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~ SWOT Analysis

P

~ Strengths

Ekperienced attorney
with strong local
reputation

Personalized client
service and attention

Niche expertise in
personal injury,
nursing home abuse

- and traffic law

Responsive
communication and
flexible scheduling

Weaknesses

Smaller firm with
limited staff and
resources

Less marketing
presence compared to

larger firms

Limited geographic

- reach, mainly serving

local clients :

Opportunities

Growing demand for
specialized services

Expansion into related
practice areas or
nearby markets

Leveraging digital
marketing and client
testimonials

Building partnerships
with local
~organizations for

7 referrals

STUDIC}A{Z‘ENTER' 8

Threats

Competition from
larger, multi-practice .
firms

Online legal
platforms offering
cheaper alternatives

Changing legal
regulations impacting - -
case volume
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The Compétition (H;\mpton Roads)

LUPTON LAW

\\@ SLAUGHTER &

Located in Virginia
Beach

Personal injury law
firm specializing in
car accidents,
workers’
compensation, and
.general injury

~ claims

4.9 stars
104 Google
reviews

Several locations
across the Hampton
Roads

Personal injury law
firm handling car
accidents, truck
crashes, and
workplace injuries

5.0 stars
341 Google reviews

rutter,
~mills

Located in several
Hampton Roads
locations

Specializesin
personal injury, car
accidents, medical

malpractice, and
Social Security
Disability

4.6 stars
1k+ Google review

STUDIC}A{Z‘ENTER' 8

Located in Virgin_ia.u--._v
Beach

Personal injury law
firm specializingin—
car accidents and

medical malpractice -

4.8stars
69 Google reviews



- The Competition (Rc;anoke). : STUDIG}AI{':ENTER' .

THOMSONE

STRICKLAND
DIVINEY 4 SEGURA Crandall & Katt _ "‘ @%

ROANOKE PERSONAL INJURY

LAW FIRM,erc

ATTORNEYS AT LAW

Located in Roanoke Located in Roanoke National firm with 4 Located in Roanoke - —
‘ locations in Virginia,
Personal injury law Personal injury law - including Roanoke Personal injury law
firm specializing in firm handling car ; : firm specializing in
car accidents, accidents, truck and Specializes in personal car accidents,_
medical malpractice, motorcycle injury, car accidents, - abuse, medical
and premise liability. accidents, wrongful wrongful death, and malpractice,
Also practices civil _ death, braininjuries, _|. Amazon delivery _liability, wrongful
litigation and and product liability accidents death, and
criminal defense. - | : workplace injuries
i o 4.5 stars Ban : 4
4.9 stars 330 Google reviews 4.9 stars . © 5.0stars
95 Google reviews . 190 Google review 91 Google reviews

el e e
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Market Demographics
Norfolk-Portsmouth-Newport News, VA

Estimated Population: 1,454,500
Demographic Makeup:
African American 39%
Asian American 3.8%
Hispanic 11%
White 46%
Avg HH Income: $56,500
Median Age: 33

Nielsen TV DMA Rank:44 (Est 779,970 TV HHs) -

Nielsen Radio DMA Rank: 46

STuolc}&ENTER’ ‘
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Newspapers Radio Magazines

Norfolk-Portsmouth-Newport News, VA
Demographic Overview




Legal Category Competitive (Norfolk-Portsmth-Newport News‘) STUDIC}A%ENTER’

- Jan-Jul 2025

Advertiser Share

Rutter Mills Attorneys 27.2% | $1.5M
Kalfus & Nachman Attor... 17.4 % | $952K
Cooper Hurley Lawyers 9.1 % | $497K
Geoff McDonald & Assoc... 8.5 % | $468K
Huffman & Huffman Atto... 7.6 % | $415K
Pendleton Law Team 6.2 % | $338K
Joel Bieber Attorney 4.3 % | $235K
Lowell Stanley Attorney 29%|$161K
TopDog Law Firm 1.9 % | $106K

Decker Law Firm 1.7 % | $95K

Show More ($722K additional activity) o

Filtered to: NORFOLK
* Activity occurring 1/1/2025 to 7/29/2025.

