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OUR MISSION

Accra Is dedicated to providing an
unmatched experience. Our name

A represents a pledge to our clients to be

UTHENTICITY authentic In both design and our

relationships with each one.
Collaboration is born from our

C OLLABORATION authenticity, which enables us to thrive
in various markets through valuable
connections. At the heart of our name

C REATIVITY and company lives creativity and
resilience, The two descriptors illustrate
the unique experience we provide,
Accuracy is the most essential

R E Sl L | E N C E component of our company. It
characterizes the idea of bringing our

A partner’s visions into reality, We aim to

CCURACY be the connection that enables our

clients to achieve their goals. We are
committed to crafting a polished
product for every client and campaign.

At ACCRA, we are committed to delivering high-quality resuits for our
clients that embody authenticity, collaboration, creativity, resilience,
and accuracy. Our mission is to be the bridge that connects bold
aspirations to high-quality outcomes. We strive to bring clients’ visions

to life through honest communication and innovation. We aim to
effectively manage our relationships and commit to creating &
successful reality for clients,
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EXECUTIVE SUMMARY

Phillips 66® is launching an omnichannel
campaign to promote the Route 66
Centennial and its three fuel brands along
the route. Our campaign intends to
connect the nostalgia of Route 66 with the
modern innovations of the Phillips 66®,
Conoco®, and 76® brands. We aim to
provide an experience that bridges the
past and the present, creating lifelong
memories. Through promotional events,
activations, and advertising, the campaign
will connect with our key publics to drive
brand awareness and increase app
downloads.

PHILLIPS




CLIENT BACKGROUND

Phillips 66® is a reliable energy manufacturing company with nearly 150
years of experience. Its business operations include refining, midstream,
chemicals, and marketing. Phillips 66® has three fuel brands across the
U.S., which are Phillips 66®, Conoco®, and 76®. Beyond fuel, Phillips 66®
also has a focus on lubricants, aviation fuels, and chemical production,

Phillips 66@® operates worldwide, dedicated to providing reliable
and environmentally friendly energy. The company is committed
to advancing energy solutions while maintaining a strong focus on
efficiency, sustainability, and innovation, which aims to provide
energy and improve lives.

In 1917, Phillips 66® was founded in Bartlesville, OK, where it first emerged

as a significant fuel provider. The company name was inspired by Route 66
after a successful road test in the 1920s. This historic tie and connection
to Route 66 remains a key part of Phillips 66's® brand identity.
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SECONDARY RESEARCH
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ACCRA Public Relations conducted secondary research of
Phillips 66's® internal organization, external factors, and
current public perception. This was to identify areas of
opportunity for effective communication with our target
audience throughout the campaign. Additionally, ACCRA
gathered information on Phillips 66's® current market
positioning, the challenges the company faces, and
identified opportunities for improved communication and
customer engagement.

Organizational
Research

Publics
Research




SITUATIONAL RESEARCH

Challenges and Opportunities:

Phillips 66® faces the challenge of staying competitive as the energy industry
shifts toward clean energy. More customers seek eco-friendly options, and

competitors like QT®, Buc-ee's®, OnCue®, and Casey's® are strong rivals.
However, Phillips 66°s® community support, major partnerships, and digital
tools offer important epportunities for growth,

Current Strengths:

Phillips 66@ has strong brand recognition due to its historic link to Route 66.
The company leverages digital marketing, sponsorships, and community
programs to maintain customer engagement and a wide range of sponsorships,
such as the Houston Astros and USA Swimming. By reinforcing these strengths
and modernizing its approach, Phillips 66® can continue to build trust among
both long-time and new customers,

Customer Expectations:

Today's consumers—especially younger, tech-savvy drivers-expect more from
fuel companies than just gas, They want digital rewards, mobile-friendly
experiences, and visible efforts toward environmental responsibility. To meet
these rising expectations, Phillips 66® must deliver more personalized,
technology-driven services while communicating its commitment to a greener
future,

Public Perception:

Public opinion about fuel companies is increasingly complex. While Phillips 66®
is making strides by investing in cleaner energy and reducing pollution,
skepticism about environmental impacts still lingers, Meanwhile, the growing
popularity of electric vehicles and alternative fuels makes it even more urgent
for Phitlips 66® to evolve and maintain relevance with environmentally
conscious consumers, @‘.
|



ORGANIZATIONAL

Internal Environment:

Performance

Phillips 66® provides energy services through refining, midstream operations,
markeling, and ressarch. Their strong reputstion for quality comes from consistent
nvestment in research and manufacturing. Performance has impcoved over the past
three years, with a 72% increase in share price and advancements in sustainabliity.,
A significant chatienge remans the volatility in earnings tied to crude oM prices,
Expanding community engagement programs could offer new rovenue streams and
strengthen beand loyalty.

Phillip 6698 mission IS 10 “provide enérgy and improve Nves.” and ils issue is Lo stay
competitive and connect with customers based on similar goals and values. The
organization emphasizes sustainability and innovation, which enables it to remain
competitive in a changing market, Their business plan clearly gxpresses thes
commitment by focusing on lower-carbon alternatives, such as pursuing return:
focused projects. We aim 10 play a crucial role in this process, ensuring that our
messaQing aligns with the company's values

Internal impediments

The internal environment at Phillips 66® {5 generally supportive of public relations
efforts, with initsatives such as the "Day of Learning” designed to engage and -
empower employees. However, there are obstacies 10 success, including digital

fatigue and challenges in resource allocation, To address digital fatigue, the

company could implement intelligent content delivery systems that better manage

the fiow of information 10 empicyees and stakeholiders, 10 solve resource allocation

ssues, Phillips 668 should prioritize PR functions that most effectively deepen

customer connections and reinforce brand loyalty,



RESEARCH

External Environment:

Philips 668 faces strong competition from ExxonMobil, Cheveon, Shedl, and Valero,
All brands face scrutiny, though rivals like Shell, Valero, and Chevron have invested
mare heavily in rénewable enerqgy, raising the bar for sustainability efforts,

Opposition

Groups like the Environmental Integrity Project and Communities for & Betters
Environment have challenged Phillips 668 on environmental issues, leading to
project delays. This has led to further opposition, which has grown stronger over
the past three years, particuiarly i response 10 rising cimate concerns

External Impediments

The external operating environment is growing but faces stricter regulations and
evolving sustainability expectations. The industry i3 projected to shift even further
toward clesn energy practices Phillips 66® faces requistory hurdies, rapidly
changing customer demands, and financial challenges tied Lo ol price volatility and
broader market fluctuations,

Public Perception:

Phillips 66® holds a 4.5% market share and is seen as reliadle, with moderate
customer satisfaction (3/5 stars on Yelp). Their focus on sustainability has
improved their public image over the past three years. The brand has
modernized with initiatives like the Fue! Forward App®, offering more
engaging, tech-forward experiences while maintaining strong avallability
across hey routes.
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KEY PUBLICS

Customers

« Anyone who « Business to business
purchases fuel or transitions with aviation
drives a vehicle. companies,

RS G 15

Producers

« Crude oil suppliers who provide the raw mateﬂals
Limiters

that Phillips 66® refines,
« Governmental bodies and environmental

‘organizations act as limiters, as they maintain-
control of industry requlations,

’ rd

Enablers

« Anyone who can benefit from Phillips 66's®

success, such as shareholders or investors.



TRAVELING
BABY
BOOMERS

Latent Public

N . g b ) w - ~ (Y
5 ge OF veye Cl’_:"‘_‘:lt

60 to 75 Years
Old

Age Range

The key publics for this campaign will
be tech-savvy millennials and baby
boomers that are frequent travelers.

TECH-SAVVY
MILLENIALS

Latent Public

Stage of Levelopment

15



Benefits
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TECH-SAVVY
MILLENIALS

Sustainability Focus: Phillips 66"s® commitment to sustal
rescfmtes well with millenniais, a generation that prioritize
on ‘onmmul impact. This p likely to respond
intigtives pramoting eco-friendly Practices.

Tech Integration: They value tommcal co
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Benefits

Stereotypes

TRAVELING BABY
BOOMERS

Redlabdiity: Baby boomers priocitize rehability, especially when it comes to
fuel vailsbility, price, and guality, making them an mportant public for
Phillips 66°s® care offerings

Customer Service: Tha public spprecstes hugh levels of customer sefvice,
whach can be o strong selling poiot for Phillips 668 Both fuel stations and
customer-facing mteractans

Rewprds System: Whiie not tech-savvy, this group can still benefit from
Phillips 66'1® rewvards system, helping them save money and feel valued.

