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FINANCIAL SERVICES
REALITY SHARES FINANCIAL SERVICES AND EXCHANGE TRADED FUNDS (ETF)



EARNED MEDIA 
EXCELLENCE

Randy drove significant earned media for 
Reality Shares' Exchange Traded Funds by 
cultivating strong relationships with finance-
sector journalists, editors and producers

New customer inbound queries increased by 
a factor of 10 each time one of the major 
outlets wrote about Reality Shares

• Barron's
• ETF Trends
• Forbes
• TheStreet

• CNBC
• Kiplinger
• Bloomberg
• Fox Business

• Seeking Alpha
• Business Insider
• Wall Street Journal
• Investopedia



EARNED MEDIA 
EFFICIENCY

Randy reached out to 
large-reach publications 
with traction based upon 
subject matter expertise 
in blockchain technology 
investing and indexing



THOUGHT 
LEADERSHIP

Randy focused media 
outreach upon CNBC's 
broad-reach team of 
influencers and experts

CNBC issued more than 
proportional coverage due to 
a sophisticated investing 
strategy with intuitive 
infographics and visuals

Randy penned and/or edited 
all bylines and press releases



THOUGHT 
LEADERSHIP

Randy focused media 
outreach upon live 
television due to its 
reusability and versatility 
in securing additional 
rounds of earned media 
and click-through







PODCASTS & NEW PRODUCT INNOVATION





TD Ameritrade featured the 
Blockchain ETF (“NexGen”) 
during live broadcasts – each 
time leading to an immediate 
spike in eCommerce on 
RealityShares.com;  Randy built 
a lighted sound studio with 
branded step-and-repeat 
backdrop for brand awareness















LEVERAGING 
NASDAQ

Randy extended earned media 
via partnership with NASDAQ

Jill Malandrino (TV Host)

Adena Friedman (CEO)

Marni Dacy (Publicity)

Allen Schoenberg (CCO)

Fredrik Voss (Blockchain)



RESULTS

THE COMMUNICATIONS STRATEGIES EFFECTIVELY COMMUNICATED THE REALITY SHARES 
STORY AND INVESTMENT PRODUCT METHODOLOGIES ACROSS RETAIL, ADVISOR 
AND INSTITUTIONAL AUDIENCES. THE FULLY RESPONSIVE WEBSITE FEATURED AN ENTIRELY 
NEW STRUCTURE, VISUAL IDENTITY, IMAGERY AND MATERIALS, AS WELL AS  
COMPLETELY RESTRUCTURED ETF PAGES TO BETTER HIGHLIGHT EACH FUND.

KEY MATERIALS INCLUDED SALES DECKS AND INVESTMENT FACT SHEETS, CUSTOM EMAIL 
COMMUNICATIONS, IDENTITY MATERIALS, SOCIAL MEDIA, COMPREHENSIVE WHITE PAPER 
ROLLOUT, CONTENT MARKETING, AND ADVERTISING. THE WEBSITE WAS ORGANIZED 
INTO MULTIPLE LAYERS AND OFFERED DEEP CONTENT, PRIVATE INVESTOR ACCESS, 
FULLY CUSTOMIZABLE PAGE-BUILDING, VIDEO INTEGRATION AND A FOCUSED MESSAGING 
STRATEGY TO CONVEY THE FIRM’S SIGNIFICANT COMPETITIVE ADVANTAGES.

OUR MARKETING AND ADVERTISING STRATEGIES FOCUSED ON BOTH B2C AND B2B 
AUDIENCES AND WERE MANAGED AND MAINTAINED ACROSS AN INTEGRATED CAMPAIGN 
OF BRAND-SUPPORTIVE AND FUND-SPECIFIC ADS THROUGH EMAIL, PRINT, DIGITAL 
DISPLAY, SOCIAL AND SEARCH. AS DIRECT RESULT OF ECOMMERCE AND AD CAMPAIGNS, 
THE FIRM GENERATED ASSET GROWTH OF 733% IN LESS THAN TWO YEARS AS WELL AS 
INCREASED EXPOSURE ACROSS INDUSTRY TRADE AND DIGITAL PRESS CHANNELS.