Dayparts

Afternoon

Early Fringe $519K

Morning $518K

Early Morning ' $502K
Overnight $365K
Late News $286K
Prime Time $259K
Late Fringe $203K
Early News ‘ $184K
Prime Access ‘ $135K

$0 $200K  $400K  $600K

Show More ($303K additional activity) o

Filtered to: NORFOLK
* Activity occurring 1/1/2025 to 7/27/2025.

TV Networks/Stations NATIONAL = LOCAL

WAVY |
WVBT | $860K
WVEC $649K
$461K
$450K
$261K

—— T

$400K $800K

Filtered to: NORFOLK
* Activity occurring 1/1/2025 to 7/27/2025.

e




Market Demographics
Roanoke-Lynchburg, VA

 Estimated Population: 314,661

Demographic Makeup:

African American 20%

Asian American 2.6%

Hispanic 5.4%

White 72%

Avg HH Income: $63,300

Median Age: 43

Nielsen TV DMA Rank: 70 (Est 460,00 TV HHs)
Nielsen Radio DMA Rank: 121

Reliance on Media to Stay Informed

% Agree

Newspapers Radio Magazines

Roanoke-Lynchburg, VA
Demographic Overview

Hispanic

STuolc}Ags'ENTER' '



Legal Category Competitive (Roanoke-Lynchburg)

- Jan-Jul- 2025

Advertiser Share

Kalfus & Nachman Attor... 29.1 % | $354K
Skolrood Law Firm 27.4 % | $333K
Crandall & Katt Attorneys 7 19.0 % | $231K
Legal Help Center 6.5 % | $79K
Whiting Injury Law 2.8 % | $34K
Allied Injury Group At... 2.7 % | $33K
Davis Davis Davis & Da... V 2.1 % | $25K
Altizer Law Firm 2.0 % | $24K
Hammond Townsend Attor... || 1.3 % | $15K

Darren Shoen Attorney J 0.9 % |$11K

Show More ($77K additional activity) °

Filtered to: ROANOKE
* Activity occurring 1/1/2025 to 7/27/2025.

STUDIC}A{ZENTER@

Dayparts

Afternoon

TV Networks/Stations NATIONAL | LOCAL
Early Fringe

Morning

Early Morning $105K wbBJ

Prime Time $94K WSLS

|
Overnight - $70K WSET

1
Late Fringe - $52K WFXR $128K

Early News - $46K WZBJ $106K
2 I

Prime Access - $46K WWCW $92K

Late News $41K $0 $90K $180K $270K

$0 $70K  $140K $210K
Filtered to: ROANOKE
Show More ($79K additional activity) o * Activity occurring 1/1/2025 to 7/27/2025.

Filtered to: ROANOKE
* Activity occurring 1/1/2025 to 7/27/2025.
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2 Media Fragmentation s e e STUDIG}&:ENTE

3

% ¥ :
ol TV, Facebook, Instagram, TikTok, Youtube, CTV-OTT, etc.

FR

~

Consumer Attention

 84% Use asecond screen while watching TV _
e 71% Use asecond screen to check or post on social media

, Und-er Delivery of Adults 18-34 -

e 31% of population |
e Larger % of those old enough to seek counsel
e Lesslikely to know an attorney
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* Median Age - Broadcast TV ' }A{ Lo
Tk i o _ STUDICOLENTER
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. The median age of primetime viewers for the largest
English-language broadcast networks is 64.6.

P

This is a shift from previous years when the viewership for
TV shows was more dependent on the ages of 18-49. R

Y

67.3 primetime 64.9 primetime 65.5 primetime 58.1 primetime

62.3 total day 61.3 total day : 62.2 total day (mnF 54.2 total day
Ko oVl " isnotincluded in the ABC 7
primetime avg)

-

s\

*Based off data from television’s 2023=24 season. i /7'



~ Adults Ages 18-34: Watching Traditional TV?

A signiﬁcént percentage of 18-34 year olds don't watch traditional TV, including broadcast, cable, and satellite.

