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INTRODUCTION

In response to the mounting civil claims being brought against the Archdiocese of Portland in
Oregon, the church has recently filed for bankruptcy. Their hope is to ensure, what they
consider to be, reasonable compensation to all claimants while continuing their religious mission
and ministries. As part of this process, the Archdiocese of Portland in Oregon seeks to address
all existing claims as well as any additional claims against it in one forum.

Due to the sensitive nature of this topic, the complex message that must be delivered and the
fact that the unknown victims are likely scattered far and wide, we would typically recommend a
comprehensive, broad-based media notice program serving the region-wide areas previously
identified by the Archdiocese of Portland in Oregon. And although there has been significant
mainstream media coverage of this issue, we believe that a large number of potential claimants
either have not seen that type of filtered media or need to be reached with a more direct
message. In this case, television advertising is the most cost effective medium available to
reach the masses. '

However, serving due process throughout those areas identified by the Archdiocese of Portland
in Oregon, at a level that would ensure meaningful notice, would simply be cost prohibitive.
Attorneys for the Archdiocese of Portland in Oregon have already indicated that this is beyond
their capacity to pay.

To illustrate this point, we have attached a large-scale, region-wide media plan that involves this
kind of expansive reach in Appendix B. This plan includes all areas previously identified by the
Archdiocese of Portland in Oregon as areas where silent victims are likely to reside.
Furthermore, we have also included a nationwide estimate (using print media only) for
comparison purposes (see Appendix C). Like the region-wide plan, the nationwide print plan is
unrealistic because of cost. '

However, by staying focused on a Victim Outreach Plan targeting Oregon and SW Washington,
it is reasonable to believe that we will reach the majority of silent victims directly or indirectly
through family members with the critical information of a pending bar date. We believe this is the
best opportunity to serve meaningful notice to silent victims and would facilitate the
establishment of a bar date for all future claimants that reside in Oregon and SW Washington.
Alternatively, the court could use this plan as the first phase of an ongoing campaign. Based on
the results, this campaign could be used to determine the level of outreach required in additional
regional markets previously identified by the Archdiocese of Portland in Oregon. '

Given that a region-wide plan is simply not feasible at this time, what follows is a complete
recommendation for a broad-based Victim Outreach Plan, involving print, television and Internet
media as well as direct mail and collateral support materials directed at our primary and
secondary target audiences residing in Oregon and SW Washington. Also included is a
comprehensive earned media campaign that targets the four-state area of Oregon, Washington,
ldaho and California. Earned media provides a relatively lower cost approach to reaching silent
victims residing outside the geographical scope of the paid media plan.

This Victim Outreach Plan represents a thorough evaluation of the situation and an
understanding that there exist other tort claimants who were sexually abused by the
Archdiocese of Portiand in Oregon who have yet to come forward. We believe this is a
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reasonable and realistic approach to satisfying the needs of all parties involved and would allow
consideration of a bar date for all Oregon-based claimants.
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GOALS & OBJECTIVES

While a number of sexual abuse survivors have come forward, this admitted abuse went on for
years and other victims remain silent about their experiences. These crimes affect people from
all walks of life, residing anywhere from penthouses to penitentiaries, scattered from Portland to
Pendleton, Canada to Mexico. However, they all have one thing in common. They have spent
years struggling with the burden of an abuse they suffered at the hands of a trusted clergyman.
To this end:

The goal of this Victim Outreach Plan is to reach out to those silent victims and to
provide them with notice of their legal rights. However, as is shown by psychologists and by
our previous experience, sex abuse survivors, particularly those abused at an early age and by

“a trusted figure, need more than simple notice in order to come forward with their experience.
They also need an opportunity to:

1. Understand that this happened to others besides them and they are not
responsible

2. Know that the perpetrators of these crimes have been identified and are not above
the law. Every victim deserves justice. (This campaign is essential to public
understanding and identification of the priest as a sex abuser; it’s critical to break the
ingrained belief that because the abuser or rapist is a priest, he is above normal “human”
status and is therefore untouchable.)