Traditional Consumers: Hatyy boomeds are more hikely to engage with
{raditiond! communcation metHods such &% +mall Or ;n-pecson

intecactions, rather than rsying oo newer formas of agital commmumcation,

Nostalgic: Many baby boomers aporeciate nostalgis. particularty relasted 1o
familiar, Ongsfanding Brands nog expenignces that remind them of earlior
tmes.

Frequent Travelers: This gemograph< tends 10 travel Jor Ieaure or famety
reasons, making them a frequent customer of fuel statons, They value

Drands that offer consistant expernences

$2}IS1iajoeIRY)

Technotogically Challenged: Baby boomers are often stereotyped as baing
8 comTortable with technoiogy, wih some reluctancelo adopt newer

igital solutions ke apps or ondne Yewards

Cofservative: Theay may De percerved as more tragtianal in ther Choiles,
piaforring to stick with established brands that have a praven track record

WI BUL Less Adventurgus: Sady boomars are ganerally loys customers

DU may not actively seek out new products or services uniess they are

DEON o1 OF recommended by trusted sources
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COMPETITIVE ANALYSIS

QuikTrip Buc-ee’s
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] y 'r ‘b '-" (¥ c'l o ] { ’ ]
1 eq M gominance

To compete with QuikTrip, Phillips 660 To compete with Bucr-ee's, Phillips 668

should emphasize superior cleanliness, should amplify its nostalgic Branding
guality food cfferings, and strong ang snhance Doth store cloaniness and
community engagement playful marketing
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COMPETITIVE ANALYSIS

Casey’s Costco

» &y s ha \nt FOOAE i o LOAT ) rengt siue and
! the Midwest, ¢ { ural i tency, not emot 3 CONNeC 1
. 1) ut MAar coar e expenienha Arketin
e The 10Mer #xg i e ot Casey . L omet cse Cost 00
evolve nd rellable, class prsmanty far price Qs rather tha
Herings ke ¢ whd traditionsl fue Drand altachmer orvenience
s . ) ISt Wy O oS
. oy's brand ha ma ! strong brand loyalty througt
raan N and trusisy { 1&g DYy DeMDErsni naKing it ”arder (Dut not
fam i, attenion aDOng | ! o) ire them dased on
e IF MPpany Stays ot ely engaged expenence guality
with ) v atlts THalML w1 Wy N - | y { oehon -
WMHOr LOw ! LIONAI ANC MOTre Bl N ot
o Latey s coniinues 10 grow Lostco, | g onsutent cost
JQFESEIVEly DY Open NeW OCALNI Y ¥ rother o cahized evenls i
rUrat ang ) N et 14 renyg
Philkps 66@® should lean into the There is an opportunity for Phillips 66®
nostalgic small-town Americana feel of to differentiate itself by providing a
Route 66 1o better resonate with richer, more memorable fueling and
Casey's loyal customer base convenience experience beyond just

competitive pricing
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PRIMARY RESEARCH

INSTRUMENTS

Survey
« Distributed online to students,

parents and friends.
” In-Depth Interview

Zoom interviews with selected
participants.

rt W U I =
Content Analysus

« Utilized online content to uncover
key trends and brand sentiment.

~
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QUALTRICS SURVEY

OVERVIEW

PURPOSE:

« Gather large-scale quantitative and qualitative
data to better understand public awareness of
Route 66, perceptions of Phillips 66® brands,
and patterns in consumer behavior and social
media engagement,

WHO:

« The survey was distributed to 469 individuals,
including students, family members, and friends,
to provide a wide range of information from
varying demographics.

WHAT:

« Gained insights on how people feel towards
Phillips 66®, their road trip and fueling
behaviors, and how they engage with brands
across digital and in-person channels.
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IN-DEPTH
INTERVIEW

OVERVIEW

PURPOSE:

« Theresearch aimed to understand road trip
behaviors, fuel brand perceptions, and digital
engagement habits among expenenced
travelers. A purposive sampling strategy
selected participants with significant road trip
experience and familianity with gasoline brands.

WHO:

« We conducted two in-depth interviews with
parents that have road trip experience and enjoy
traveling.

WHAT:

« Structured one-on-one interviews, conducted
online, intended to uncover key insights into
participants’ fueling preferences, Phillips 66®
brand awareness, travel planning behaviors, and
interest In digital tools to help Inform campaign
strategies and messaging.




After conducting our inferviews, we discovered the hey insights
fisted below. These findings guided owr commuaunication strategies
for how we connect with this key avdience.

* +
+
Travel to build Strong focus on Convenience over
memories with cleanliness brand loyalty
family
QO

No strong Values an easy to High interest in
association with use rewards travel related

the brand program content

“l like traveling for family bonding, adventure, and
memory making. Some things that motivate me are
adventure, nostalgia, relaxation, family bonding,
convenience, and affordability.”

“l would consider signing up for a reward
program if it was quick and easy.”
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CONTENT ANALYSIS

OVERVIEW

PURPOSE:

« We utilized content analysis to gather insights
into how consumers Lalk about road trips and
fuel brands across various digital platforms to
quide strategic messaqing for the campaign.

WHERE:

« We conducted a digital content analysis using
social listening tools such as Brandwatch and
native platform analytics {Instagram, Facebook,
X).

WHAT:

» Qur focus was on publicly available
conversations, hashtags, mentions, and
sentiment related to Phillips 66®, Conoco®, and
76® brands in order to identify patterns in
consumer behavior, emerging trends, and
popular content themes to inform tactics.




Share of Voice for
Content Sources:

Online News
Share of Voice

X for Sentiment:

Neutral

Top Sites: Negative

I, x.com
2. financiaicontent.com Positive
3. marketscreener.com

4. reddit.com

5. bsky.app




TOP 10 FINDINGS wess—

PRICE 1S THE MAIN COMPONENT PEOPLE
PAY ATTENTION TO WHEN STOPPING AT A
GAS STATION,

BEHIND PRICE, CLEANLINESS AND
CONVENIENCE ARE SOME OTHER
MOTIVATORS WHEN CHOOSING A GAS
STATION.

ADVENTURE AND NOSTALGIA WERE KEY
COMPONENTS AS TO WHY PEOPLE WANT TO
ROAD TRIP,

SIGHTSEEING AND MUSIC ARE SOME OF
THE MAIN AND LEADING MOTIVATIONS FOR
ROAD TRIPPING.

BABY BOOMERS AND MILLENNIALS ARE
THE AGE GROUPS THAT ARE WILLING TO
DRIVE THE LONGESTY TO REACH A
DESTINATION AND MOST LIKELY TO ROAD
TRIP,




A MAJORITY OF OUR INTERVIEWEES'
FAVORITE ROAD TRIP WAS EXPERIENCED
AND CONNECTED WITH FAMILY.

MANY PEOPLE ARE NOT AWARE OF THE
FUEL FORWARD APP® AND PHILLIPS 66>
REWARD SYSTEM.

BILLBOARDS ARE AN IMPORTANT ASPECT
PEOPLE LOOK AT WHEN TRYING TO GET
GAS ON A ROAD TRIP,

SOCIAL MEDIA AND WORD OF MOUTH ARE
THE MOST PREVALENT REASONS WHY AND
WHMERE PEOPLE CHOOSE TO ROAD TRIP.

PEOPLE WOULD CONSIDER SIGNING UP FOR
A REWARDS APP IF IT WAS QUICK TO
CREATE AN ACCOUNT AND EASY TO USE,

6
T
8
9
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B g SESS—
Based on our campaign strategy and in-depth research,
we've identified two key publics whose behaviors and values
;lllqn closely with the Ph!lllpt 66® brand, particularly in the
context of the Route 66 Centennial celebration.

“Tech-savvy millennials, who are frequent travelers and
value convenience, innovation, and sustainability. These

individuals prefer brands with digital tools, rewards
programs, and eco-conscious efforts that simplify efforts
and align with their values.”

“Baby boomers who travel frequently and seek reliability,
comfort, and nostalgia on the road. This group appreciates
familiar brands with deep-rooted history, like Phillips 66®
and its connection to Route 66, for the trust and ease they
bring to every adventure.”



MEET SARAH MILLS

ADVENTURE-SEEKING TRAVELER

FEMALE | l' Tulsa, OK

“Hi, I'm Sarah Mills and 1 live in Tulsa, Oklahoma with 2 roommates. I'm big
on routines and like to plan my weekly agendas on a set schedule. Travel
s my escape, especially solo road trips where | can clear my head and
share the journey on Instagram. | love destinations that balance history
and modern twists, My friends like to call me the organized adventurer,
since | always have a list of must-see destinations and popular
restaurants.”