18-24 year olds | 50% don’t watch traditional TV

<> Nielsen

The Gauge”

Nielsen’s Total TV and
Streaming Snapshot

Streaming

a26%

Total Day | Persons 2+

<> Nielsen

The Gauge™

Nielsen’s Total TV and
Streaming Snapshot

Streaming

ZE

% NETFLIX
b Desep’

&

25-34 year olds | 46% don’t watch traditional TV

<> Nielsen

The Gauge™

Nielsen's Total TV and
Streaming Snapshot

Streaming

! 435%

'

<> Nielsen

The Gauge™

Nielsen’s Total TV and
Streaming Snapshot

Streaming

44.8%

Total Day

NETFLIX

3 Youlube

% NETFLIX

<> Nielsen

The Gauge”

Nielsen’s Total TV and
Streaming Snapshot

March 2025

Total Day | Persons 2+

<** Nielsen

The Gauge”
Nielsen's Total TV and
Streaming Snapshot

June 2025

Total Day | Persons 2+

Streaming

43.8%

Streaming

46.0%
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% of Adults who say they ever use...

How are Adults 18- 34 spending their tlme7

100 90 80 70 60 50 40

YouTube Facebook Instagram Pinterest TikTok Linkedin WhatsApp Snapchat Twitter (X) Reddit BeReal
29 27 22 22 W

27 21 26 27
Women 19 17

Youtube is the #1 platform for Adults 18-34 . ————

White 20 21
Black 23 14

Hispanic 25 35 Facebook is the #2 platform for Adults 30+

Asian*

Ages 18.29 Instagram is the #2 platform for Adults 18-29

30-49
50-64
65+

3 ~—

Household income N

<$30K ~
$30K-$69,999
$70K-$99,999 ~ =
$100K+

HS or less 74
Some college 85
College+ 89

Urban 85
Suburban 85
Rural 77 A v

P e

s\ 2




YouTu be_ Largest User Base ‘ STUDI C}AgCENTER“

NG

, f\ Adults 25-34
~ make up the largest user base

on YouTube - 21% of the
platform’s user base.

-

Here’s the age cell breakdown of other YouTube Users

18-24: 15.7% of users
35-44: 17.9% of users
45-54: 12.9% of users

55-64: 9.4% of users
65+: 9.5% of users



What Our Client's Have to Say

2 months ago

2 months ago

g Alexandra B | have worked with Studio Center for 10+ years and everyone there is super professional and does great
i 1 review work. Plus, they always help us when we have tight audio turnarounds. 'e had a great time with Studio Center makin Conor L
i ; " . 1 review
3weeks ago | NEW i@ 2 1e creativity for our social media was just wt

2 months ago

| have nothing but the best things tc
turn to for any of your production needs. | know | {
product in a timely manner.

Studio Center is my go to when | need help ci
commercial message for my clients. The scr
top notch and they provide multiple options f
choose. The voice over talent they employ hz
range and the production team really makes

3 months ago nau stand out among the stop set. Big fan here.
| have had such amazing experiences * the
They are flexible, fast, and operate as tri ST U D I E N T E R entr 9 1 < Share
carried out a final audio mix with them neve

Q have also worked with them on VO cast

it's always such a smooth and efficient
you!
I worke . L 4 weeks ago

for n.1y organization - primarily for YO talel oved working with Studio Center and will definitely t
services. Every encounter with their staff ke for fiture nrojects! The team is super friendly,

and friendly. Above all, Studio Center unde 1 to work with. They did a good job
deadlines and will do what it takes to get 1 understand my vision and delivered

Betsy J
8 reviews

dev ations!
that Chris i
clie 2 reviews 9 2 o oo Ay o oure " e Yy grreroaeon a video for a .
client, and they came through with time to spare. Their project management and communication . Share
wor aweekago = NEW throughout the process were exceptional. I'll definitely work them again.
an =
y I've been working with Studio Center for a couple of years, in both TV and Radio, and they deliver every Bmiiosate: (HEwW

time. Great staff, engineers, directors, editors, producers ... always collaborative, and up for anything.
We love the ease of service from quick VO auditions and estimates to the professional wide range of

|. 1 talent as well as experienced and helpful engineers. They all make sure every aspect of our projects
runs smooth start to finish

Y N



http://www.youtube.com/watch?v=TUD1BOG36co

A
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\‘\\ e  Generate more market share and more qualified leads through digital channels, TV, radio and Billboards

- Strafegy Overview

' GOALS & OBJECTIVES

Boost brand awareness in Hampton Roads, Eastern Shore, and Roanoke

.= TARGET AUDIENCE
e  Adults in Hampton Roads who've been in recent car accidents

-

Families seeking legal help for wrongful death or serious injury cases
Blue Collar workers