CONSUMER 
PACKAGED GOODS
CRAFTED BRAND COMPANY | CRAFTED COCKTAIL MIXES, SHRUBS, ORGANIC SODA



CRAFTED BRAND COMPANY | WALMART PARTNER





FOODIE 
TRADE 
SHOWS





We have a great story to tell in 
the media; great healthy 
ingredients and a female founder 
who embodies our products' 
appeal with her intellect, 
innovative spirit and diversity-
championing leadership style



SOCIAL INFLUENCE





CHANNEL 
PARTNER 
MARKETING 
AND COMMS



HEALTH BENEFITS | EMPOWERMENT



RESULTS

SINCE 2013 CRAFTED BRAND COMPANY HAS GROWN TO BECOME ONE OF AMERICA’S LEADING NATURAL BEVERAGE COMPANIES, SPARKING EXIT 
STRATEGY ACQUISITION INQUIRIES FROM PRIVATE EQUITY FIRMS AND GLOBAL CPG CONGLOMERATES

9 COMPELLING COCKTAIL MIX SKUS USING NATURAL INGREDIENTS INCLUDING 100% AGAVE NECTAR AND NO PRESERVATIVES – “HANDCRAFTED 
IN A BOTTLE” | FIVE FLAVORS OF SHRUBS AS THE NATURAL COCKTAIL ENHANCE OF CHOICE | THREE USDA CERTIFIED OGRANIC TONIC WATERS.

SECURED AND HELD SHELF SPACE AT WAL-MART WITH A TENACIOUS FOCUS ON SUPPLIER EXCELLENCE ON ALL WAL-MART BUYER KPI SUCH AS 
SUPPLY CHAIN, QUALITY RATE, AND SUPPLIER-RETAILER COMMUNICATIONS EFFICIENCY; LOYAL CUSTOMERS (20K SOCIAL AVIDS AND GROWING)



TELECOM / OTT
QUALCOMM – FLO TV





FIRST OTT 
VIDEO PLAY

There were many firsts 
to celebrate with 
Qualcomm’s FLO TV

The telecommunications 
industry took notice of 
our innovation and it 
spawned today’s DTC 
and OTT revolution



FIRST SPORTS-ON-
THE-GO TAGLINE



FIRST MOBILE TV SUPER BOWL SPOTS
Featuring Black Eyed Peas’ will.i.am | Featuring Viacom-CBS hosts Jim Nantz and James Brown 



CRITICAL-ACCLAIM FROM AD AGE



COMMUNICATIONS PLAN FOR CES FEATURED OEM 
PARTNERS & INFLUENTIAL BRAND AMBASSADORS

Peter Chou, president and chief executive of HTC, holds 
smartphones during a keynote speech by Qualcomm chairman and 
chief executive Paul Jacobs at the 2010 Consumer Electronics Show

Paul Jacobs (L), chairman and chief executive of Qualcomm, talks with CBS 
sportscaster James "JB" Brown about the Qualcomm handheld FLO TV Personal 
Television during his keynote speech the 2010 International Consumer 
Electronics Show (CES) in Las Vegas, Nevada January 8, 2010. REUTERS/Steve 
Marcus (UNITED STATES - Tags: BUSINESS SCI TECH)





BLOGGERS AND WALL STREET ANALYSTS



BRAND SPOKESPERSON(S) 
LEAD TO HOLLYWOOD

As the world prepared for World Cup South Africa, 
watched by billions, Randy signed U.S. Soccer 
superstar Landon Donovan to a personal services 
contract.  As the primary brand ambassador for 
FLO TV Landon Donovan drove product purchase 
from his millions of social media fan followers. 
Landon’s interviews with traditional tech press and 
broad-reach outlets such as Entertainment Tonight 
and Access Hollywood drove huge sales spikes.



PARTNER PUSH 
FOR FLO TV

• ESPN

• U.S. Soccer | FIFA

• Verizon | AT&T

• Amazon | Walmart

• Target | Best Buy

• Ford Automotive





WALL STREET 
PRESSURE

The publicity for FLO TV 
came at a cost; activist Wall 
Street investors demanded 
Qualcomm to trim costs 
and improve EBITDA in 
the parent company  

The big investor mandate 
was for Qualcomm to exit 
from consumer businesses

Venerable TV 
host Jim Nantz
drew FLO TV 
product sales 
from his golf, 
football, news 
fan audiences



FAILURE LEADS 
TO SUCCESS

As the tech and wireless services press 
correctly pointed out, FLO TV was executed 
with near perfection but was ultimately a 
product before its time

First-year product sales and subscriptions 
matched the first-year trendlines of other 
similar media innovations such as Netflix, Sirius, 
and DirecTV – this drew notice from AT&T

Ultimately YouTube and iPhone was the killer 
product combo that undercut the market for a 
paid-premium mobile video content distributor



NEW CORPORATE 
COMMS STRATEGY

Once CEO Paul 
Jacobs agreed with 
board to cease as an 
operator of a 
consumer business, 
Randy’s new main 
objective was to 
showcase the value 
of the network and 
spectrum for 
wireless provider 
buyers – e.g. AT&T