Demographics Values Pain Points

Financial Analyst Health and Weliness « Concerns around
$75,000 yearly Financial safety when
income responsibility traveling solo
Bachelor's in Independence « Needs eMiciency
Accounting Staring travel and is not very
Single experiences on spontaneous
soclal media » Limited time to
travel due to work




MEET JOE SMITH

THE FAMILY MAN

Flagstaff, AZ

"Hi I'm Joe Smith. I'm 55 and live In Flagstaff. I've got a flexible schedule
with work, which means | can take time to travel with my wife and kids.
I've got one kid out of coliege and two still in school, so family time Is more
meaningful than ever. For me, it's all about spending quality time with
family, enjoying the journey, and making the most of every stop along the
way. | find joy in taking my kids on similar roadtrips, as | did with my family
growing up.”

Demographics Values Pain Points

Area Sales Manaqger Quality time with « Difficuit to travel

in medical device family since kids are still in
sales Nostalgia and reliving school

$175,000 yearly past memories « Avolds inconvenient
income Balance between travel plans
Bachelor's in work and life « Loyal to certain
Business Comfort and brands
Administration dependabllity when

Married with 3 kids traveling




MEET HAROLD WHITE

SCENIC SEEKER

Sante Fe, NM

“Hi, I'm Harold White and | recently retired after a long career as a
professor. My wife and | enjoy living in the moment and love taking things
slow. We have one grown chifld and a few grandkids, 50 when we travel, it's
often about making memories with them. I've always valued learning and

culture, and | now have more time to travel since my retirement.
Technology doesn't come easy to me, but | try to keep up. | hold value in
finding places that still feel personal in a fast-moving world."

Demographics

Values

Pain Points

Reotired professor
$100,000 per year
Has his Bachelor's,
Master's and Ph.D.
Happily married with
on child and several
grandkids

Cultural exploration
Slow-paced lifestyle
Reliability and
comfort

Making memories
with his family
Maintaining his
health

Physical limitations
with age

Difficulty navigating
new technology
Prefers simplicity
Avoids s fast-paced
experience




MEET CHLOE YOUNG

ROAD WARRIOR

Pontiac, IL

“Hi, I'm Chice Young and | am always staying busy at work, but | always
make time to hit the road for family get-togethers and visits with close
friends, no matter how long the drive might be. | often work remotely while
| travel, 50 staying connected with my team is important, even from the
passenger seat or a quiet café. I've got advanced degrees and a solid
career, but | still love the simple joy of a good road trip, | just try to plan
around the weather and make sure everything runs smoothly~both on the
road and at work."”

Demographics Values Pain Points

Engineer Strong work ethnic « Needs to stay
$175,000 per year Staying close and connected to the
Bachelor’s and connected with loved internet for work
Master's degrees ones « Balancing
Single Independence productivity with long
Enjoying the small distance travels
things
Balance with work
and travel
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POSITIONING
STATEMENT

For adventure-seeking travelers and history
enthusiasts, Phillips 66® is a trusted fueling travel
companion and convenience brand that offers a
nostalgic yet modern road trip experience, so
customers can explore America's iconic highway with
confidence and ease because Phillips 66® has a long-
standing heritage of fueling journeys across
generations.

For millennials who excel in technology and are
accustomed to quality fuel, Phillips 66® is a premier
energy-providing company that offers the highest
standard and an increase in fuel economy so customers
can know energy needs are met because innovative
technology is being created for the future at Phillips
66®,




GOALS

Reputation Management Goals:

« Bulld brand trust by promoting transparency and core values (safety, honor,
and commitment).

« Differentiate Phillips 66@ from competitors by emphasizing these values,

« Highlight the company's long history and connection to Route 66 to boost
s reputation.

Relationship Management Goals:
o Strengthen partnerships with invesiors and customers.
« Foster customer layalty through rewards programs like the Fuel
Forward App®.
« Instill loyalty to support ongoing business growth,

Task Management Goals:

« Increase brand awareness in targeted areas.

« Boost app downloads and usage at Route 66 stations.

« Drive brand consideration and purchases through diverse marketing
channels and activities.

« Appeal through nostalgia for Route 66 history,

» Communicate a message of energy, forward motion, and honoring both the

present and the future,



OBJECTIVES

SUMMARY

Traveling Baby
Boomers

AWARENESS OBJECTIVE:

Increase awareness of Phillips 66®
and its connection to Route 66 by 15%
through digital ads, print materials,
and local partnerships by August |,
2026,

ACCEPTANCE OBJECTIVE:

Imprave sentiment by 20% among
Baby Boomers by highlighting sate,
refiable travel experiénces, nostalgia,
and family-friendly stops,

ACTION OBJECTIVE:

Increase app usaqge by 105 among
Baby Boomers through loyalty
rewards and travel partnerships (eqg.
hotels, car rentals).

Tech-Savvy Millenials

AWARENESS OBJECTIVE:

Raise awareness of Phillips 66& and
1% Route 66 presence by 20% via
socxal media and gigital ags by
Auqust 1, 2026,

ACCEPTANCE OBJECTIVE:

Increase brand sentiment by 20% by
aligning Philtips 66® with adventure,
innovation, and nostalgia through
¢igital channels,

ACTION OBJECTIVE:

Boost Fuel Forward® App downloads
by 20% among millennials using
social media and incentives by
August 1, 2026,




OBJECTIVES

QUALITIES

PUBLIC FOCUSED:
Tailored for each group's
habits and interests,

IMPACT-ORIENTED:
targets measurable
outcomes like sentiment
and usage.

RESEARCH-BASED:
Uses insights on customer
loyalty and behavior.

EXPLICIT &
MEASURABLE:
Each goal has specific
percentage targets.

SINGULAR & CLEAR:
Each goal focuses on one
outcome (e.g. app
downloads or brand
awareness).

CHALLENGING YET
ATTAINABLE:
Goals are ambitious but
achievable with good
marketing.

TIME-DEFINED
All goals aim to be met by
August 1, 2026,
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Nostalgic Moments on the
Mother Road - A Multi-Brand
Campaign Across Phillips
66,® 76®, and Conoco®

Phillips 66®, 76,® and Conoco®
each serve distinct regions, but
together they connect a broad
spectrum of communities. The
Nostalgic Moments on the
Mother Road with Phillips 66®
Fuel campaign offers travelers
an engaqing, interactive
experience designed to foster
brand loyalty and increase
customer interaction. While the
overarching campaign concept
remains consistent, it will be
tailored to reflect the identity of
each brand in its respective
region.




ACTION &
COMMUNICATION
STRATEGIES




KEY MESSAGE:
The key message for Millennials is that Phillips 664 modernizes the classic rosd
t1ip by combining the lconke Route 66 adventure with digital Innovation through
the Fuel Forward App @. It blends a rational appes! by Mohighting cost uvhqs.
convenience, and gamified experiences, and an emational sppesl by mvm
10 create new, shareable memories on the Mother Roesd. |

VERBAL COMMUNICATION:

One unified perspective will be shared: giscover new adventures on Noulte

66 -~ and fuel them faster with Philhips 66® and the Fuel Forward App®,
A conclusion will be drawr: Phillips 66® makes exploring iconic America

atforcable, easy. and rewarding.
Messaging will emphasize action words such as download, unlock, discover,
journey, rewards, and expliore.

storyteiling will highlight gamifed app features and sockal media challenges.

NON-VERBAL COMMUNICATION:

« Yisuals will combine vintage aesthetics with modern technology,
shawcasing app check-ins at Phillips 668 stations, OR code-based games,
and scenic photos with app screenshots,

« Campagn colors will mix retro Route 64 Iconography with fresh, energetic
branding to reflect the blend of past and future.

+ 20C| media activations will focus on dynamic visuals [e.q., road trip videos,

influencer content, real-time challenges) that invite Millennials to 3bore

their sdventures,




TRAVELING
BABY BOOMERS

KEY MESSAGE:
The key message for Baby Boomers i1 that Phillips 668 tuels the timeless splat
of Route 66, bringing beck memoaties of classic Americen road tript This
mnue combines a rational appeal, NQhlighting  the accessibisty and
drpendatiiity of Prillips 668 stations slong the route, with an olmuonu npnt
Mmues pride, tradition, and the goiden age of travel

VERBAL COMMUNICATION:

One unified perspective will be shared: Refive the adventure of Route 66,
with the reliabiliity of Phillips 668 fueling your jodmey

Phillips 66® provides trusted service and familiar nostalgia for travelers

reconnecting with the Mother Road

Messaging will emphasize action worgs such as reciscover, revesit, tragition

legacy, wonic, and reliable

Storytelling will feature historic Route 66 stores and vintage car pop ups

NON-VERBAL COMMUNICATION:

« Visupals will focus on classic cars, neon signs, vintage Phillips 668 branging,
Americana iImagery, and small-town main streets.

