
For the best experience, open this PDF portfolio in
 
Acrobat X or Adobe Reader X, or later.
 

Get Adobe Reader Now! 

http://www.adobe.com/go/reader




Vendor Name Criteria Weight Eval 1 Eval 2 Eval 3 Eval 4 Weighted Score


Fahlgren Inc dba Fahlgren 


Mortine Demonstrated Experience 20 7 10 10 9 180.00


Fahlgren Inc dba Fahlgren 


Mortine


Experience in performance of 


comparable engagements 


within the tourism industry 30 5 10 10 9 255.00


Fahlgren Inc dba Fahlgren 


Mortine


Conformance with the terms 


of this RFP 10 8 10 10 10 95.00


Fahlgren Inc dba Fahlgren 


Mortine


Expertise and availability of 


key personnel 15 8 8 10 9 131.25


Fahlgren Inc dba Fahlgren 


Mortine Cost 25 8 8 9 9 212.50


Fahlgren Inc dba Fahlgren 


Mortine


1. Did the presenting vendor 


prove its expertise in 


delivering an integrated 


marketing program that will 


boost awareness of an 


existing brand and influence 


travel behavior? 25 8 9 10 10 231.25


Fahlgren Inc dba Fahlgren 


Mortine


2. Did the presenting vendor 


prove its skill in strategic 


planning? 10 9 8 9 10 90.00


Fahlgren Inc dba Fahlgren 


Mortine


3. Did the presenting vendor 


adequately convey its 


commitment to gaining an in-


depth knowledge of the 


Nevada tourism product? 10 10 9 10 10 97.50


2084


Integrated Marketing Agency of Record


Consensus Score Sheet







Fahlgren Inc dba Fahlgren 


Mortine


4. Did the presenting vendor 


provide the appropriate 


staffing level for both senior 


account strategy and day-to-


day management? 15 7 9 10 9 131.25


Fahlgren Inc dba Fahlgren 


Mortine


5. Is the presenting agency a 


fully integrated agency or a 


subject level expert?  Yes or 


No.  If a fully integrated 


agency: How well did the 


agency show its ability to 


fully integrate all components 


of the proposed marketing 


program?  NOTE:  Answer 


ONLY Question 5 or Question 


6. 20 8 9 10 10 185.00


Fahlgren Inc dba Fahlgren 


Mortine


6. If the presenting agency is 


a subject matter expert, 


please note the program area 


_______________________.  


How well did the agency 


show its ability to execute on 


this program component as 


part of an integrated 


marketing program?  NOTE:  


