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About Goodstock™ and Goodstock Adopt™

Goodstock is more than just one more way for Knupp & Watson to

give back to the community. It's part of Knupp & Wa tson’s

ongoing commitment to pro bono work, it brings us ¢ loser

together as a team, and it helps highlight the grea t work

community organizations are doing. Plus, it’s fun.

New in 2009, Goodstock Adopt gives one lucky Dane C ounty

nonprofit free services and advice from Knupp & Wat son for a

full year. When we say adopt, we mean it.

How Goodstock relates to Knupp & Watson
It gives back to the community. Goodstock is part of our
continuing commitment to give back to the community . We see
the unique financial, creative and strategic challe nges
nonprofits face and want to help them overcome thes e
challenges when communicating their message. We und erstand
that nonprofits are businesses and need business to ols to
succeed.
It's all about touch. Just like us. We’'re all about touch,
working closer with our clients and working closer with
each other to help our clients to not just reach pe ople,
but meaningfully touch them. What better way to tou ch those
who need it most in our community than through a lo ve-in
event like Goodstock?
It highlights the good work going on out there. Itis
important for us to shine the spotlight on nonprofi ts and
volunteers and do our part to help make Dane County a
better place to live.
It's all about good work, good feelings and good fu n. We
all get a boost in employee morale when we work tog ether on

projects like this. It's a bottom-up initiative—our staff
really values community service.
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FREQUENTLY ASKED QUESTIONS

What is Goodstock™?

From noon Thursday, Oct. 15, to noon Friday, Oct. 1
work 24 hours straight to complete advertising proj
profits that serve our community.

What is Goodstock Adopt™?

New in 2009, we will take one area nonprofit under
year. This includes strategic communications tools,
expert advice and more. We'll not just donate goods
months, we’ll look for opportunities for our staff

the nonprofit in ways that go beyond advertising an
adopt, we mean it.

How many employees do you have?
31

When and how did you conceive of Goodstock?

We came up with the idea in 2004. We are always app
nonprofits that do great work, need marketing tools
resources to work with an agency. There are so many
developing the tools to market their organizations.

What were your selection criteria for whittling the
down to around 10 participating nonprofits?

When we received all the applications, we were abso
all the good work happening in Dane County. We aske
short form that outlined their mission, geographic
three projects, in order of priority, they most nee
goals. We looked for projects that were feasible in

and tried to get a mix of large and small nonprofit
issue areas, audiences served and projects requeste

It was really an honor to learn more about all of t
commitment they have to making Dane County a better
nonprofits are always strapped for time, so we real
time and effort they put into applying for Goodstoc

How much do you think you’ll donate?

If we were doing all we're doing during Goodstock f
bono clients, the estimated total value of all the
plans, posters, radio spots, TV spots, feature arti
tone meetings, logos, PR consultations, name develo
booths, newsletter templates, seminars, etc.) would
$200,000. Over the past four years of Goodstock, we
million in pro bono marketing goods and services.
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How does Knupp & Watson’s marketing experience bene fit nonprofits?

Knupp & Watson has more than 20 years of experience helping businesses
achieve their marketing objectives. It's easy to th ink of nonprofits as
different than businesses, but in many ways they ar e exactly the same.
Businesses all require the same marketing and plann ing strategies to operate
most effectively. Through Goodstock, we are able to give nonprofits some of

the same tools we provide all our clients.

Isn’t this a national thing that already happened? Hasn’t someone already

done this?

There are a few agencies in the country who have 24 -hour events like this,

but ours is different.

1. We believe this is the first event of its kind in W isconsin.

2. We're involving the community groups in the creativ e development, working
side by side with them.

3. Our entire agency is available to answer any market ing questions these

groups may have during the 24 hours.
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Andy Wallman Biography I —
President/Executive Creative Director

Andy Wallman is president/executive
creative director of Knupp & Watson in
Madison, Wis. He's responsible for
overseeing daily operations at Knupp &
Watson, providing guidance on all creative
work and guiding business strategy.

Andy calls upon both his creative talent
and business acumen in his position.
Andy’s creative achievements over the past
20 years have been quite successful.

His long list of awards and recognition is
exceeded only by his list of client
successes. During his tenure at Knupp &
Watson, he has led creative direction on
successful projects for Park Bank,

Goodwill, WisDOT, Madison Symphony
Orchestra and Wisconsin’s Technical
Colleges. He's previously worked on brands
like The DISH Network, Pepsi, Lava Lamp,
Big Boy, Sargento, Huggies, Miller Brewing
Company, Oscar Mayer, Fruitopia and (pause
for reverence) the Green Bay Packers.

Andy joined Knupp & Watson as a writer shortly afte r graduating from
UW-Madison. Over the years, his roles have contribu ted invaluably to
the strategy, culture and creative product of the ¢ ompany.
Andy holds a Bachelor of Arts in communication arts and African-
American studies from the University of Wisconsin—M adison.
Andy has been in the Madison arts scene for over 20 years:
UW-Madison and Madison Theatre Guild plays
ComedySportz (CSz), improv comedy, eight years (als o taught
workshops and managed)
CSz won the 1987 National CSz Championship, and the first-ever

Just For Laughs improv tournament in Montreal

The Prom Committee, sketch comedy, five years
The Gomers, rock band, 20 years



Shot and directed a Gomers video that has received
views on YouTube

Co-produced a TV pilot by Scott Dikkers, editor of

“Andy is one of the most original thinkers I've eve
during my career,” says Scott Cooper, Marketing Eng
president, former senior vice president of marketin
Footwear and former president of Hiebing. “Andy tra
into ideas that work. In a competitive environment
differentiation matters more than ever, he'd be one
people I'd want on my team. Few work smarter, few w
I can think of does both as well and with as much p
more thing, | personally enjoy Andy. | always end u
my face working with him. And | believe smiles crea

over 1,000,000
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Jennifer Savino Biography
Vice President/Director of
Client Se rvices

As vice president/director of

client services, Jennifer is

responsible for the strategic

planning and marketing execution of
Knupp & Watson accounts, and works
closely with the account team to

oversee all initiatives. Jennifer
directs account services, and

she works closely with Andy

Wallman in leading the agency.

Jennifer has a rock-solid resume
which includes more than 15
years working in marketing,
advertising, public relations

and brand strategy.

Her resume at Knupp & Watson
includes work with Foth
Engineering, Park Bank and Mirus
Bio. Prior to joining

Knupp & Watson, Jennifer served
as director of account planning
and as brand strategist in

Seattle. In those roles, she

worked with firms such as Puget Sound Economic Deve lopment Council,

Boeing, Microsoft, Hewlett-Packard and T-Mobile.

Jennifer has successfully managed numerous award-wi nning campaigns

that include print, TV, radio, videos, movie traile
relations, research, marketing plans and complete ¢
for clients in Minneapolis, Seattle and Madison.

She holds a master’s degree in organizational devel
resource technology from the University of St. Thom
and a Bachelor of Science in business from the Univ
Wisconsin—River Falls.
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