RESULTS

SUCCEEDED IN DRIVING THE SINGLE-DAY HIGHEST WEBSITE TRAFFIC 
TOTAL IN THE HISTORY OF QUALCOMM.COM TO FLOTV.COM ON 
QUALCOMM HOSTING AND SERVER PLATFORMS

COMMUNICATIONS CAMPAIGNS DREW EXECUTIVES FROM AT&T,  
VERIZON, DIRECTV, COMCAST, DISNEY, DISCOVERY TO QUALCOMM 
CORPORATE FOR SUBSTANTIVE BUSINESS DEVELOPMENT  

THE COMMUNICATIONS AND GO-TO-MARKET STRATEGY FOR FLO TV 
BECAME A BLUEPRINT FOR QUALCOMM TO SHOWCASE CONSUMER 
PRODUCT APPLICATIONS AROUND CORE CHIPSET TECHNOLOGY FOR 
EVENTUAL SPINOFF AND/OR DIVESTITURE



TELECOM / SATELLITE
DIRECTV



IT LITERALLY WAS ROCKET 
SCIENCE AT DIRECTV

Eddy Hartenstein co-founded and provided the business 
leadership that built DIRECTV into the dominant DTH 
service in the United States. He championed the cause of 
satellite television, acting as the industry's vocal and 
influential promoter. Randy apprenticed under Eddy and 
earned his Chairman’s Award for overall excellence.

• CES Hall of Fame inductee for Eddy H.

• Broadcasting and Cable Hall of Fame inductee

• Emmy from National Academy of TV Arts and Sciences



INNOVATE & 
TRANSFORM

• Satellite-delivered 
instead of clunky cable

• Digital picture & audio 
instead of analog cable

• Exclusive premium 
content – must have

• Customer-first culture



SATELLITES KEY TO CUSTOMER SATISFACTION



PROMOTE 
THROUGH 
SEA AND SKY



MY BRANDING AND PRODUCT 
LAUNCH OF RED ZONE CHANNEL
It’s remarkable how much of the NFL’s growth over its first 100 years is a direct result of changes 
in the media that affect how fans consume the game. With that in mind, it’s hard to understate the 
importance of DirecTV’s Red Zone Channel and its spin-off NFL RedZone on the modern fan 
experience. It’s tempting to credit the innovator who first dreamt up the concept of a live, 
commercial-free, whip-around highlight show on 17 glorious Sundays each year—a News Corp. 
exec named Eric Shanks hit on the idea after seeing a whip-around soccer show in Italy—but Scott 
Hanson and Andrew Siciliano have become the platform’s avatars, representing broadcasts that 
revolutionized the way so many viewers spend football Sundays.

The 1990s were not that long ago, but think about how NFL fans followed their favorite players 
and teams back then. There were fewer prime-time games, and viewers relied on occasional “game 
breaks” and evening highlight shows for a taste of what was going on. If you didn’t live in your 
favorite team’s market, good luck getting an update.

Now fans can essentially watch up to 13 Sunday afternoon games in one full helping. We can keep 
tabs on fantasy teams and parlays, every touchdown, and anything else deemed highlight-worthy. 
Older fans can only wish they were able to see the careers of Jerry Rice, Barry Sanders or Sammy 
Baugh in the octobox.  - SPORTS ILLUSTRATED
*Randy was the lead product marketer for DirecTV’s Red Zone Channel in partnership with his DirecTV boss Eric Shanks, 
the technical producer with broadcasting pioneers David Hill and Chase Carey. Randy hired a branding agency to explore 
names for the novel service but ultimately decided his own Red Zone Channel name fit best – and Eric Shanks agreed. 

*









DIRECTV MERGES INTO ONE OF THE LARGEST 
BROADCASTING POWERHOUSES IN WORLD



RESULTS

DIRECTV RAPIDLY ASCENDED FROM AN IDEA ON A COCKTAIL 
NAPKIN TO ONE OF THE MOST INFLUENTIAL CONSUMER 
MEDIA COMPANIES IN THE U.S. DURING RANDY’S DECADE AT 
THE HELM OF COMMUNICATIONS AND MARKETING

RANDY’S STEWARDSHIP OF THE EXCLUSIVE-TO-DIRECTV NFL 
SUNDAY TICKET FRANCHSE RESULTED IN CUSTOMER GROWTH 
OF OVER 10MM NEW AVID SUBSCRIBERS

MULTIPLE EMMY AWARDS FOR INTERACTIVE SPORTS 
EXPERIENCES AND MULTIPLE JD POWER CUSTOMER 
SATISFACTION AWARDS

FOUNDING SHAREHOLDERS REAPED HUGE EQUITY GAINS 
AMID HIGH VALUATION ACQUISITIONS FROM NEWS 
CORPORATION AND AT&T  