3. Feel that they can now safely and confidentially come forward to begin the
process of coming to terms with their experiences

‘The purpose of this campaign is to urge people to come forward with a deeply emotional
experience that, unlike damage sustained in asbestos or tobacco claims, has lead many victims
to spend years denylng that anythlng has happened to them at all lglmazg y, we gre Igllmg

he ace dis i i

are also working w:thm a time frame that is much more limited thanthe current statute allows for
when a victim first acknowledges their abuse and then fully understands that they have a right to
take legal action against their abuser.

In order to reach the undetermined number of victims of abuse that occurred, in some cases,
more than 50 years ago, we have built the following comprehensive Victim Outreach Plan.
Based on our experience in working with survivors of clergy abuse over the past six years, and
in both buying media and creating powerful and effective social marketing campaigns, we
present the following detailed communication, paid media and earned media strategies. These
strategies, when combined, make up a strong, multi-layered campaign that achieves the Victim
Outreach Plan goal of ensuring that each and every silent survivor of childhood sexual abuse by
a Roman Catholic clergyman comes forward.
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COMMUNICATION STRATEGY

The most successful social marketing campaigns of the past 20 years have been direct, honest
and insightful. They tell the harsh reality of a situation, break through the clutter of media, ask
the audience to think differently about an issue and provide a resqurce for further information
and action.

In the case of clergy abuse by the Archdiocese of Portland in Oregon, the need to drive home a
direct message and to stir a reaction is two-fold. Not only must this campaign break through the
media clutter in order to reach victims but it must also speak to a deeply emotional issue that
many victims have spent the last few decades attempting to forget. The shame and humiliation
they endured as children is now likely to be consciously suppressed and this defense
mechanism is the resistance that the Victim Outreach Program must overcome in order to
provide meaningful notice to silent victims of an impending bar date.

Experience has shown that survivors of this particular kind of abuse respond strongly to two
particular kinds of messages. The first kind of message is the testimonial of a fellow survivor. In
messages that feature the true story, or some combination of true stories, of another survivor (or

- survivors), the audience member may be drawn in and may begin to access similar memories
that they have suppressed for decades. Three creative concepts in this campaign reflect this
approach to victim outreach.

The second kind of effective message involves showing the images of accused priests. For
many survivors, seeing a face that they have not seen in decades can help recall a memory of
past abuse. Seeing their abuser as a man accused instead of a revered public figure can give
them the confidence to pick up the phone to call the confidential hotline. Critical to the execution
of this message is our access to photographs of all accused priests. The decision as to which
portraits are included in the campaign will be made in conjunction with the Archdiocese of
Portland in Oregon. Three creative concepts in this campaign reflect this approach to survivor
outreach.

The mandate of social marketing is to change perceptions and, ultimately, to change behavior.
Victims (or friends and family of victims) that see this campaign need to understand that the
shame they or their loved one has felt for years is not theirs, but their abuser’s. They need to
understand that they are not alone. Many other innocent individuals were also abused over the
years. Finally, they need to know that they can take a step toward coming to terms with their
experiences by calling a confidential, toll-free hotline and requesting more information.

~ Altogether, the following creative materials have been developed to accomplish the goals of this
Victim Outreach Plan. In addition to these materials, direct mail plays an important role in this
plan and is discussed in greater detail on page 16 of this document. Draft concepts for this all of
the below creative executions are included in Appendix A.

Three victim testimonial television spot concepts

Three priest identification television spot concepts

Three full-page priest identification newspaper ad concepts
One informational brochure

One informational website
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However, given the sensitive nature of this communication, we want to ensure that both victims
and their families have an opportunity to vet the creative materials developed under the Victim
Outreach Plan. To this end, we propose to carry out two focus groups, which will provide one
group of victims and one group of victims’ families with an opportunity to review creative
materials before they are finalized. This process will serve to ensure that the most effective copy
possible is used in order to maximize resonance with both of our target audiences. We want to
choose words that are simple, clear and meaningful and that either the victims or the victims’
families can relate to easily.
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TARGET AUDIENCES

The messages of the Victim Outreach Plan have been developed specifically to target the
following audiences:

Primary Audience

Victims:

* Men ages 25t0 75

*  Women ages 25 to 75

* Attended any institution that provided contact with Catholic clergy, including churches,
hospitals, schools, residential care facilities, emergency shelters and penal institutions in
western Oregon

» Currently reside in Oregon and SW Washington, based on information provided by the

~ Archdiocese of Portland in Oregon and/or have left the area but have family or friends

that still reside in Oregon and SW Washington

Secondary Audience
Families of victims:

* Relatives of victims, defined as adults 18+
* Currently reside in Oregon and SW Washington
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PAID MEDIA STRATEGY & TACTICS

Building awareness of the Victim Outreach Plan messages will be key to its success. Consistent
exposure to the campaign messages will build awareness quickly and will work to stimulate
action in the form of calls to the confidential hotline and/or visits to the website. The most
efficient way to reach mass audiences is through television. In order to support a television
campaign and to buiid reach and frequency, newspaper will also be a critical component of the
paid media campaign. Each of these media has specific attributes that make them important to
the success of the Victim Qutreach Plan.

Television, plain and simple, reaches the masses. No other medium does as good a job of
targeting the public, which means that the messages we create stand a good chance of
reaching members of our target audience as well as their friends and-family who may help direct
them to the hotline or website for more information. Television is also an excellent way to
communicate an emotional message. This kind of campaign needs to be able to speak to
people, to engage them and then to help them decide to do something incredibly difficult —
namely, to come forward and talk about the abuse they endured years ago.

Newspaper, on the other hand, also builds reach and frequency with mass audiences but it has
a newsworthy quality that adds credibility to the campaign’s offer to assist victims in coming
forward with their experiences. Messages appearing in respected daily newspapers seem that
much more genuine and trustworthy because of their context amidst news stories and other
timely, trusted information. Newspaper can also help reach audience members that television
misses, helping to ensure that we are speaking to as many silent victims as possible.

Reaching a target audience effectively through paid media such as television and newspaper
involves a measurement of Gross Rating Points (GRPs) to achieve reach and frequency. GRPs
are the units of measure used to express how effectively a particular message will reach a
particular audience. Reach is the number of different people that are exposed to a particular
media schedule. Frequency is the average number of times that each (unique) person is
exposed to a particular message. :

Following is a detailed recommendation for both television and newspaper that will effectively
and efficiently accomplish the goals of this Victim Outreach Plan within Oregon and SW
Washington, both areas identified by the Archdiocese of Portland in Oregon in previous court
documents.
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Geography

Both television and newspaper coverage will be used throughout Oregon and SW Washington.
Although the complete list of markets identified by the Archdiocese of Portland in Oregon in
previous court documents includes regional markets such as Boise, ID, Seattle, WA, San
Francisco, CA and Los Angeles, CA, a media buy that includes these markets is likely to be cost
prohibitive. However, inclusion of these areas would certainly behoove this effort and would
provide the opportunity to reach silent victims that have since migrated outside of Oregon and
SW Washington. An estimate for a comprehensive, region-wide media buy that includes the
markets noted is included in Appendix B.

This Victim Outreach Plan will provide coverage throughout Oregon and SW Washington
markets where victims currently reside. Specifically, the markets include:

Albany
Ashland
Astoria
Baker City
Bend
Coos Bay
Corvallis
Eugene
Grants Pass
Klamath Falls
La Grande
Medford

- Ontario
Pendleton
Portland
Roseburg
Salem
The Dalles
Vancouver

® & o ¢ @ 5 ¢ S & ¢ 0 ¢ ¢ & ¢ * & o0

Scheduling

As mentioned previously, the role of advertising is to stimulate awareness among survivors and
their families, and to affect attitude and drive action. This will be an ongoing process, with
awareness of the Victim Outreach Plan’s messages accumulating over time. Not everyone will
see the advertising the first time it runs, nor will they respond the first time they see it. For this
reason, this Victim Outreach Plan is budgeted to run for twelve full months.