Answer ONLY Question 5 or 


Question 6. 20 0 0 0 0 0.00


Fahlgren Inc dba Fahlgren 


Mortine


7. How well did the 


presenting vendor address 


evaluators' concerns? 10 8 9 9 9 87.50







Fahlgren Inc dba Fahlgren 


Mortine


8. Did the presenting v endor 


show enthusiasm for Nevada 


tourism and a high level of 


commitment to working with 


the team and the product? 10 10 9 10 10 97.50


Fahlgren Inc dba Fahlgren 


Mortine 920.00 Presentation Average


Fahlgren Inc dba Fahlgren 


Mortine 661.25 Technical Average


Fahlgren Inc dba Fahlgren 


Mortine 873.75 Total Average Score


Fahlgren Inc dba Fahlgren 


Mortine 1793.75 Overall Total Score







R & R/CRR Holdings LLC dba 


B & P Advertising Demonstrated Experience 20 9 10 6 6 155.00


R & R/CRR Holdings LLC dba 


B & P Advertising


Experience in performance of 


comparable engagements 


within the tourism industry 30 9 10 6 7 240.00


R & R/CRR Holdings LLC dba 


B & P Advertising


Conformance with the terms 


of this RFP 10 8 10 8 9 87.50


R & R/CRR Holdings LLC dba 


B & P Advertising


Expertise and availability of 


key personnel 15 9 10 7 7 123.75


R & R/CRR Holdings LLC dba 


B & P Advertising Cost 25 8 8 4 7 168.75


R & R/CRR Holdings LLC dba 


B & P Advertising


1. Did the presenting vendor 


prove its expertise in 


delivering an integrated 


marketing program that will 


boost awareness of an 


existing brand and influence 


travel behavior? 25 9 9 6 5 181.25


R & R/CRR Holdings LLC dba 


B & P Advertising


2. Did the presenting vendor 


prove its skill in strategic 


planning? 10 9 10 7 8 85.00


R & R/CRR Holdings LLC dba 


B & P Advertising


3. Did the presenting vendor 


adequately convey its 


commitment to gaining an in-


depth knowledge of the 


Nevada tourism product? 10 10 9 7 5 77.50


R & R/CRR Holdings LLC dba 


B & P Advertising


4. Did the presenting vendor 


provide the appropriate 


staffing level for both senior 


account strategy and day-to-


day management? 15 9 10 7 6 120.00







R & R/CRR Holdings LLC dba 


B & P Advertising


5. Is the presenting agency a 


fully integrated agency or a 


subject level expert?  Yes or 


No.  If a fully integrated 


agency: How well did the 


agency show its ability to 


fully integrate all components 


of the proposed marketing 


program?  NOTE:  Answer 


ONLY Question 5 or Question 


6. 20 8 9 5 7 145.00


R & R/CRR Holdings LLC dba 


B & P Advertising


6. If the presenting agency is 


a subject matter expert, 


please note the program area 


_______________________.  


How well did the agency 


show its ability to execute on 


this program component as 


part of an integrated 


marketing program?  NOTE:  


Answer ONLY Question 5 or 


Question 6. 20 0 0 0 0 0.00


R & R/CRR Holdings LLC dba 


B & P Advertising


7. How well did the 


presenting vendor address 


evaluators' concerns? 10 9 10 6 8 82.50


R & R/CRR Holdings LLC dba 


B & P Advertising


8. Did the presenting v endor 


show enthusiasm for Nevada 


tourism and a high level of 


commitment to working with 


the team and the product? 10 10 9 7 7 82.50


R & R/CRR Holdings LLC dba 


B & P Advertising 773.75 Presentation Average







R & R/CRR Holdings LLC dba 


B & P Advertising 606.25 Technical Average


R & R/CRR Holdings LLC dba 


B & P Advertising 775.00 Total Average Score


R & R/CRR Holdings LLC dba 


B & P Advertising 1548.75 Overall Total Score


The Glenn Group Demonstrated Experience 20 7 9 7 8 155.00


The Glenn Group


Experience in performance of 


comparable engagements 


within the tourism industry 30 8 8 7 8 232.50


The Glenn Group


Conformance with the terms 


of this RFP 10 8 10 8 9 87.50


The Glenn Group


Expertise and availability of 


key personnel 15 8 9 5 8 112.50


The Glenn Group Cost 25 7 8 6 5 162.50


The Glenn Group


1. Did the presenting vendor 


prove its expertise in 


delivering an integrated 


marketing program that will 


boost awareness of an 


existing brand and influence 


travel behavior? 25 8 9 8 8 206.25


The Glenn Group


2. Did the presenting vendor 


prove its skill in strategic 


planning? 10 8 9 8 9 85.00


The Glenn Group


3. Did the presenting vendor 


adequately convey its 


commitment to gaining an in-


depth knowledge of the 


Nevada tourism product? 10 8 9 8 9 85.00







The Glenn Group


4. Did the presenting vendor 


provide the appropriate 


staffing level for both senior 


account strategy and day-to-


day management? 15 7 8 8 8 116.25


The Glenn Group


5. Is the presenting agency a 


fully integrated agency or a 


subject level expert?  Yes or 


No.  If a fully integrated 


agency: How well did the 


agency show its ability to 


fully integrate all components 


of the proposed marketing 


program?  NOTE:  Answer 


ONLY Question 5 or Question 


6. 20 7 9 8 8 160.00


The Glenn Group


6. If the presenting agency is 


a subject matter expert, 


please note the program area 


_______________________.  


How well did the agency 


show its ability to execute on 


this program component as 


part of an integrated 


marketing program?  NOTE:  


Answer ONLY Question 5 or 


Question 6. 20 0 0 0 0 0.00


The Glenn Group


7. How well did the 


presenting vendor address 


evaluators' concerns? 10 8 8 8 9 82.50







The Glenn Group


8. Did the presenting v endor 


show enthusiasm for Nevada 


tourism and a high level of 


commitment to working with 


the team and the product? 10 8 10 9 9 90.00


The Glenn Group 825.00 Presentation Average


The Glenn Group 587.50 Technical Average


The Glenn Group 750.00 Total Average Score
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January 5, 2015

***NOTICE OF AWARD***

A Notice of Award discloses the selected vendor(s) and the intended contract terms resulting from a

State issued solicitation document.  Contract for the services of an independent contractor do not 

become effective unless and until approved by the Board of Examiners.