» Design elements auch as retro fants, muted tones, and historical travel
photographs will evoke nostalgic feelings

« Pop-up events and experiences will blend live music, classic car shows, and

old-Tashianed hospitality to rekindie the spirit of road trips







TACTICS
OVERVIEW




Fuel Forward App®
Gamification

Business to Business

IMEVIES

Social Media and Digital
Activations
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PAID MEDIA

OVERVIEW

CAMPAIGN KICKOFF: THE COMMERCIAL

» At the heart of the campalign is a heartfelt commercial featuring a
nostalgic conversation between a Baby Boomer father and his
Millennial son, As they reminisce about their memories of Route 66
and the significance of Phillips 66®, the son introduces his dad to
the Fuel Forward App®, walking him through its features. The ad
ends with travelers learning how the app enhances their journey,
keeping Phillips 66® top of mind.

TACTIC GOAL:

« Raise awareness of Phillips 66's® brand and the Route 66
Centennial through an engaging commercial that focuses on the
season, and collaborate with compiementary companies.

PLATFORMS TO PROMOTE:

+ Paid advertisement promoted on YouTube, instagram, facebook and
TikTok,

« Share short clips across all Phillips 66@ social media channels,

SEO OPTIMIZATION:

« Ensure the commercial description is SEQ-optimized with relevant
keywords, such as “Phillips 66® Centennial,” *Route 66.," and “Fuel
Forward."
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OPPORTUNITIES TO COLLABORATE:

Car Brands:

« Toyota: loyal customers
who value rediability and
adventure,

« Ford: the organization has a
similar theme of embracing
nostalgia while promoting
innovation,

 Sorcl

RATIONALE:

Route 66 Restaurants or Shops :

« Partnering with Route 66
restaurants appeals 1o nostalgic
travelers and positions the
brand as a strong supporter of

iocal businesses that keep the

spirit of Route 66 alive.

« Dur goal of creating a commaercial to raise awareness of Phillips

66's® centennial aligns closely with the Phillips 66® brand,

hononng its legacy and commitment to travelers along America’s

iconic Route 66. The commercial will connect with the Millennials

and Baby Boomers audiences by reinforcing the celebration of

Roule 66 and the nostalgia of Phillips 66@,

« The commercial promotes the Fuel Forward App® while closely

aligning with the campaign concept of nostalgia and innovation
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POP-UP CAR INITIATIVE

OVERVIEW

EXPERIENTIAL ACTIVATION: THE POP-
UP CAR INITIATIVE

» The campaign further comes to life with the Pop-Up Car Initiative,
leveraqing existing relationships with classic car shows and
automotive influencers. The events will be held at Phillips 66®fuel
brands along the route. Vintage vehicles branded with OR codes
linking to the Fuel Forward App® will appear at key Route 66
locations. These pop-up installations provide an immersive, in-
person brand experience for Phillips 66®, Conoco®, and 76®. This
initiative is designed to generate social media buzz and word-of-
mouth excitement as attendees share their encounters online,
extending the campaign’s reach far beyond the road.

TACTIC GOAL:

« Enhance customer engagement and foster relationships through
geo-targeted, location-based advertising, while promoting app
downloads.

AREAS TO PROMOTE:

« Target people at refevant events, such as car shows or travel-
related events, |

« Website, Instagram, Facebook, and X.

« Press release to local news channels where events will be held.

@
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APP GAMIFICATION

OVERVIEW

TACTIC GOAL:
« AimsS O INnCrease app downloads and engagement using interactive
features while promoting the Centennial Route 66 campaign,

OR CODE INTEGRATION:

« Place QR codes on key touch points in the stores (e.q.. door,
checkout counters, and beveraqge fridge doors) that lead to the Fuel
Forward App. Ensure the app has easy access to centennial-related
rewards and content.

ROUTE 66 SPECIFIC: > =
- 86

« Incorporate Route 66's pre-made -

Adventure on the

Mother Road with
highlight landmarks and vanous Phillips 66®brands
fun facts about the road,

« Users will be able tocheck into
the landmarks through the app's

geo-tracking feature and will then

passport into the app, which will

receive a special discount for each

langmark visited.
If alandmark is farther away
from Route 66, a larger
discount will be offered to
encourage travel off the route,
and more fuel stops will be
available a3t Phillips 66®
brands.




MCLUMILY & LAre Load
POLN CARSMT CARD ALCDUNY
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B2B INITIATIVES

OVERVIEW

TACTIC GOAL:
o Strengthen business relationships, especially with convenient stores
associated with Phillips 66®. Conoco®. and 76 ® and local stores

along Koute 66

PERSONALIZED OUTREACH:
« Focus on high-level personal connections. Host private dinners,
lunches, and one-on-one calls 1o ungerstand the needs and
challenges of potential partners. Use platforms like Linkedin for

gdirect outreach 1o key decision-makers

POTENTIAL RELATIONSHIPS:

Convenient Stores: Route 66 Restaurants and
« Good 2 Go Stores:

« OnCue Express « CozyD oq Cafe
o Stuckeys « lod Drewes Frozen Custard

« Sycamore Inn

« Route 66 Boutique
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B2B INITIATIVES

OVERVIEW

REFERRAL PROGRAM:

« Create a structured referral program for existing business clients to
recommend Phillips 66® products to their network. Offer rewards
or incentives Lo businesses that refer others.

EMAIL NEWSLETTER:

» Requiarly send newsletters that keep 828 clients informed about
new products, successtul case studies, and special offers,

TACTIC RATIONALE:

« Aims to stress the importance of maintaining relationships that
benefit both parties. By reaching out to local Route 66 stops in
targeted ways and engaging in one-on-one conversations, Phillips
66@ fosters loyalty, trust, and long-term relationships with them.




DIGITAL TACTICS

OVERVIEW

TACTIC GOAL:
« Engage the onling community by providing engaging content and
leveraging influencers to expand your reach.

PLATFORMS:
+ Instagram, Facebook and X.

#FUELYOURJOURNEYCHALLENGE":

« Post videos or images of your road trip adventures and use the
#FuelYourJourneyChallenge to enter the competition,

« The top videos will be reposted on Phillips 66®, 768, and Conoco®
social media channels, and the winners will receive up to 5 free fuel-
ups.

« This competition will help spread the Centennial campaign and build
a relationship with the public.

« Encourages customers to post content related to the celebration,
such as seifies at fuel stations, photos of their cars on the road, etc.

CONTENT CALENDAR

« Maintain a well-pianned content calendar for Instagram, Facebook,
and X, Post reqularly about centennial milestones, offers, and
engaging content, such as trivia, polis, ang user-generated stories.

HASHTAG STRATEGY

« Develop and promote hashtags such as #Phillips66Centennial or
#FuelForward to unite content across social platforms.



DIGITAL TACTICS

OVERVIEW

RATIONALE:

« With a digital campalign, Phillips 66& seems more engaged,
community-driven, and culturally relevant. The company utilizes
user-generated content (UGC) and social media challenges to
engage consumers in its centennial celebrations. As individuals
relate to the Drand, trust grows

« People are more likely to trust Phillips 66® when they see others
writing about their positive experiences with the brand. Promoting
user-generated content through official channeis and encouraging
pecple 10 make their content strenagthens peer impact and brand

- Alnilie
CregiDinm

Y

TACTIC #5

SHARE USER-
GENERATED CONTEN

Social media challenges and UGC help
strengthen brand trust. According to Social
Proof Theory, people are more bkely 10 trust

a brand when they see others sharing positive
experiences. By showcasing authentic customer
COMENt, we Can iInCrease engagement and
credibility amang cwr audience.
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EVALUATION




COMMERCIAL SUCCESS METRICS

« Trach impressions, views, likes, and shares across
Instagram, Facebook, X, and the website,

« Use SEO checks and brand sentiment surveys to measure
AWAreness and accepltance,

« Mpasure app downloads and website tratfic connected to
the commercaal,

POP-UP CAR EVENTS
» Track foot trattic. OR code scans, and promoticonal
regdemplions.
« Gather feedback through on-site surveys and social media
mentions,
» Compare activation success across diffecent event

locations.

PASSPORT GAME X FUEL FORWARD® APP

« Measure app downloads, active user rates, and the

number of tasks completed,

Monitor prize redemptions, session durations, and
hashtag activity,

Evaluate user retention through repeat check-ins and

engagement.