The schedule we have created is weighted heavily in the beginning in order to break through the
clutter and to anchor the issue in the public consciousness. Within these first months, we will
reach a large number of viewers and those victims who see the spots repeated in the coming
months will be further affected by the campaign’s messages. However, it is critical to
acknowledge that although the schedule s!owly tapers off to a steady, sustaining level in

subsequent months, every single new airing will reach new viewers. If, for example, we were to

cut the campaign short at six months, we would basically be cutting the number of people who
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will see the campaign to approximately half the number we would have reached with a full 12-
month campaign. It is also worth noting that the sustaining portion of the schedule may be the
least costly but, as we just indicated, means that almost half of our potential audience will not be
exposed to the messages of the campaign.
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Television

In order to build awareness and to reach as much of the target audience as possible, a goal of
the paid media strategy is to reach no less that 75% of the target audience a minimum of 3
times per week. It is more cost effective to schedule advertising at higher levels at the beginning
of a campaign in order to build high awareness. This allows all subsequent advertising to run at
lower levels, building frequency and reinforcing reach.

Broadcast television will be used to increase reach and build frequency against the target
audiences in every Oregon and SW Washington market outlined previously. This is still the most
immediate way to reach mass audiences and will provide:

* Impact with its combination of sight, sound and motion
* Reach to specific audiences through the purchase of selected dayparts and programs
* Visibility to a potentially hard to reach target audience

Cable television will also be used when planning the television buy. Several networks can be
used effectively to reach the target audience. For all key markets, 10% to 20% of the television
budget will be allocated to purchasing cable programming.

Daypart Breakdown

The television GRPs will be scheduled heaviest at the beginning of the campaign in order to
build immediate awareness. Based on cost efficiency and audience delivery, we recommend the
following daypart (section of the day) purchase: :

* Daytime (9a-3p) — 15% of total schedule
o Syndicated talk shows (i.e. Maury Povich, Ricki Lake)
o Programming environment is appropriate for our message and victim
audience

» Early Fringe (3-6p) — 10% of total schedule
o Syndicated talk shows and tabloid TV programs (i.e.Oprah, Dr. Phil,
People’s Court)
o Reaches similar audience as daytime, but in greater numbers

» Early News (5-7p) — 25% of total schedule
o Local and network news programming
o Newsworthy environment
.o Reaches a broader and better-educated audience

* Prime Access (6-8p) — 40% of total schedule
o Syndicated sitcoms, game shows, tabloid TV programs
o High ratings, cost-efficient reach, varied viewer profiles

* Late Night (11:30p-1a) — 10% of total schedule
: o Efficiently targets audience
o Rapidly and effectively builds frequency to the plan
o Possible high concentration of target audience
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DMA Breakdown
Advertising will be purchased in the following Designated Market Area (DMAs):

DMA County Coverage TV Households % TV Penetration
Bend Deschutes . 52,550 97%
Eugene 229,360 96%

Benton 29,690

Coos 26,200

Douglas 41,190

Lane ) 132,280
Medford 162,260 96%

Curry - 9,610

Jackson ' 74,600

" Josephine 33,400

Klamath 25,600

Lake 3,080

Siskiyou (CA) 17,800
Portland 1,086,800 97%

Baker 6,750

Clackamas 139,700

Clatsop 14,720

Columbia 17,380

Crook 7,890

Gilliam 700

Grant 2,810

Harney 2,760

Hood River 6,700

Jefferson 6,890

Lincoln 19,270

Linn 39,640

Marion 103,430

Multnomah 268,930

Polk 24,320

- Sherman 650

Tillamook 10,040

Union 9,280

Wasco 9,030

Washington 182,330

Wheeler 680

Yamihill 30,130

Clark (WA) 138,500

Cowlitz (WA) 35,810

Klickitat (WA) 7,080

Skamania (WA) 3,710

Wahkiakum (WA) 1,350
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Newspaper

Newspaper will be used to reach the target audiences in major cities as outlined in the paid
media objectives. Research shows that consumers believe that respected people use
newspapers and that more than two-thirds of the public says that newspaper is the medium they
themselves respect. Both of these perceptions lend credibility to newspaper advertisers and will

do so for this campaign. In addition, newspaper will:

Provide immediacy for the campaign in a newsworthy atmosphere

Provide high local market penetration against broad audiences

Allow the opportunity to provide long copy points and more detailed information
Allow for targeting of specific audiences through different sections of the newspaper

Only the major daily newspapers in each market will be used as they will provide the greatest
coverage in each area (compared to weekly and community newspapers). On average, one
daily newspaper issue reaches a minimum of 49% of the adult population in the “core circulation
areas” that it serves. That “core” population is made up of 52% of men and 47% women'.