		RFP/BID:

		2084





		For:

		Integrated Marketing Agency of Record





		Vendor:

		Fahlgren, Inc. dba Fahlgren Mortine





		Term:

		February 10, 2015 to June 30, 2017





		Awarded Amount:

		$20,200,000.00





		Using Agency:

		Nevada Division of Tourism





************************************************************************************


This Notice of Award has been posted in the following locations:


		State Library and Archives

		100 N. Stewart Street

		Carson City



		State Purchasing

		515 E. Musser Street

		Carson City



		Nevada Division of Tourism

		401 North Carson Street

		Carson City





Pursuant to NRS 333.370, any unsuccessful proposer may file a Notice of Appeal


 within 10 days after the date of this Notice of Award.


NOTE:  This notice shall remain posted until January 15, 2015

Revised as of 10/05/11






 


 


 


 


 
Annette Morfin, Purchasing Officer 


State of Nevada, Purchasing Division 


515 E. Musser Street, Suite 300 


Carson City, NV  89701 


RFP: 2084 


OPENING DATE: November 24, 2014 


OPENING TIME: 2:00 PM 


FOR: Integrated Marketing Agency of Record 


VENDOR’S NAME: SkyWire 
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 3.1.1.5 Attachment F 


 3.2 Program Scope of Work 


o Nevada Department of Tourism Media Recommendation- PDF attached to CD(s) 


 


7. Section 4- Company Background & References 


 SkyWire 


o Pinnacle Entertainment 


o The Cosmopolitan of Las Vegas 


o Hooters Hotel & Casino 


o Dirt Cult Records 


o AZ Film Studios 


o Chickasaw Nation 


 AdUs 


8. Attachment G- Proposed Staff Resume(s)  


 Shahab Zargari 


 Laura Pyzer 


 Shahram Reza Zargari 


 Joseph Walczak 


 Ryan Christiansen 


 Jesse Spence 


 Jon Grenier 


 Russ Carlson  











































  


 


 


 


 


 


CASE STUDY #1 


Advertising Case Study- October 2014 


Context- While not a traditional tourism destination, in many ways, Downtown Summerlin is positioned 


as a destination for the Las Vegas Valley. After years of recession-related dormancy, the project’s rebirth 


was positioned as a shopping, entertainment and dining destination enhancement to the master-planned 


Community. 


Concept- One of the strengths Ad Us offers is unique, integrated marketing approach that leverages its 


relationship with the Las Vegas Review-Journal, The Views (Community Publications), and 


reviewjournal.com. Ad Us worked cooperatively with the Las Vegas Review-Journal to include native 


advertising and custom content integration on reviewjournal.com, along with strong rich media presence 


on the site and extended audience reach through Ad Us exchanges. 


Execution- A custom channel, including nav bar integration, was created on reviewjournal.com. Editorial 


and custom-content (native content) were aggregated within the channel to create audience awareness and 


engagement with Downtown Summerlin prior to its opening. The most engaging content was reverse 


published and distributed as a print piece through The Views community newspapers. Additionally, Ad 


Us reached strategically targeted audiences through targeted digital exchange advertising and retargeting. 


Results- Paid advertising tactics executed by Ad us represented 30% of overall site traffic to the clients 


website. The quality of traffic delivered outperformed the site average in terms of time spent on site. The 


Grand Opening’s success resulted in Ad Us being named as the digital agency of record for Howard 


Hughes Corporation’s Downtown Summerlin project. 


  







 


 


 


 


 


Digital Advertising Case Study- March 2014 


 


CASE STUDY #2 


Digital Advertising Case Study- March 2014 


Context- Las Vegas Motor Speedway is home to NASCAR Weekend and several NHRA events that 


attract fans from across the country. Ad Us was tasked with increasing digital engagement with fans prior 


to NASCAR Weekend 2014, focusing on key feeder markets – Phoenix, Salt Lake city, Denver, and 


Southern California – as well as the Las Vegas Valley. 