MARKETING CHANNELS

Broadcast TV and OTT
Broadcast and Streaming Radio
Out of Home/Billboards

Google Ads
o  YouTube
o  Local Service Ads
o  Search Zart

. Facebook & Instagram (video and carousel ads)

CREATIVE / MESSAGING

" Emphasize trusted, experienced representation with personalized attention

Highlight success stories and client testimonials :
Clear call-to-action: free consultation and 24/7 availability g

)

T2/ &

s\
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" Media Récommen&ations_

STUDIG}AgCENT,ERi ' 

For Branding and Market Share Growth:

> BroadcastTV
> CTV/OTT

> Outdoor/Out of Home

> Broadcast Radio/Streaming Audio

Yoo XX

YouTube
Google Ads (Paid Search)

Google Local Service Ads

Social Media: FB/Insta ‘



STUDIC gCENT,ER' :

Billboard Design _ Creative Mockups



- Billboards ve i STUDIG}ACENTER;,
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Williams
Del.oatche, P.C.




Billboards

Wﬂhams

DeLoatche PC.

s\
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Putting personal back in personal injury.
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Digital Marketing __Tactics

| STUDIG}AgCENT‘ERi



YouTube Pre-Roll Ads | e _ ‘ STUDIC}&:ENT’ER ]

/
/iw
N

“~__ YouTube

~* Reach new customers on the web with engaging video ads in :30 and :15 formats across YouTube and
websites with embedded video content

1. Create branding and awareness for Williams DeLoatche

2. Engaging content to encourage action:.

3. Targeting users 25+, lower-income and blue collar workers
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- Google Local Service Ads

. Continue Running Local Services Ads:

-

e Belisted higher within Google Local Services results

e Raise overall brand awareness

e Give new clients peace of mind when hiring you for
services :

. Pay by lead, not clicks or impressions

e Hampton Roads, Eastern Shore, Roanoke

Sponsored

Williams DelLoatche, P.C.

5.0 (130)
17+ years in business - Open - Serves Virginia Beach
Free consultation - Local business

R« Get phone number

« GOOGLE SCREENED Licenses checked by Google & partners.

+ Passed license check

@ Open 24 hours

[E Message

Services

Details

STUDIC}AgCENT,ERi

< Share

Reviews

Details



Paid Google Ads (Search)

B With Google Ads Williams DelLoatche will be able to:

Example keyword phrases: accident injury attorneys near me,
accident lawyer near me, personal injury law ﬁrms near me, auto

Stay on top of the Google Search when relative keywords are
searched

Bring qualified high-intent traffic to the website
Raise overall brand awareness

Highlight additional practice areas such as traffic violations,
DUI charges, and nursing home abuse

injury lawyers near me.

Campaigns can be brganized by metro such as Virginia Beach,

Eastern Shore; and Roanoke.

STUDIG}A ENTER

Current WD Law Google Ads

Serving the Eastern Shore

Sponsored

. mappandklem com
VW appandklein.com:

Car Accident Attourney -
Violations &amp; DUI

Serving the Eastern Shore

DUI Lawyer Near You

Traffic

going on inside his
vehicle than air

www.WD-Law.com

Has Distracted Dave run into you
recent.... Direct attorney help for injury

claims. Call for a free consultation.

Sponsored N -

T 3



_Paid Social (Ads) STUDI(‘}A ENTER

% Platforms:

.. e Facebook
e Instagram

Ad Campaigns: | Rl

Awareness Campaigns: ‘
e Promote William DelLoatche Law’s story and values.
e Use video ads featuring T. Wayne Williams and Jonathan R. DeLoatche dlscussmg their
approach to personal injury.:
Lead Generation Campaigns:
e Offerfree resourceshke ‘5 Things to Know After A Car Accident” in exchange for contact
information. "
Retargeting Campaigns: s .,
e Target users who visited the website but didn’t schedule a consultation. '
;
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Digital Marketing _ Creative Mocku ps



B i Hits,
WE HIT BACK.

\.7 1 ’\““‘

Personal Injury Lawyers

o i Williams
o Deloatche, PC.

Digital Marketing

it Al.l Goes Wrong,

VE MAKE I'T
IGHT

Personal Injury Lawyers

Williams

Del.oatche, PC.