B2B RELATIONSHIP BUILDING

« Track new business partnerships, event attendance,
and referral program participation,
« Analyze Linked!n engagement, email open rates, and

case study downloads.
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IAL MEDIA AND DIGIT. MPAIGNS
« Monitor hashtag usage, user-generated content,
follower growth, and engagement rates.
« Analyze the performance of paid versus organic posts
10 oplimize reach and visibility,

| 1¢
« Compare total revenue generated versus campalgn
costs,

« Conduct brand recall surveys after the campaign 1o
measure the lasting impact on the brand,

« Analyze success through medis impressions, spp
engagement, and new business partnerships,

MAIN GOAL

o Strengthen Phillips 66's® brand lovalty, customes

engagement, app usage, and long-term reputation

through measurable public relatons outcomes







CAMPAIGN
CALENDAR




SOCIAL MEDIA

JANUARY

o Ath: " We have had powered travel for
almost a cenfury, starting with the dirt of
the Mother Road and continuing info
madern freeways. We honor 100 years of
the journey forward this year. Come
cefebrate with us as we begin the Philips
66® Centennial.”
10th: “The digrtal passport that elevates
your passion for Roule 66 (s on the way,
Qur app enabies you to track stops, eam
stamps, andt refuel slang your journey,
Prepare to #FuelForward along the most
famows road in America.™

Om Qe Q

16th; “Everyone fuels up for 8 reason, o s e
whether 13 weekend oulings or explonng T e v e e
new places, Your story s what we want (o
hear. Use #Fuelforward to share your

- . Pl 6 -
expetionce of leave a comment, -
23rd: "Route 66 is @ community a5 much ™

¥5 a road. Az we plan our Centennial
adventure, we hope to collaborate with
Route 66 companies, aulo shops, and rest
sfops. Do you belong fo the legacy? Let's
gel in touch, To find out move, DM us.*
30th: "We hope to meet you along the way
as we embark on our jowrney. Which diner,
hidden treosure, or Route 66 put stop s
your favorite? Our next fued stop mught be
n your town. ™

O e 2 imrvemardn V8 S es
e emmen  Lwwe Lo




SOCIAL MEDIA
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FEBRUARY

« 2nd: “Planning is essential for great

adventures, and we're ready to go. The
{eam enswres that every element is
perfect. The official launch is closer than
you might imagine, 50 stay tuned.”

Tth: “We're collaborating with creatives
who love the open road this February. Who
will assist us in narrating the
#FuelForward story over Route 667 Hint:
They are passionate about horsepowey,
adventure, and nostaigla.”

13th: “Foints, progress. and pit stops will
s00n be available on the Phillips 668 app.
Get badges. Open uvp experiences
Compele with other travelers, This drive is
a game, not just any drive.”

21st: “As we complete the list of partners,
we are honored to coliaborate with famous
Route 66 companies, Without the local
stocies that keep the roed alive, this trip
wouldn't be complete. Do you want to
collabovate with us?”

27th: “In preparation for March, we are
finalizing the app. locking in permits, and

boosting our engines, The Centennial
journey’s next phase Is nearly upan us

Come on, let's ride.”
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SOCIAL MEDIA

MARCH
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SOCIAL MEDIA
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S2aed the seuscn with & Nl Lark & The rides,
the pride, and the peopie thowed up big for our
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hgh ¥ you made R, tag yourset! and your cres®
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APRIL

Ist: Visuak “The engines are
running. The path is
predetermined. We're going all
out this spring along Route 66,
complele with local legends, car
meetings, giveaways, and more,
First, where will we see you?”™
Sth: "Started it off with a full
tank. The rides, the people, and
the Route 66 pride were all on
display dwing owr inaugural
#FueiForward event. If you weve
there, tag yourselfl™

18th: "@nflvencer took Route
66 by storm after we gave them
the keys. Don't miss the next city
on the map; read their features
to get the entire story.”

26th: "Another community and
Chrome wave, another week, One
meetup at a time, we're
connecting Route 66 from [City
Al to [City B] to [City C). What
should we do next?"”
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SOCIAL MEDIA

MAY

Ist: "Rolling along Route 66, these
famous stops are not 1o bée missed,
Keep this list handy for your
upcoming road trip. Have a secret
treasure to share? Put it in the
comments section.”™

Tth: “Our crew works to create the
magic before the show begins. A
fittle glimpse into our Route 66
tour's backstage operations. Many
thanks fo you, our vendors, and our
crew.”

14th; “The ride is already
unforgettable halfway through,
Community. Cars. Conversation.
Celebrating the next section of the

Jjourney.”

20th: Were you aware? The Fuel
Forward® App offers a live check-in
area at each Route 66 tour stop. Get
points, get rewards, and keep Qoing.
Check in now to win.”

28th: “There is stil more to go. You
won't wan! fo miss our last
#FuelForward® stops, which are
scheduled for June, Your final
opportunity to ride with us.”
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SOCIAL MEDIA
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SOCIAL MEDIA

JULY

1st: “Long weekends require jonger cav
trips, but we have perks to make up for it,
While traveling Route 66, use the fuel
Forward® App to check in and celebrate
the Fourth of July. A fresh look. New deals.
All weekend long. Check in, pick up what
you need, and 2FuelForward wherever
you're going.

Sth: “How far have you made if this
summer? Swipe 1o see your next passport
stop an Route 66, whether you're halfway
through or just getting started, There's
still time to collect rewards before the
season ends.”

10th: “The witimate road trip starter pack:
Fnends, Caffeine, Good vibes, Phillips 66®
fue! stops, and Passport stamps oa Route
66. Tag your crew. Summer isn't going
away!”

17th: “The heat is coming Irom owr Route
66 creators. The vibes are up, from sun-
drenched pil stops 10 app refeases with a
July theme. At what stop will you next
check in?”

28th: “This month was Hilied with fuel,
friends, and memorable stops from July
dth untift mife 2,000, How many passport
sfamps have you gotten so far thes

summer? Show us your progress! For a
chance to be featured next month, 1ag us
in your road trip photos.”
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SOCIAL MEDIA

AUGUST

« Ist: “Although summer /s comng {0 an
énd, the adventures of road trips should
not end. Get rewards for your next stop

when you Il up &f any Phillips 668, 7618,
or Conoco® staltion, With giscounts, drinks,
and snacks, your trip /s always more
faltilling.”

ath: "It's not all early mornings and
textbooks! Weekend gelaways and last-
mmnute road vacatons are stlf common
when school starts. You may get rewards of

our convemence stores by flling up at

QY N Phitlips 668, 76®, or Conoco®) *

NGt 10th: “Your Phillips 66® stop 1s xeal for a
PRpaddes APougp wrvren 8 Coreg v e ord Pe ’ ) !

SO Bt red Vh POAD Ot D Dt e h S QWicA road {rip Oov simply oenmq bACR Oon
PO raet 3000 s pou T D o ey PR B, T

Corcis® Eaan WD Suitnrts, Sws wd wache, track, In adaition to earning rewards at

VRS V@ ) s move A g J Sa 0 e ;
Phillips 668, 76@, and Conoco®, stock up

‘ ciaasii 2y on road trip necessities, including food,

b deverages, and gasoline discounts. Where
~ il ml you next stop?”

« 15th: “Fill up at Phillips 660, 76®, and
Conoco® for your road trip and school
year preparation! There's more waiting
for you at the pump, Including back-to
school necessilies, Which road Lnip snach
Is your favorite?
25th: “"Make sure your frip doesn't end

Make sure your i doesa't end when
Summer does.

Wran (o T e e s, e OV et when sunmer does. When you're earning

more oyoystie. For Soel, srecia, s deens ' oo > - 2

ou being. sioe ot vies OFF, 7°. 0l © - rewads, road nips are much more

A%y repered Sor pus Sl ey wcated enjoyable, For fuel, snacks, and deals fo
S e O Comwrert i Agep you traveling, sfop af Philfips 66®,

76®, and Conoco®. Are you prepared for

your final summes vacalion?”




SOCIAL MEDIA

SEPTEMBER

o Ist: “Things have gotten easier, See how

simple it is to plan, fuel, and enjoy the

journey using Fuel Forward® as & father o .'-'f":""
and son travel Route 66. After tapping to Trengs N et easne
walch the video, make sure to download e P Abnghe 15 10 e, At 0] vy e
- journey aning Fusl Formard® an & Sather ard 300
the app for your next road tnp W rvel Rt B0 AN TagOws) Y0 Wi T v

A Mk e 12 dowrioad B P or your net
Sth: “In what ways did the father and son 1008 e

maximize their journey? They were able to
plan their trip, check In for rewards, and
unlock special deals using the Fuel
Forward ®@App. Use the app o begin your
trip right now!"