Concept – Using 1st party data captured through visits to reviewjournal.com and lvms.com, identify 


audience targets and look-alikes to refine digital targeting and retargeting strategies to increase audience 


engagement. 


Execution – 1st party data was layered over multi-platform exchange data to develop audience profiles 


for display retargeting across multiple platforms. Using this data, look-alike segments were identified to 


expand audience reach. 


Results – Transparency between the client and Ad Us provided insight into analytics and data which 


resulted in the ability to maximize campaign performance. The digital data also provided audience insight 


that is being applied both online and offline marketing decisions and that will be used in future 


campaigns. Las Vegas Motor Speedway was thrilled with the results Ad Us delivered and as a result, we 


have secured additional campaigns from the Speedway, and are in the process of developing a 


relationship with NHRA on a national level. 


  







 


 


 


CASE STUDY #3 


WYOMING TOURISM 


Context – Prior to being brought to Las Vegas by Stephens Media to form Ad Us, the team worked with 


Wyoming Tourism on its Forever West campaign. Wyoming Tourism publishes a printed visitors guide 


and posts a downloadable digital replica on its website. The team was tasked with increasing digital 


engagement and downloads to a broad audience. 


Concept – Using a broad-based, multi-platform campaign, reach audiences who are likely to visit 


Wyoming. 


Execution – The campaign started as a general campaign, and as data was captured, specific audience 


segments began to emerge. Outdoor enthusiasts, and hunting and fishing categories were expected, and 


the campaign data showed that golf enthusiasts were also a key audience category. Women who enjoyed 


photography were another segment that was identified. With segment identification, the campaign tactics 


were adjusted to optimize reach to these audience segments. Category-targeted mobile advertising played 


a big part in this campaign. 


Results – Downloads of the guide exceeded the client’s expectations, and overall client satisfaction was 


high. As a result of the success of the Forever West campaign, Wyoming Tourism has remained a client 


of the Ad Us team’s successors. 








3.1.1.3 Case Studies of Website Development  


 


Mobile Connect SMS 


 


1. Marketing objective of the campaign or site; To create an easy to find, easy to digest 


landing page for this SMS Marketing platform. 


2. The digital solution for achieving the objective(s); HTML, HTML5 Video.  


3. The links to the applicable sites; www.mobileconnectsms.com 


4. Use of custom URLs and third- (3rd) party tags/pixels for  


campaign measurement. Facebook Retargeting Pixel, Google Analytics 


 


 


Hooters 2012 TravelZoo advertising landing page - Reservation Discount Calendar with booking 


engine  


 


1. Marketing objective of the campaign or site; The TravelZoo ads were bringing people to 


the Hooters Casino homepage and rooms were not being booked enough to show an ROI 


for ads placed. 


2. The digital solution for achieving the objective(s); HTML landing page and integration with 


internal booking engine. 


3. The links to the applicable sites; (No longer live) 


4. TravelZoo analytics and Hooters PMS  


 


 


Tru Development Company rebrand from NAC Development Company 


 


1. Marketing objective of the campaign or site; To increase credibility by aiding in rebrand 


efforts with new logo and leaving behind previous amateur website that did not focus on 


new hi-rise capabilities: http://nacdevco.com 


2. The digital solution for achieving the objective(s); Wordpress. 


3. The links to the applicable sites; www.trudevco.com 


4. Use of custom URLs and third- (3rd) party tags/pixels for  


campaign measurement. Google Analytics 


 


 


 



http://www.mobileconnectsms.com/

http://www.trudevco.com/






 2011 LUXOR MEDIA RECOMMENDATION
LUXOR BRANDING


GREY = PLACED 9/20/2011 27 3 10 17 24 31 7 14 21 28 7 14 21 28 4 11 18 25 2 9 16 23 30 6 13 20 27 4 11 18 25 1 8 15 22 29 5 12 19 26 3 10 17 24 31 7 14 21 28 5 12 19


