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Who | Am

I'm a data-driven digital marketer
with 8 years of experience crafting
campaigns that connect brands
with the right audience.

| specialize in brand storytelling, creative direction, and
digital growth. My approach combines creativity with
performance — always backed by insights.
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WHAT IS A GREEN
Gk,
BANK :

WHAT, WHY, HOW, NOW

Crean banks are similar :
to traditional bank I
institutions, but they :
|
|

focus on lending money
to clean energy projects

: They use a combination
| of private and public
~3 e : funding to make green
I
I
|

projects feasible and
equitable

TYPES OF PROJECTS FUNDED

RETROFITS
- Both commercial
DEVELOPMENT - and residential

Funding for property
developments upgrades
using green A
infrastrucutre =
_ CLEANUP
Cd
E Loans to
assess and
CLEAMN =2 remediate
EMERGY contaminated
Loans and sites
bonds for TRANSPORTATION

upgrading to

L Loans for purchasing or
solar or wind
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What | Do

| lead by building systems that actually work and
teams that want to show up. My approach is taking
Impossible ambiguity and turning it into clear creative
direction, whether that's launching a brand from
scratch or rallying everyone around a vision that
makes sense. I'm equally comfortable developing a
strategy as | am art directing a shoot or writing the
pitch deck that closes the deal. | manage by
empowering people to do their best work while
maintaining high standards, which means being
collaborative yet decisive, creative yet grounded in
real outcomes.
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Skills
Shapshot

Strategy

Campaign planning,
G2M strategy, brand
voice development

peil

Growth

Organic traffic
optimization, paid
performance
tracking

Content

Email flows, blogs,
landing page copy,
decks, and video
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Analytics

Engagement
reports, A/B testing
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Tools Used

Hubspot, Adobe
Creative Suite,
Canva, SMS,
Google Analytics,
Claude/Chat GPT,
Moz, Zapier



Up Next

Wellness Email Funnel

Case Studies

Starlux Games, Rainplan

Writing Sample

From Social Capital (Housing
Corporation of America)

One Pagers

One pagers for B2B and for Investor
Decks

Video

D

Starlux Games Video

Rainplan Ad
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Watch video on YouTube

@ Error 153

Video player configuration error

Watch video on YouTube
Error 153
Video player configuration error



https://www.youtube.com/watch?v=0pYvI5FB-Dk
https://www.youtube.com/watch?v=CT61o5VzoMQ

STARLUX
GAMES

YOUTUBE, REDDIT, AND MOMMY INFLUENCE
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THE STRATEGY

Traditional toy marketing targets parents through
paid channels. | went where parents actually spend
time: Reddit parenting communities and niche
mommy blogs, Built authentic relationships first—
answered questions, provided value, became a
trusted community member—before introducing
the product. Crowdfunding success came from
community buy-in, not broadcast advertising.
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THE AUDIENCE
Parents actively seeking

screen-free entertainment
options in online
communities—specifically
Reddit's Earenting subreddits
and established mommy blog
audiences where product
recommendations ca rry
social proof,
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Youtube

« Cornveried 94% of engaged
community mermibsers inta
baikers oF Aol et

Reddit

» Built érmail list of 3 200+ highly

qualdied customers for fulure
ﬂrnrlur-'. Lyunches

Mommy blogs

+ pstatlished repeatable playb-nok
for comernumnity-led product
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“IF | LEARNED ANYTHING

N
PEOPLE SHOUTING
OPINIONS WILL ATTRACT
EYES.”

debate iIs money

THE STRATEGY
| identified that rain collection is a politically divisive topic in the southwest (property rights vs. environmental regulation). Instead of

avoiding controversy, we leaned into it—crafting ad creative designed to spark debate in the comments section. “Collect what's yours.” “It's
your rain". Turned our ad spend into organic reach by triggering genuine political conversation that algorithmic platforms reward.

3.2% average engagement rate vs. standard Rainplan ads
Comments section became free market research—surface-leve! objections revealed deeper purchasing barrers
Cost per qualified lead dropped 47%
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EVEN IF IT'S FOR THE BETTER.”

“PEOPLE DON'T LIKE CHANGE
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caitlin.lombardi@rainplan.com www.myrainplan.com

Rainplan is bringing green
infrastructure to the private real

8 o O/ estate market.
o It's not easy getting property owners

of rain falls on privats to retrofit for better stormwater
property. management or conservation; let us

empower you.

Green Mobility Hubs o [

More Application Support 5Etl..li'1'l‘,r Sugtamabqlrhlr Scale, | r JJ_ DNS
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We are purpose-bu or teams (o

Property Owner Services
Our toolks ke Virtual Site Visits,
= *E o~ StormScores, Contractor
Matching, and upfront funding
- - help spur adoption for property
OAATHETS

"."'.:!dli.h."d-. L all stakehodcers on Stormwater
one democratiz Jl;' 1":;.'.".1 Mot onby arg aconomical options maximizing o
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program we help f"?an"—e them affordability while meeting stormwater
and scalad sustainabil Iy demands.

Tap into Myrainplan.com to build a

Our marketing is fine tuned to | Sreen infrastructure .
educate your auvdience and target = ocommunity of your incentnve recipients, NS ErOonnects with utiity

qualified property owners for send helpful maintenance reminders, and so-elactrify curbir

outreach compliance even request updated photos! preparation for slectric

We Generate Engagement I E Maintenance + Retention
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SCALING UP STORMWATER

6,000+ projects facilitated
9+ million Rainplan views
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Where I,m | KARA YOUNG
Cellgle -

o Constantly innovating on learning and
developing my own Al prompting library

o Exploring deeper SEO and storytelling
integration

o Working more with conscious, mission-
driven brands

e Developing new scripts and writing
work




| et's connect

Email
kara.young13@icloud.com

Website
karayoungportfolio.com
karayoungphotography.com