3\*’:&: Personal Injury Lawyers

, STUDIC}A ENTER '

M
o

Wﬂhamb
DeLoatche PC.



Digital Marketing ve STUDIC}ACEN’TER'_
e Willi Willia
D;ngg’éf:he, RCY WD DeLolz;I’Eihe, RC.

Williams :
Del.oatche, PC. [

7 N 38
=S, e ‘\ - o —
¥ ’ \\

R ‘ < 4
g ~ .
When it All Goes Wrong, 5 "Qs:ﬁa’i 14 We Stand With YOU
We Make it Right. After an Accident.
Personal Injury Lawyers Personal Injury Lawyers




Digital Marketing - STUD'G}AgCENT.ERi

wse0®  TENACIOUS
‘3uS5vad PERSONAL
i INJURY

We Make It Right.  REPRESENTATION

Williams Williams
DeLoatche, PC.  Wd-law.com

Williams

AN Dol oatehe PC. Wd-law.com B Dol oatehe PC. Wd-law.com
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Monthly Breakdow

o

R
S

e

~ Broadcast TV

e Norfolk $8K (Jan-May); (Sept-Dec); $6K(Jul-Aug)
e  Roanoke $4K (Jan-May); (Sept-Dec); $2K(Jul-Aug)

-

CTV/OTT :
e _ Norfolk $5K/ Roanoke $3K

Outdoor/Out of Home
e . Norfolk $5K / Roanoke $4K

Broadcast Radio/Streaming Audio ‘
e Norfolk $6k (Jan-May); (Sept-Dec); $7k (Jun- Aug)
e Roanoke $1,500

STUDIG}ACENTER i

YouTube Ads ($8K)

e - Est.Reach: 840K -850K

° Est. Impressions: 1.6M - 1.7M %,

° Est. Views: 150K - 160K '

e  Est.Cost per Thousand: $3.33 :
Google Ads ($7K)

e  Est.Impressions: 21K - 24K

e  Est, Clicks: 400 - 500

e  Est.Click Through Rate: 2% 5 :

e  Est.Cost Per Click: $14 4 Bt
Local Service Ads ($6K) : L

e Est.leads:30-35 S
Meta Ads ($6K) e ;

e  Social Ad Creative & Copywriting:

e  Ad Strategy & Placement i
e  Audience Size: 346K - 407K ety
e  Est.Reach: 220K-250K .
e  Est.Frequency:43 .

s\
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g JAN-MAY JUN JUL-AUG - SEP-DEC
““Broadcast TV $8K/$4K $6K/$2K $8K/$4K
‘(Norfolk/Roanoke)
CTV/OTT $5K/$3K- $5K/$3K $5K/$3K $5K/$3K
(Norfolk/Roanoke) .
OOH $5K/$4K $5K/$4K $5K/$4K $5K/$4K
(Norfolk/Roanoke) ;
Brdcst/Streaming $6K/$1.5K $7K/$1.5K $7K/$1.5K | $6K/$1.5K
Radio
(Norfolk/Roanoke)
| YouTube $8K (btw both markets) $8K (btw both markets) $8K (btw both markets) | $8K (btw both markets)
Google & Local ‘$13K/$6K $13K/$6K $13K/$6K' B $13K/$6K
| Service Ads/Meta 7 / B
Monthly | $63.5K $52.5K : $60.5K $63.5K
e v- o .«_‘:-

s\
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‘Monthly Breakdow’l:

Silver

.« Broadcast TV

Norfolk $7K (Jan-May); (Sept-Dec); $5K(Jul-Aug)

CTV/OTT

Norfolk $3K / Roanoke $3K

Outdoor/Out of Home

Norfolk $8K / Roanoke $5K

Broadcast Radio/Streaming Audio

Norfolk $5k (Jan-May); (Sept-Dec); $6k (Jun- Aug)
Roanoke $1,500

STUDIC}A ENTER

YouTube Ads ($6K)

Est. Reach: 715K - 725K
Est. Impressions: 1.2M - 1.3M
Est. Views: 110K - 120K
Est. Cost per Thousand: $3.33

Google Ads ($5K)

Est. Impressions: 19K - 22K
Est. Clicks: 300 - 400

Est. Click Through Rate: 1.7%
Est. Cost Per Click: $11

Local Service Ads ($4K)