TELEVISION DESCRIPTION


OUT OF MARKET TOURIST


PHOENIX NEWS & ENT SPONSORSHIPS :10 6


PHOENIX :30 SPOT BUY 6


LOS ANGELES CABLE - :30 SPOT BUY 2


DELTA SPOT LIGHT DESTINATIONS
5 MINUTE SEGMENT TO AIR 2012, 


MARCH APRIL
1


TELEVISION SUBTOTAL 15


RADIO DESCRIPTION


OUT OF MARKET TOURIST


PHOENIX KKFR, KMXP, KUPD, KZON :60 6


PHOENIX CLEAR CHANNEL TRAFFIC NETWORK 50 50 50 50 50 50 300


PHOENIX KDKD PROMO 45 45 2


LOS ANGELES VARIOUS 180


LOS ANGELES KROQ - STYKER 1


LOS ANGELES CLEAR CHANNEL- CARMAGEDDON 1


SKYVIEW SPORTS CAMPAIGN KLAA, KTAR, XTRA 12


STATIONS CALL LETTERS


SKYVIEW SPORTS CAMPAIGN 710 AM ESPN 12


SKYVIEW SPORTS CAMPAIGN 620 SPORTS KTAR 12


BASEBALL TEAMS


SKYVIEW SPORTS CAMPAIGN ANAHEIM ANGELS 7


SKYVIEW SPORTS CAMPAIGN SAN DIEGO PADRES 7


SKYVIEW SPORTS CAMPAIGN CHICAGO CUBS 7


SKYVIEW SPORTS CAMPAIGN OAKLAND ATHLETICS 7


BASKETBALL TEAMS


SKYVIEW SPORTS CAMPAIGN GOLDEN STATE WARRIORS 3


SKYVIEW SPORTS CAMPAIGN CHICAGO BULLS 3


SKYVIEW SPORTS CAMPAIGN MIAMI HEAT 3


HOCKEY TEAMS


SKYVIEW SPORTS CAMPAIGN COLORADO AVALANCHE   3


SKYVIEW SPORTS CAMPAIGN MINNESOTA WILD  3


SKYVIEW SPORTS CAMPAIGN SAN JOSE SHARKS 3


SKYVIEW SPORTS CAMPAIGN ANAHEIM DUCKS 3


SKYVIEW SPORTS CAMPAIGN CHICAGO BLACKHAWKS 3


RADIO SUBTOTAL 560


PRINT DESCRIPTION


OUT OF MARKET TOURIST


PHOENIX NEW TIMES FP4C 6


PHOENIX NEW TIMES - TRADE FP4C 6


ZIP CODE MAGAZINES FP4C 2


PRINT SUBTOTAL 14


OUTDOOR DESCRIPTION


LAS VEGAS TOURIST


ALLIANCE AIRPORT TERMINAL 2 LOBBY BANNER 12


OUT OF MARKET TOURIST


PHOENIX CLEAR CHANNEL DIGITAL 12


PHOENIX CLEAR CHANNEL STATIC - BONUS  12


PHOENIX COFFEE SLEEVES  1


PHOENIX
DESERT MARKETPLACE - 8 duras (2 
bonus); LED wall; Freestanding Signs


  2


PHOENIX
TEMPE - 8 duras (2 bonus);  LED wall; 