Ads will be scheduled in three flights over the twelve-month campaign. During each flight, the
ad(s) will run a minimum of eight times. The recommended newspapers are:

Daily Newspaper
Albany Democrat-Herald
Ashland Daily Tidings
Astoria Daily Astorian
Baker City Herald
Bend Builletin
Coos Bay World
Corvallis Gazette-Times
Eugene Register-Guard

- Grants Pass Daily Courier
Klamath Falls Herald and News
La Grande Observer
Medford Mail Tribune
Ontario Argus Observer
Pendleton East Oregonian
Portland Oregonian

- Roseburg News-Review
Salem Statesman Journal
The Dalles Chronicle

Washington:
Vancouver Columbian
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Daily Circulati
19,800
4,400
8,429
3,470
27,265
13,329
11,949
72,846
16,513
17,400
6,619
29,313
7,500
10,500
344,500
19,347
59,300
4,635

55,000
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Paid Media Plan _
In order to maintain a minimum of 75% reach against the target audience each week in every

~ market and to build rapid awareness, this plan allows for a cumulative total of at least 8600 TV
GRPs scheduled over twelve months. Please note that the plan is front-loaded to establish the
initial awareness in the marketplace. The second six months of the plan are somewhat less
costly because of this but are critical to maintaining awareness over the course of the campaign.
The flights will run as follows:

Months TV GRPs Reach Frequency = Newspaper Schedule

1 Month 1600 GRPs 95% 16.8X 4 Newspaper ads

2" Month 1000 GRPs 95% 10.5X 4 Newspaper ads

3 Month 600 GRPs ~ 88% 6.8X '

4™ Month 600 GRPs 88% 6.8X

5" Month 600 GRPs 88% 6.8X

6" Month 600 GRPs 88% 6.8X 4 Newspaper ads

7" Month 600 GRPs 88% 6.8X 4 Newspaper ads

8" Month 600 GRPs 88% 6.8X

9" Month 600 GRPs 88% 6.8X

10" Month 600 GRPs 88% 6.8X

11" Month 600 GRPs 88% 6.8X 4 Newspaper ads

12" Month 600 GRPs 88% 6.8X 4 Newspaper ads

Budget by Market:

Market Television Newspaper Total

Oregon:

Bend $259,484 $73,209 $332,693

Eugene $653,653 $123,274 $776,917

Medford $363,393 $264,709 $628,102

Portland $1,566,770 $860,093 $2.426.863
Paid Media Total $4,164,574
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DIRECT MAIL

An essential supplement to this Victim Outreach Plan involves the use of a highly targeted direct
mail campaign. Direct mail complements a paid media campaign by allowing us to select exactly
the audience with whom we want to communicate and then to send our message directly, using
our audiences’ own language and addressing their individual needs. Over the course of the
direct mail campaign, we will develop a dialogue that will help build a sense of trust between
silent victims and this campaign.

A unique advantage of direct mail is that it can take the form of a personal letter containing the
name and address of either the victim or their family, allowing us to achieve a different kind of
connection with our target audiences. Repetition of messages and images used in the direct
mail piece will reinforce those seen on television and in newspapers, however they will also
speak to a victim’s individual experiences by providing additional details about the situation.
Both of these tactics will further encourage victims to take steps toward coming forward with
their experiences.

