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i s Northeast Indiana Regional
Ashley Spranger - 1st i
Stakeholder Engagement & Experience Manager at Indiana University—Purdue

Northeast Indiana Regional Partnership B e

Fort Wayne, Indiana - 458 connections - Contact info Volunteer E}{pEFiEHCE

Board Member

The Literacy Alliance

May 2019 — Present = 1 yr 1 mo
Education

Secretary Board Of Directors
E FORT WAYME PET FOOD PANTRY

-

Jul 2007 = Jul 2078 = 1 yr1 mo

N Co-Chair - Community Engagement and Advocacy Committee
!ll:! Young Leaders of Northeast Indiana

Jan 2017 - Jan 2018 = 1yr1 mo



DIGITAL
ADVERTISING

A CHECK OUT GOOGLE FOR NC

0 AD GRANTS: UP TO $10K/MONTH
GOOGLE SEARCH ADS TO ELIGI

A LEVERAGE TARGETING OPPC
0 GEOTARGETING
0 RETARGETING
0 AUDIENCE MODELING






