ensure the brand's identity emotionally connects and
resonates with their prospects and clients to drive seamless
omnichannel communication. We share the techniques that

will help you connect with your audience.

STRATEGY +

- EVALUATION +

TACTICS > IMPLEMENTATION

Media Relations Community Building

Advertising: magazines, radio, TV Content planning

Interviews
Newsletters, brochures

Websites, publications, SEO Thought Leadership Assets

Product Branding Press Conferences

FAM Trips Press Releases

Press Kits + Bios
Fvents

PR & Influencer campaigns

REVIEW

Conversion optimization
Data and analytics
Media monitoring

User journey tracking

( P

|
UPs

EXPERIENCE THE DIFFERENCE
www.upscalelivingmag.com

—

S
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Our Process

THE HIGH-VALUE
PURCHASE JOURNEY

As ultra-high-net-worth (UHNW) clients move through the
customer journey, they expect to see helpful content on
the platforms they use at a time that suits them.

How to Spend It Which One Is Best? Is It Right For Me? Can I Afford It?

PRE-AWARENESS

AWARENESS

v

Ads Landing Pages Blogs Forms

Campaigns Press Releases Whitepapers Store/Branch Locator

Photography +Film Social Content Articles 360 Virtual Tours
Infotainment Guest Posts Visualizers (AR/VR)
Comparisons Webinars

Walkarounds

We map our digital landscape to identify where your
brands needs a print and digital presence to keep the
customer moving swiftly through the high-value funnel.

Where Should I Buy It?
Am I Getting a Deal?

< INTEREST > < ACTION >
> < sesie > <

Product Pages
Testimonials

Virtual Meetings
Video Email Marketing
Live Chats + Bots

Do I Still Love It?

RETENTION

Personalized Moments
One-to-One Content
Thank You
Community Stores
Networking

Customer
Collaborations
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Our Packages

We offer two packages designed to merge public relations with web-based content and funnel solutions. Each of the below solutions is customized to
address the needs of our prospects and clients.

For customized requests, contact us at: ceo@drwcommunications.com

"PAAIDSRY SIY3IY |1V o D11 — DZ4 SUOREDIUNWILLIOD MYd €207 @

Strategy
Includec Included
Execution | | N |
Includes + print + online + digital media coverage Includes website design + opt in capture + sales emails + traffic
Outputs Includes measurement of campaigns against objectives Includes brand awareness content + email marketing +
scalable products for lead generation

Book your 1:1 discovery call at:
luxpr.drwcommunications.com/consult

DAW
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- We help you adapt and thrive ineeraof
Qur Founders New Luxury

More than ever, UHNW prospects who value high-enc
experiences want exclusive, personalized service.
Understanding their demographics and psychographics can
help brands tailor their offerings to better meet the needs
and expectations of their clientele.

At DRW® we bridge the gap between traditional PR,
signature service, and the new rules of content-
driven sales and marketing so our clients can directly
speak to the passions, habits, and values of cash rich but
time poor, opulent, independent, and affluent publics.

With this at the heart of our work, we don’t just do PR. We

"PAAIDSRY SIY3IY |1V o D11 — DZ4 SUOREDIUNWILLIOD MYd €207 @

m Dellvin Roshon Williams | m Vimbainashe Ruzvidzo-Williams | build long-term communication strategies that align
Luxury Travel & Yacht Marketer Luxury Realtor with the business goals of companies committed to
Co-founder | CEO Co-founder | Customer Success Manager curating bespoke, end-to-end, niche brand experiences.

Dellvin is a l|festyle and elite trave| \Vimbainashe hails from Harare,

writer, lecturer, public speaker, and Zimbabwe. She is an international Contact us today.

creator of Maritime Novella, the UAE's development specialist and PM|®

first su peryac:ht podcast. The Texas, Qertiﬂed project manager. She. plays a ceo@drwcommunications.com

ol e PO s s dnucommunicalions o
evelopment, and currently CoOnsults :

their influence through sales-led media on projects in Saudi Arabia, the www.instagram/drw_comms

relations strategy in the digital era. Maldives, and the United Arab Emirates.

DilW
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