According to the information that the Archdiocese of Portland in Oregon has shared with us to
this point, approximately 80,000 names of individuals who currently identify themselves as being
affiliated with the Catholic Church could be collected to create a database. This database would
allow us to reach any silent victims that remain affiliated with the Catholic Church as well as the
family members of still other victims who are no longer affiliated. However, it is also important to
note that many victims of clergy abuse have broken ties with the church. In fact, most of those
who have already come forward are no longer affiliated. For this reason, the voice of this direct
mail campaign must be that of fellow survivors and it is critical that the Archdiocese of Portland
in Oregon’s name should not appear on the return address.

The direct mail piece will be sent to members of the list provided by the Archdiocese of Portland
in Oregon through three separate mail flights, thereby i mcreasmg the reach of the overall paid
media campaign.

COLLATERAL

A critical part of the Victim Outreach Plan will be responding to the inquiries generated through
the paid and earned media campaigns. These requests for additional information will come
through either the confidential toll-free hotline or through the website. This is an opportunity to
communicate the critical messages of the mass media campaign on a one-on-one basis. It is a
chance to tell survivors that they are not alone and they are not to blame.

Along with whatever additional materials will be sent out, we recommend that a brochure be
included that is consistent with the image and messages of the paid media. This consistency will
project the image of a trustworthy, legitimate organization that is truly there to help the victim. In
the privacy of his or her home, a victim of past abuse can review the materials and decide if
they will take the next step toward coming forward with their experience.
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WEBSITE

Psychologists and researchers have all indicated the need for clear, even explicit language in
helping sexual abuse survivors confront the nature of these crimes. While we cannot provide
this kind of information over the public airwaves, we will rely upon an informational website,
www.startthehealing.otg, in order to provide this information.

The goal of the website will be to reinforce the television and print campaigns and to provide
additional information and options for victims who are contemplating coming forward. Both the
television and print campaigns will drive viewers to the website (and the toll-free hotline). Once
viewers log on to the site, they will see the bar date featured prominently, alerting them that they
must respond in a timely manner in order to participate in settlement proceedings.

included in the development of the website is a thorough process of discovery, architecture
development and website design that will produce a fully dynamic website that is both

. informative and easy to use. Once completed, site programming, systems integration, testing,
hosting and ongoing maintenance are included in the plan. Online review sessions to discuss
strategy, solicit feedback and to evaluate any proposed changes will also be included.

Finally, search engine optimization will be critical in helping the public find the site. The website

plan includes the use of key words that individuals may use to look for information on this
campaign, such as priest, church, mass, counsel, etc.
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EARNED MEDIA STRATEGY & TACTICS

Currently, the only information that survivors of clergy abuse have received has come through
the filter of mainstream media. That is the definition of earned media — as a result of some
action, we have “earned” the coverage provided by the daily news media. While those earned
media channels remain interested in covering the story of the Archdiocese of Portland in
Oregon’s bankruptcy proceedings and will continue to report on the issue as they deem
appropriate, a proactive earned media campaign will improve the likelihood of accomplishing
meaningful notice. :

Earned and paid media are most effective when coordinated and working toward a common
goal. For this campaign, the goal is to amplify the key messages of the Victim Outreach Plan.
As stated earlier, the goal of the Victim Outreach Plan is to reach out to those silent victims and
to provide them with an opportunity to:

1. Understand that this happened to others besides them and they are not responsible

2. Know that the perpetrators of these crimes have been identified and are not above the
law. Every victim deserves justice.

3. Feel that they can safely and confidentially come forward to begin the process of coming
to terms with their experiences

The earned media component of the Victim Outreach Plan takes a proactive approach that
anticipates the needs of the numerous news organizations that have already covered aspects of
this story. It also utilizes editorial pages to assure victims and the public of the sincerity of this
effort. This is critical for reaching victims who have felt, up to this point, that they could not come
forward with their personal experiences. The reassurance of mainstream media coverage will
help assure them of the authenticity of the effort of this Victim Outreach Plan.

It is also critical that every communication opportunity available is capitalized upon and delivers
the same messages with maximum impact. Earned media is a cost-effective way to do this and
adds third-party credibility to the messages delivered through paid media channels. The power
of the fourth estate to deliver a filtered message that is seen by most readers, listeners and
views as having more credibility than any paid advertisement will be critical to this endeavor.
Remember, our audience is victims of sexual abuse who, up to this point, have not felt that they
could come forward in any public or even private way. They will need the assurance from
mainstream media that our effort is indeed credible and trustworthy.

