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= 5 FIRST Rolbotics Competition 1 . .
S iy FUN Robotics Network is the most
T watched dedicated video content
producer of FIRST and RECF/VEX Content

FIRST and RECF/VEX programs are the two largest competitive
robotics programs globally serving over a million students,
mentors and volunteers annually.

FUN produces media content through YouTube, Twitch and
social platforms to celebrate these programs and its media
hungry participants ages 13-60+.

Impact: Fun videos are viewed 40+ million times
annually with an audience of over 2 million unique

viewers on YouTube - millions more on social
media platforms. The average returning FUN viewer
consumes 40+ content pieces per year on YouTube. (Source:
YouTube Analytics)



https://firstinspires.org/
https://recf.org/

TN R—elL. A Intent driven marketing: How we succeed

ow can FUN Drive Results? ) -
PR — ; - " Access a unique consumer base:  Advertising on FUN unlocks access
. o/ Bl N ) /_J ) toanaudience that has been previously untargetable for brands and
fo S / | ' B  companies.

Create consumer rapport:  FUN fans trust us to present great brands,
products and services that are relevant to their interests which has created
an engaged audience base.

Drive conversions: FUN advertising is focused on targeted landing
pages and incentives for consumers to interact with your brand provides to
increase ROI.

Create consumer advocates: FUN fans are socially engaged and are
influencers their communities. This results in additional advocacy and brand
promotion with others in their programs and the companies they work for.

g Honest Consulting and Transparent Reporting:  We will be realistic
N and candid on achieving your KPIs and metrics and provide accurate
reporting to ensure transparency and accountability no matter the results.
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Plan

We'll lay out a
comprehensive
strategy to drive
traffic and
customers to you
and conversion
recommendations
to maximize ROI.

Q

Discover

We want to
know what
drives you and
your challenges
to uncover
opportunities
to maximize on.

&

evelopment

FUN includes
voiCe oVers,
editing and
proofs for your
approval when
creating
advertising
options.

Launch

Let’s get your
organization in
front of our
viewers and
start
generating
leads.

Report & Analyze

We send out reports
to our partners and
meet regularly to
ensure we are on
the right path to
exceeding ROI
expectations.

Optimize

During our journey
we will continually
work on showing
the best performing
ads and work with
you to update media
content and ad

copy.



Content Examples

How we reach our viewers with your compelling messaging:

Produced Segments: Medium and long form content pieces both in widescreen and vertical formats allowing for direct messaging
opportunities.

Vertical Shorts: Quick and engaging content pieces meant to expand reach, brand recall and domain authority.

Influencer Shorts: Videos created with specific messaging from a FUN Ad Partner.

Long Form Content Advertising: Medium Form Content Advertising  Short Form Content Advertising Influencer Content Advertising
’ -
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Kettering SGHOLARSHIP OPPORTUNITIES: KETTERING.EDU/FIRST g
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https://youtu.be/USUm6NcAJg4?t=39
https://www.youtube.com/shorts/E0A_Bo0x7yo?feature=share
https://www.youtube.com/shorts/9sTOeWa48oo?feature=share
https://www.youtube.com/shorts/zlF8oseAUko?feature=share

Demographics:

83% from United States, 5% Canada, 3% Israel, 2% Mexico,
2% Tiirkiye, 2% Romania, 3% other.

70% Male, 25% female, 5% user-specified

20% 13-16 years, 39% 17-24 years, 20% 25-34 years,
10% 35-44 years, 10% 45-54 years, 5% 55+ years.

Much of our content is about high school and collegiate
robotics, but FUN's audience is comprised of students, alumni
and adult mentors making our targeting optimal for
recruitment, product engagement, advocacy and purchasing.
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Advertising Examples

HENRY |

RUB[]T INRESIDENCE UPTO

Success with Kettering University | *mm | Do <= i
: I6VENS

Kimberly Shumaker

Kettering University
Director, Robotics Outreach & Robotics Center

The partnership between Kettering University
and FUN has proven to be very beneficial.
Students that participate in robotics are a
great fit for Kettering University due to their
desire for hands-on experiences, their
problem solving ability, and teamwork skills.
Many of these students frequent the FUN live
streams and videos found on various social
media outlets. It is very common for a
student to share with me that they first heard
of Kettering University while watching a FUN
video. Partnering with FUN expanded our
reach!

2CT™M




ROI Impact

2/3 of FUN Content

Stryker Ads Focussed on Recruitment N\ ﬁ 63

Stryker, a Fortune 500 company; is one of the world’s leading 500+
medical technology companies. Stryker partnered with FUN to
reach our highly engaged audience to amazing results!

— 94%

% of Audience who First Heard of Stryker Through FUN
Direct Attributed Hires
Attributed Applications

Ad Frequency:
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mailto:contact@funroboticsnetwork.com
https://calendly.com/funroboticsnetwork