10th: “ Traveling is filled with memovries,
especially Iif you use the Fuel Forward
App® to fuel your explorations, Take
mspration from this father-son team and
submi YOUR road tnip memories to be
considered for & feature!™

September 15: "Have you yet to use the
Fuel Forward App®7? If 5o, inform us:
Which feature of the app Is your

Share your favorite

ROAD TRIP
stories

favorite? Do you have any rewards

unlocked? Use the app to 1ag us in your
posts or leave a comment below. Tell us
how you're maximizing your journey!’™
20th: “Fuel Forward® makes every road
journey more memorable, We would love
to hear about YOUR adventures as we Qv (2]
continue to follow this father-son team’s e

Mt v Tl Bt | R Sk e Wy e
——— Wy M et e Sew et TUWR abvarde ey

journey. Get featured by using the Fuel e s T
Tl W By

Forward® App to share your road trip

gxperiences,”




SOCIAL MEDIA

OCTOBER

» 15t “The fall road trip adventre is here!
We've parfnered with Sinfluencer to take
you down the iconie Route 66, exploring the
fall and making stops along the way, Where
are YOU headed thes fail7”

« Sthe “The Fall Road Trip Series’s First Part
fs Now Ayailable! Follow @influencerName
as they start on their journey down Rowe
&6 Makp sure to watch the wowo and follow

: ﬁoadﬁ
Setlcs Furst

Is Novn v.mab thei fripr™

o0 ' n’ 12th: “The adventore goes on! Our Fall

v v Road Trip Part 2 is now avollable. Walch &5

F—"E:—:E—Pﬁ-} Plafivencer uses the Fuel Formard BADp fo

et S s fuel wo and feceive prizes whilw explarning
agditional Jandmarks slong Roule 648 Along
the way, don't miss the beautiful scenery,
the necessities for o roed trip, and the

9T . enjoyadie momente To watch now, fap the

e e e et et ar Tar el N "M |-
WO W T e W e e .
e e v ket Pee Sade M aliertae meh
W ST v, s W " )
“oem

» 19th: “We've arrived at the last deatinalion!)
Qur Fadl Road Trip Series’ third episode i
now avaiable’ Safluencer conciudes ther
Route 66 sdventure with soete amazing
vlews, memaradie moments, and fun pif
sdope
26N “Have you evey wondered what
happens on a road inp? Heyw's & snoph
peeh ol the enlertaining moments from ous
Fall Road Trip Secies that you missed. Off-

L L Pesp— camera, the trip was equally enjoyabdle,

from peching fa pil stops [0 Amazing views
of Route 66, Tog & friend you wowld ke fo
trave! with!™
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SOCIAL MEDIA

'

NOVEMBER

1st: “Get to know our Monthly Top Traveler!
 he featured road traveler for this month has
béen busy using Fuel Forward ®{o earn points
and visiting famous locations along Route 66,
Explore their adventure through roadside
pictures.”

Sth: “It has been quite the journey!
SInfluencer takes us on their journey down
Route 66. We appreciate you following thew
journey, It's not finished yet! Watch this for
additional stories from recognized travelers.”
8th: “The Most Popular Traveler This Week:
Introducing [Traveler Name)! This traveler has
been collecting miles and rewards from
[destination] to [destination)! Continue
sharing youwr road trip expernences and earming
stamps on your passport!”

15th: “An amazing journey is now complete!

This is @influencer’s last viog from their road
trip. What parts of their adventure appealed o
YOU? Tell us about youwr best road Irip
experiences in the comments sechion befow!"
22nd: “Leading Traveler Spotlight: We're

highlighting [Name] this week for their journey

down Route 66! See the highlights of their
road tnip and remember 10 rack youwr journey
with the Fuel Forward ®@App! Next week, we'll
share more of our favorite travelers, so stay
tuned!"”
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SOCIAL MEDIA

DECEMBER

« 1st “The goal is in sight, and the journey is
neacly complete! Road ravelers from all
over the world have visited famous Route 66
sights thanks to Phiflips 66®. Who is
prepared fo win the greates! prize?”

Sth: "These top travelers have been setting
the standard for the Fuel Forward®
Passport Game, which has been an absolute
plast! They have earned their passport
stamps, seen the most Route 66 sights, and

THE |

FINAL
STOP

1S NEAR!

©oQY R are getting closer 1o earning the Next Trip
The oot s 0 g, el T ey oty on 66! Who 1s gaing to win the reward?”
ety

Nnu:‘ma vt P o b s 10th: The winner is.. The Next Trip on 66

T Bsde O sap iy Parus bo M ige CEe
rewards have been officially won by

[Winner's Name), Congratwlations! After
visiting most of the Route 66 monuments,
this excellent road tnppéer will now réceévve a
100% gas usage refund on their Fuel
Forward® App for the upcoming year, which
they can use throughout 2027! *

1Sth: *66's Next Trip Is Just the Start! 2027
will be & year fulil of road trip experiences for
our winner, [Winner's Name), thanks to
Phillips 668, Are you planning your
upcoming journey? ©

20th: “Now that the winner has been
revedled, whet about YOUR upcoming
journey? Use the Fuel Forward® App to

66S NEXT TRIP

cQvy track your miles, start preparing for 2027,
:.“"'" and earn prires. Get ready for your year of
e T e A e amazing road trips by downloading the app
L L R T S T now:"

At e pem plamsany s mge v ety
»o—







BUDGET




We have allocated a $600,000 budget for the Route 66 Centennlal
campaign to ensure financial stability and a strong execution. This
budget is based on research and estimated costs for each tactic. Our
focus balances innovation with Phillips 66°s® historic roots, featuring

initiatives such as the Passport Game, historic car pop-up events, and a
new commaercial designed to strengthen the brand Identity. Through
strateqic financial planning, we are confident in delivering a meaningful
and measurable celebration of Route 66's centennial.

Budget Category Des:rimion 2 Amount
Free&ancen. creative directors, producers,

110,000
editors, CAmpaign managen $

' Professional Fees

| Direct Program Costs

|« Research & Publicity | Market research, press kits, media outreach | $20.000

High quality production of the commercial,

-« Photo/Video
BEeh ey behind-the-scenes content, photography of | $60,000
all events
o Adverthing/Controlled | National and regional ad placeeeonts (TV, !380000
Media IpﬂﬂL ddti). SEO, boosted soclal postx v
pe Development of the Route 64 Passpon
| Fteractive Medie Gaene, web integration, mobile optimization $30.000
. B Historic Car Pop-Up lmunmom:. permits, $150.000
staft, on-site engagement materials
= LRI o Tommany Printing, mailing, branded collateral $15,000
cation
Staff travel for pop-up events, talent
s Travel/ alnment S,
- et accommodations, food/beverage for events 323000
* Equipment/Supply/Saf | Audio/visual equipment, editing software, ' $30.000
tware W on-site tech needs '
T(:omirrsency Reserve 103‘ of budget foc ummected costs | $60,000

| b :
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CAR SHOW
PRESS RELEASE

FOR IMMEDIATE RELEASE Commaex Lacy Pamng. ACCRA PR
[Tnsert Date] 72052550
Sy Tl adxTape com

Fhilips 665 NHalh Out Pop-Lp Car Shaw Sorben Along Misteric Routs &6
FRlpu 66K cnlebranes the 100 your asndwrrary of Rowe 66

[Aasert Clty, State] — Madips 66K 1 Sitmg $oe soad with 3 sew commmnnty -Socuned mntutrve
ctfichesting Amcrica’s howe for the open road - mad the chamec cans that drrve £ As pant of the
Drasd’s conpiong commatment o beinging poople toprdher. Phalgps 662 woll host & serves of
Fop Ly Cor Shiras ot parsogutng Pl 605 and heanded pas satuwn shng hosbors Rinde
8

The event o [Dasart Lacation] will she place on |Insert Date] weloomng onr colbocsons, sond
rp enchuasats, and local commmmanty mombors %0 showcase thar ndos, dhare mones, and owoy &
nostalge oclobanies of car culvare
Fach pop-up featuron.