Following is an outline of our strategy and tactics as part of this well-coordinated Victim
Outreach Plan:

Strategy

1. Increase overall awareness of Victim Outreach Plan by local, regional and national
media, prioritizing the four-state region of Oregon, Washington, Idaho and California

2. Amplify the messages of the paid media campaign to primary and secondary target
audiences while adding the credibility of a third party (the mainstream media)
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Tactics

* Media & Message Training
This internal process will immediately identify and solidify agreement as to who the key
spokespeople are. We suggest a minimum of three to ensure availability. Once key
spokespeople are identified, an immediate media and message half-day training will take
place.

* Advisory Function
By serving as a media advisor, we will alert key constituency groups and the media that
a public notice program is underway. This promotes awareness of the campaign itself
but also allows us to gauge media interest in the creative campaign as well as the actual
return of results.

*  Story Placement :
Editorial stories will be placed, primarily in four-state media region alerting the public that
there is a notification effort underway and “previewing” the potential creative.

* Editorial Board Visits .
Using a team approach, including at least one or two victims who have previously con
forward, this tactic involves meeting with editorial boards at key newspapers in the four
state media region and asking for assistance in promoting the notification effort.

* Op-Ed Submission '
We will submit mutually agreed upon 500-word editorial pieces that are signed by both
the Catholic Archbishop of Portland in Oregon and SNAP. These editorials will explain
the public notification effort and will be submitted to every newspaper in the four-state
media region.

* Ad Launch News Conference
We anticipate strong interest in the television and print advertising concepts that are a
major part of this Victim Outreach Plan and believe that we can maximize the interest
and exposure to the new campaign by unveiling the creative concepts prior to public
launch,

* Press Release/Video Component
Not all media will be able to attend the Ad Launch News Conference. The creation of a
video press release will support the launch of the ad campaign on a truly global basis to
ensure that as many media as possible pick up the story.

* Ongoing Media Relations
There is the potential for satellite media interviews as well as talk radio circuit tour.
Management of this type of publicity as well as the fielding of additional daily media
queries are included in this plan.

e [etter to Editor Coordination
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This complementary effort involves encouragement of key advocates in each media
market to send in letters to the editor in support of the public notification effort.

Over the past six years, we have relied upon the use of earned media or regular day-to-day
news reporting to carry critical messages to victims of sexual abuse at the hands of clergy. We
have constantly worked with news reporters to help them understand the importance of
including the perpetrator’s photograph in their story. We have also encouraged previously
identified victims to share their personal stories so that other victims might realize that they are
not the only ones who have suffered these same horrible crimes. Now that we are about to
move to a phase that includes the use of paid media to deliver these same messages, we
submit that the earned media channels remain a vital and equally important component of the
overall Victim Outreach Plan.
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2005 VICTIM OUTREACH PLAN BUDGET

Paid Media $4,164,574
Includes print and television advertising space (excluding
production) throughout Oregon and SW Washington

Earned Media : $100,000

Includes extensive development of the four-state area including

Oregon, Washington, ldaho and California and ongoing media

relations, planning, distribution of news/announcements,

partnerships and promotional activities

Production : $350,000
Includes print and television production, website development,
creation, hosting and maintenance as well as collateral packet
printing

Focus Groups : $25,000
Includes two focus groups involving both victims and their families
providing an opportunity to review and comment on creative
materials

Direct Mail $480,000
Includes production and mailing of informational direct mail
piece(s) to approximately 80,000 recipients in Oregon and SW
Washington over three flights

TOTAL 2005 VICTIM OUTREACH PLAN BUDGET: $5,119,574
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APPENDIX A
Draft Creative Concepts

Following is draft creative materials including:

Three victim testimonial television spot concepts

Three priest identification television spot concepts

Three full-page priest identification newspaper ad concepts
One informational brochure

One informational website

*® & o o o
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Three Victim Testimonial Television Spot Concepts
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Three Priest Identification Television Spot Concepts.
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