Est. Leads: 20 -25

Meta Ads ($4K)

Social Ad Creative & Copywriting
Ad Strategy & Placement |
Audience Size: 346K - 407K

Est. Reach: 200K - 220K

Est. Frequency: 3.8

s\
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JAN-MAY JUN JUL-AUG SEP-DEC
B :
-+ | Broadcast TV $7K $5K $7K
(Norfolk)
CTV/OTT $3K/$3K $3K/$3K $3K/$3K $3K/$3K
(Norfolk/Roanoke)
OOH $4K/$3K $4K/$3K $4K/$3K $4K/$3K
(Norfolk/Roanoke) .
Brdcst)Streaming $5K/$1.5K $6K/$1.5K $6K/$1.5K $5K/$1.5K
Radio
(Norfolk/Roanoke)
| YouTube $6K (btw both markets) $6K (btw both markets) $6K (btw both markets) | $6K (btw both markets)
Google & Local $9K/$4K $9K/$4K $OK/$AK $9K/$4K
Service Ads / Meta - (btw both markets) (btw both markets) (btw both mérke_ts) (btw both markets)
Monthly | $45.5K $39.5K : $44.5K $,455K

2 Mon{thly BreakdO‘WH" '
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*"_ Broadcast TV

- Monthly Breakdown . ' }A L
e e s _ STUDIC ENTER v

YouTube Ads ($4K)
° Est. Reach: 550K - 560K

° Est. Impressions: 600K - 650K %
e Norfolk $5K (Jan-May); (Sept-Dec) e  Est Views: 70K-80K
e  Est. Cost per Thousand: $3.33 ‘
CTV/OTT : Py
e Norfolk $2K Google Ads ($3K)
e Roanoke $3K (Jan-May); (Sept-Dec); $2K (Jun-Aug) e  Est.Impressions: 16K - 19K
‘ ° Est. Clicks: 200-300
Outdoor/Out of Home e  Est.Click Through Rate: 1.5%
e Norfolk $4K / Roanoke $2.5K o "Fsi: CoshRortlick: $8.50
Broadcast Radio/Streaming Audio : Local Service Ads ($2K)
e Norfolk $3.5K (Jan-May); $4K (Jun-Dec) e Ry A L
i : Meta Ads ($2K)
: e  Social Ad Creative & Copywrltlng
e  AdStrategy & Placement
e  Audience Size: 346K - 407K o
e ' Est.Reach: 175K 200K . A
[ ]

Est.Frequency: 3.4

/ s\ - 2 ; ? =
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B JAN-MAY JUN : JUL-AUG : SEP-DEC -
'Bro:;dcastTV $5K $5K
(Norfolk)
CTV/OTT $2K/$3K $2K/$2K $2K/$2K $2K/$3K
Norfolk/Roanoke :
OOH $4K/$2.5K $4K/$2.5K $4K/$2.5K $4K/$2.5K
Norfolk/Roanoke : e B
Brdcst/Streaming $3.5K $4K $4K $4K g%
Radio (Norfolk) B

| YouTube $4K (btw both markets) $4K (btw both markets) $4K (btw both markets) °| $4K (btw both markets) | = -

Google & Local ’$5K/$2K $5K/$2K $5K/$2K 0% $5K/$2K

| Service Ads/Meta . 5 A S X :

Monthly | $31K $25.5K : $25.5K $61.5K
y :

s\
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\‘\\For digital campaigns we track such metrics as: Reach & Impressions
Engagements, page likes/followers, Clicks, Landing Page Views, Costs, CTR,

e

Tracking and Reporting

Conversions, and Conversion Rate.

e  Studio Center will provide 15-day and 30-day reports with the paid
advertising performance overview, campaign updates, and our
recommendations.

e _ We can also provide recurring bi-weekly reports and/or an online live

dashboard with the campaign performance that can be accessed 24/7.
e  We canimplement heat mapping to optimize any landing pages that we'll be

" using. We can A/B test our landing pages, offers, and other website
features.

For campaigns on broadcast and streaming tv, radio and OOH we track
reach, frequency and impressions. We request post reports, in between

invoicing, to ensure ad delivery and that the audience reach and frequency is

being delivered as Qrdeked.

Google Partner

1,605

$3,427.90

STUDIJA‘CENTERi

5
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198,272
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. Let S Get Started!