®  Classic car degplays Dom kocal collecron

o Famdy.-frendy sctvites and scfrobencoe

o  Escluoseve Mulipn 668 pyvereayy

o A dunce for sticndon o conpoct with the lepacy of Route 44

The PopLip Car Shore serves will contone Ouraghout the poar, mabing siops sirons meliple
Rinte 66 haatmme For suwe eformanon and Siwrd cvom sowwnmsomenis, vivd phlbgndd (o




INTERVIEW
CONSENT FORM

Coamsent to Participate in Research
Usiversaty of Olaboma

You are mrvned 10 pariipase in resosrch sbowt Philigs 668 Conoo®, 76K, and rosd wrigs.
M you agree %0 perscipess, you will complcts a 60 -minste intorview, which will be video- or
Madar dronded

You may experionce thowe sk 2y pasicipatiog in s roscarch:

Data collociod ealing or by 2 device sad saouainod cloctronscally. You will be askod 1o complete aa
oalne isterview s part of his roscarch. The erpantaaton hosting the data collection platfonm has &
privacy and secunty podicns for koopang yourr indormanon conddential Thore is 2 ok S Bhe external
onpaniration, whech & not part of the rescarch loam, may pais accom 10 or retem your dets o your [P
addoous, which could be wod % re-sdontify you No amsarance can be made about their ese of B¢ data
you provide For perpones oty D thes research

Ao scodes rosonded e calioction: There i 2 nek of sccsdental duta rebeang If wo colioct your dets
using sadbo sond vadow recordegs. I s occurred, your idontty and Bhe vislements you maande could
bocome known 10 people who sre not on e rosearch tesen. To mumareoe thes ralk, the rescsschen will
tracwfor data 0, 3ad sore your data on, 3 secues platform approved by the Usiversty's Iaformation
Tochaology Office.

You will be sshod %0 provide demographic infonnstion el describes you We may alse paher
indormanon shout your peographsc location o B rescarch. Dhfferent combenations of persosal and

POORTaphaC Indormcion ey maice It possihie for your Mestiy 1o De guessd by someond who was given
O paitsed accens 0 ot pesennch reconds. To munrrase the rish of dodwctrve re-identiflication, we will st

combune westifying vanabics nor analyse and repon rossts for small groups of peaple with pocdic
Gomorgraphic Chansctermins.

There ww mo bonefits for panicipering i ta reseanch

Youus parnipatoon is vohantery, s your responses will be sharad w i the seseand wam
Can we inclodc your name with any guotex™  Yeu N

We will sot share your Sala o we i in futere rescarch.

1wl Be asliing sorne questions 1o Miad out Bow you wasl the o repoet your idoas. You can refuse any
queations you do not like without sy peralty.

Do you agree for data seconds te mchude idestifiabic mformaation YN
Do you agrev 10 be quoted disctly, withous O wse of your namm ™ _Yu_No
Do you agree 1o have your same reponiad with guoted matoral” Ya_Ne
Do you agroe that yoor deta will be srchived for holarly aad peblic scoos” Yo N
Do you comsent o sadio recondng Ya_ Ne

e
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CONTINUED

Do you consent o video recordng? . Ya__No
I oy want 10 take photos of you 10 nclede in mry seseasch. Do you agree? . Yos__ No

Your photographs and aadio or video reconds may be used @ University rescarch reports snless you tell
me not 0 do thas.

May | comtact you o gather additional data or pecrust you for new roscanch? Ya__No

Even if you chooso 10 participaie Dow, You may siop participating at any tme and for any reason.

If you have questions about (his soscanch, please costact:
Carla Holsses

Celll (214) 6765906

Emad carla dolmesidou ode

You can alw contact the Usiversty of Oklahoma - Normas Campus Imtitutional Review Board at

405-325-K1 10 or chionody with guestions, concerms, o complaints about your rights as & research
particpant of if you don't wast 1o tlk %o Be rescarcher

Fow will A given @ copy of this dacwment O your reconds

{ agree o participate in Shix revoarch.
Signature of Participant Date
Sigramure of Rescarcher Obeunmg Coment Dhate




QUALTRICS SURVEY
QUESTIONS

1 am a Public Relations student fram the Gaylord College of Journalism and Mass
Comenunication at the University of Okiahoma, and | invite you 10 participate in thes
research project for Phillips 668, This reseacch i1 being conducted at variouws
locations. You wese selecied as & potsible participant because you are likely someons
n the demographic we are interested in, You must be at least 18 years of age 1o
participate in this study. The purpase af thes research is to gather information about
anowledge, attitodes, and behaviors associated with Phillips 66@; integrated
corporate communication; generating awareness among iocal and non-local resicents:
unique parinershipss leadership in energy innovation; unifying and ampidying the
Drand story; and social media use, About 450 peopie will Lake part in this research, i
YOU agree to be In this research, you will complete the survey, There will be no follow:
up questions after today's participation, Your participation will take approximately 10
minutes. There are no direct benelits 1o participating, There are no rihs associated
with this research, The information you provide will be used for 8 commumications
campagn examining Phillips 66s® integrated markeding, pubic retations intiatives,
communety cutreach, and social, earnad, and pand media use. No personal identitying
information will be shared. Research records will be stored securely, and only
approved researchers will have sccess 1o the records. In addition, this & an academic,
0ot-for-prof research project. Data are coliected via Qualtrics, an online survey
system that has its own privacy and security policies for heeping your information
confidential If you have questions, concerns, or complaints about the research or have
experienced a research-redated injury, contact Professor Carts Holmes ot [214) 676+
5906 or carta holmes®ou.edu. By providing information to the ressarcher{s). | am
Sqreaing Lo participate in I research,

This section explores your awareness and perception of Route 66, Please respond
based on your knowledge and experiences.

When traveling, what attracts you the most?
» Food destinations
o Historicel landmarks
« Photo cpportunities
» Motels/Housng accommodations



How familiar are you with Route 667
Not familiar at all

Slightly familiar

Mogerately familiar

Very familiar

Extremely familiar

Where does Route 66 start and end?
« Chicago, lllinois, and Santa Monica, Califormia
o St Louss, Missourd, and Los Angeles, Cakfornia
o New Yors, New York, and Santa Monica, California

Have you ever traveled on Route 667
« Yes
+ No

What state are you most Nkely to travel on Route 66 or have traveled before?
+ Hinocis
o Mussouwrn
o Kansss
s Oklahomas
« Toxss
o New Mexico
s Anzona
« Calomia

If traveling along Route 66, would you coasider stopping in a Route 66-themed museum?
. Yﬂ
» No

Next, we'd like to understand your thowghts on Route 66 and its role in travel
experiences,

Consumer Behavior Questions: Please answer the following questions about your travel
habits and motivations. You can select the response that best describes your experience,

How often do you take road trips?
« Onceayes

¢ Multiple times & yeor

» Every fow years

« Never

O — -

L



This section explores your awareness and perception of Route 66, Please respond

based on your knowledge and experiences.

When traveling, what attracts you the most?
« Food destinatioms
« Histoncal ndmarks
« Photo opportunities
» Hotels/Housing accommodations

What motivates you to take a road trip?
» Exploting new places

Historcal interest

Vaiting famity/friends

Altending events/concerts

Scemc drrves/nature

Other (please specify)

Have you ever traveled on Route 667
e Yes, multple times
» Y& 0once
« No, but Il want to
« No, and | am not intecested

What would make you more likely to take a road trip on Route 667
o Special events or promotions
¢ Recommendolions rom friends/social meda
« Improved road conditions/amenities
« Learning more about s history
+ Other (please specify)

When planning a road trip, how do you choose where to stop for gas?
Srand loyaity

Lowest price avalable

» Conversence (on my route)

Amenities (fo0d, restrooms, gift shops, ete.)

Other (please specify)



Which of the following fuel Brands bave you used on a read trip? (Select all that apply)
Phillips 668

Conoco®

769®

Chevron®

Sheltl®

txxon®

What factors would encourage you to choose a Phillips 66® family brand (includes
Phillips 66®, Conoco®, & 76®) gas station on a Route 66 road trip?

Loyalty rewards of discounts

Convement locations

Premium fuel quaity

Promotions tied to the Route 66 Centennial

Positive past experence

Other (please specify)

.

Now that we've gathered information about your travel habits, let's explore your
awareness and perception of Pniitips 66® family brands (Includes Phillips 668,
Conoco®, & T6®),

Attitudes Toward Phillips 66® Famity Brands Questions

The following questions assess your thoughts, experiences, and perceptions of Phillips
66® famity brands {including Phillips 66®, Conoco®, & 76®). Please provide honest
answers.

What is most important to you when choosing a gas station?
« Alforasbility
» Location
« Fuel quality
» Convemence store

Which Phillips 66® family brands (including Phillips 668, Conoco®, & 768) do you
sssociate as high quality?

. mmﬁ (12

« Conoco®

v 760

How likely are you to choose a Phillips 66® gas station?
+ Scale ot 010



How likely are you to choose a Conoco® gas station?
s Scalect 010

How likely are you to choose a T6® qas station?
s Scale ot 010

How likely are you to choose o Phillips 66® family brand gas station (includes Phillips
668, Conoco®, & 76®) over another gas station?
« Scale of 0-10

Brand engagement happens in many ways. In this section, we'll ask about how you
interact with brands like Phillips 668 across different platforms.,

Omni-Channel Engagement Questions

This section will focus on how you Interact with brands through different media
channels. Please choose the response that best fits your experience.

Which of the following channels do you use to interact with Phillips 6687
« In-person 3t the gas station
« Philips 668 mobile s

Prillips 468 website

Social media (Instagram, Facebooh, ¢ic.)

Email

Ads or promotion

Other (plesse specify)

.

Which of the following channels do you use to Interact with Conoco®?
s In-person ot the gas siation
« Conoco® mobille app
» Conoco® website

Social media (Instagram, Facebooh, #ic.)

Email

Ads or promotion

Other (phease specity)

.

.

Which of the following channels do you use to Interact with 7627
« In-person at 1he gas station
« 768 mobile app

T6® webnite

Social media (Instagram, Facebook, elc,)

Email

Ads or promotion

Other (please specity)



Have you used the Phillips 66® mobile app for any of the following?
Paywng for gas

Findeng nearby location

£Arming or redeemung rewards

Viewing promotional offers

| have never ysed the app

Other (please specity)

How often do you engage or interact with Phillips 66®, Concco®, and/or 76® on
social media?

« Rarely

« Never

« Veory often

How consistent is your experience with Phillips 668 across different channels?
« Very consistent

Somewhat consistent

Neutrsd

Somewhat inconsistent

¢ Very mconsistent

When looking for information about Phiilips 66® or Phiifips 66® brands (including
Philtips 66®, Conoco®, & T6®), which channel do you go to first?
o Mobile app
« Website
Social media
in-person st the gas station
Phone or call

Other (plesse specify)

.

-

How has your overall experience been when visiting Phillips 66® or Phillips 66®
family brands (including Phillips 66@, Conoco®, & 768)7

s Exgellent

« Moderate

» PW'

o Awntul

There are & few moce questions about you, and then the survey will be over



Demographic Questions

In this final section, you will be asked sociodemographic and psychographic questions.
Pease anawer truthfully, and heep in mind that your answers are completely
confidential

What Is your age?

What gender do you identify with?
. Male
« Fomale
« Non-Binary
o Preder not 1o answer

What Is your race?
+ Asian
o Blaex
Hispanic/Latino
Native Amencan
Native Hawalian/Pacific Istander
White
Other (phease specity)

»

What is your religion?
s No religwon

Christianity

Judesm

« Budahism

Hindulsm

lam

Othey

-

What is the highest level of school you have completed or the highest degree you have
received?

Less than high school degree

High school graduate (Ngh school dipioma or eguivalent including GED)

+ Some college but no degree

Associate degree in college (2-year)

Bacheloc's degree in colleqe (4-year)

Master's degree

Doctoral degree

Professional degree (D, MD)

-

- . - -

-

&



What is your employment status?
« Disadled/Unable to work

o Homemaher

+ Retired

« Seif-employed

+ Veteran

« Student

« Unemployed

o Employed lor wage, part Lime
« Employed for wages, full time

What is your marital status?
Never marned/Single

« Married

Separated

Divorceo

¢ Widowed

.

How many children do you have under the age of 18?7
« Zero
s One
« Two
o« Three
» Four or more

What city do you reside in?
What city/state are you from originally?
Conclusion

Is there anything else you would ke to 8dd? [Text box)

Thank you for your participation in this research, We greatly appreciate your
sssistance,



IN-DEPTH INTERVIEW
QUESTIONS

interview Guide: Road Trips & Fuel Brand Perceptions

Warm-Up

il Thank you for your time today! We are ACCRA Public Relations and are hoping 1o get
your openions on a few topics refated to Phillips 668, Conoco®, 76®, and road trips. None
of these questions hat “right” or “wrong answers.” 3o just answer them to the best of your
ability.

Al times, some of these may feel repetitive, but please bear with me., and it will all maie
sensel 1 at any point we encountess something you'd rather not talk about of 8 question you
don't teed comfortable answering, just let me know! We can ship to the next one. We're just
hoping to learn a little bit about you, your preferences, and how you mteract with Phallips

669, Conota®, ang 760,
Road Trip Experiences and Motivationa:

1, Overall, what woold you say Is your single tavorite road trip memory?
a. What happened?
b Whete ware you?
c. What made it 30 unigue?

2.How often do you Lake road trips?
a. Weuld you say It's a reguiar habit or more of an oCcasional sxperience?

3. What typically motivetes you to 1ake a road trip?
8. Adventure, nostelgia. relaxation. family banding, convenience. affordability, or

somethung else?

4, How do you usually plan your road trips?
8. Do you map out S1ops in advance, Or do you prefer a more 4ponlaneous spproach?
D.What 2005 Or 1001s d0 you! use when planning?

Fueling Up on the Road:

1.What factors influence your decision on where 1o stop for gas durning a road trip
A, Posce, convenience, beand recognition, amenities, rewards programa, ceanliness?

2.00 you have a proferred fuel brand whao traveing? Why or why not?

3. How familiar are you with Phillips 66®, Conoco®, and 7687
A Have you ever intentionally chosen ane of these brands?

4, When thinking about a gas station, what makes for a great expetience?
a.Clean facibties, friendly setvice, food options, ease of access, #ic.?



Perceptions of Phillips 668, Conoco®, and T68:
1. What comes 1o ming when you think of Pralips 668, Conoco®, or 7687
a.D0 any specific memories or impressicas stand cut?
2.-How do you think thess brands compare Lo competitors Mhe Shell ar Exxon?
8. What do you feel they do weil?
b Where do you think they could improve?
3.00 you associate any of these brands with road 1nps or travel experiences? Why ar mivy
not?
4. Have you ever used & rewards progeam or mobile app for 8 fuel beand?
0. 11 you, which ones, ang what dig you like or dislike about them?
b.Would a rewards program or trip-planning app from Phillips 668, Conoco®, or 76®
mahe you more kely to stop there?

Brand Engagement and Digita! Interaction:
1. How 30 you typically interact with brands while traveling?
a. Sockal media, mobile apes, roadsice biliboards, word of mouth, or other methods?
2.What type of content would make you more likely 10 engage with Phillips 66®,
Concco®, or 768 online?
a. Travel tips, historcal Route 46 stories, promotions, user-generated content, or
something else?
3. Would you find & digital tool tiihe o trip-planning app or interactive map) helplul when
planning a road trig?
8, What features would make it mest useful for you?

Conclusion:
Thanrk you 0 much for your time today! | really appreciate your nsighis, Befoce we wrap
up, | just have & few final questions about you.

1.Can you shace your fiest name, gender, and age7

2. What is your cccupabion?

3,15 theve anything you wish | had asked but didnt?
That's everything! Your feedbach has been incredibly valuable, and | truly sppreciate you
shacing your thoughts. Thank you again for your tune, and 1 hope you Dave & great cest of
your day.
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CONCLUSION







THIS CAMPAIGN HONORS PHILLIPS 66'S 100-YEAR
LEGACY WHILE PAVING THE WAY FOR FUTURE GROWTH.
BY BLENDING NOSTALGIA WITH INNOVATION, WE
CREATE MEANINGFUL EXPERIENCES THAT RESONATE
ACROSS GENERATIONS, THROUGH MULTI-CHANNEL
STRATEGIES, IMMERSIVE EVENTS, AND DIGITAL
ENGAGEMENT, WE STRENGTHEN BRAND LOYALTY,
INCREASE APP USAGE, AND EXPAND PHILLIPS 66'S
VISIBILITY NATIONWIDE.

LOOKING AHEAD, THE MOMENTUM BUILT THROUGH
THE CENTENNIAL CELEBRATION WILL CONTINUE.
LOYALTY PROGRAMS, INFLUENCER PARTNERSHIPS,
AND ONGOING COMMUNITY ACTIVATIONS WILL KEEP
AUDIENCES ENGAGED BEYOND THE CAMPAIGN.
PHILLIPS 66 IS NOT JUST FUELING ROAD TRIPS - IT'S
FUELING LASTING MEMORIES AND INSPIRING THE
NEXT GENERATION OF TRAVELERS.

PHILLIPS 66: FUELING
ADVENTURES FOR THE
NEXT 100 YEARS