Freestanding Signs
 2


LOS ANGELES
OUTDOOR SOLUTIONS- 


CARMAGEDDON
1


OUTDOOR SUBTOTAL 41


PROMOTIONAL DESCRIPTION


OUT OF MARKET TOURIST  


PHOENIX SUNS SPONSORSHIP RADIO, PRINT, SIGNAGE 16


CLIPPERS SPONSORSHIP RADIO, PRINT, SIGNAGE, EVENTS 16


PLACEHOLDER  1


PROMOTIONS RADIO, INTERACTIVE, EVENTS  5


PROMOTIONAL SUBTOTAL 38


INTERNET DESCRIPTION  


INTERACTIVE SEARCH TERMS, DISPLAY 12


INTERNET SUBTOTAL 12


THENEST.COM KLOS REGIS & KELLY


JUNE


$0


$24,635


$0


$42,905


$0


$59,375


OCTOBER


DECEMBER


$59,375


DECEMBER


NOVEMBER DECEMBER


$21,833


JUNE


OCTOBER NOVEMBER DECEMBERJANUARY FEBRUARY MARCH APRIL


JANUARY FEBRUARY MARCH APRIL


$14,635 $4,635 $4,635


MAY


$50,405


DECEMBER


DECEMBER


$57,125 $46,500 $46,500 $33,375


$70,719


SEPTEMBER


$7,000$3,500


$0 $0 $0


$2,650$0


$10,833 $10,833$28,833


APRIL


$44,104 $118,255


JUNE


MAY JUNE


APRIL MAY JUNE


$0 $29,303


JANUARY FEBRUARY APRIL MAY


$5,861 $0


MARCH


$0$57,628 $39,000


SEPTEMBER


SEPTEMBER OCTOBER


NOVEMBER DECEMBER TOTAL


INSERTIONS


SEPTEMBER OCTOBERJANUARY FEBRUARY MARCH APRIL JULY AUGUSTLUXOR BRANDING MAY JUNE


$7,000$3,500$0$0


$31,756 $31,734 $18,749


$0


OCTOBERSEPTEMBER


$59,375


NOVEMBER DECEMBER


$59,375$59,375$59,375 $59,375 $59,375 $59,375 $59,375$59,375 $59,375


JANUARY FEBRUARY MARCH APRIL MAY


$4,635$4,635


$1,884 $51,458


NOVEMBER


OCTOBER NOVEMBER


OCTOBER


JANUARY FEBRUARY MARCH APRIL MAY JUNE OCTOBER


AUGUSTJULY


JULY SEPTEMBER DECEMBERAUGUST NOVEMBER


NOVEMBER DECEMBER


JANUARY FEBRUARY MARCH APRIL NOVEMBER DECEMBERMAY OCTOBER


OCTOBER


SEPTEMBER


SEPTEMBER OCTOBER


JUNE


AUGUSTJULY


AUGUSTJULY


DECEMBER


OCTOBER


APRIL MAY JUNE SEPTEMBERAUGUSTJULY


SEPTEMBER


OCTOBER


OCTOBERAPRIL MAY JUNE SEPTEMBERAUGUST


$10,833


OCTOBER NOVEMBER


NOVEMBER


OCTOBER NOVEMBER


OCTOBER NOVEMBER


$4,635 $4,635


$0


OCTOBER


DECEMBER


JULY AUGUST


$10,833$46,258


$0


DECEMBER


DECEMBERNOVEMBER


DECEMBERNOVEMBER


$10,833


$2,650


NOVEMBER DECEMBER


JANUARY FEBRUARY MARCH APRIL


JANUARY FEBRUARY MARCH APRIL


JANUARY FEBRUARY MARCH APRIL


JANUARY FEBRUARY MARCH APRIL


AUGUST


JULY


JULY


AUGUSTJULY


$4,635$19,635


$0$0


$0


1







 2011 LUXOR MEDIA RECOMMENDATION
LUXOR DIVERSITY


GREY = PLACED 9/20/2011 27 3 10 17 24 31 7 14 21 28 7 14 21 28 4 11 18 25 2 9 16 23 30 6 13 20 27 4 11 18 25 1 8 15 22 29 5 12 19 26 3 10 17 24 31 7 14 21 28 5 12 19


TELEVISION DESCRIPTION


LOGO - MTV SPONSORSHIP ( 4


TELEVISION SUBTOTAL 4


RADIO DESCRIPTION


OUT Q, FOCUS GROUP SPONSORSHIP 1


RADIO SUBTOTAL 0


PRINT DESCRIPTION


LAS VEGAS LOCAL  


Q VEGAS FB4C 5


GRINDR APP PROGRAM G G 8


NGRA PROGRAM FP4C 1


LAS VEGAS MAGAZNE FP4C 1


OUT OF MARKET TOURIST


EQUALITY MAGAZINE (HRC 
SPONSORSHIP)


CORPORATE DIVERSITY ( 3


EQUALITY MAGAZINE (HRC 
SPONSORSHIP)


DINING PROGRAMS 5


PASSPORT MAGAZINE FP4C 3


INSTINCT MAGAZINE FP4C 2


DIRECTORY TOURIST


TAG DIRECTORY FP4C 2


PRINT SUBTOTAL 30


OUTDOOR DESCRIPTION


LAS VEGAS LOCAL


DIGITAL
SUMMER- TEMPTATION 


SUNDAYS
5


OUT OF MARKET
STATIC BILLBOARDS FOR 


PRIDE


PHOENIX 4/11/11-4/24/11 STATIC 14X48 1


PHOENIX 4/11/11-4/24/11 STATIC 12X24 1


LONG BEACH 5/16/11-5/29/11 STATIC 12X24 1


LONG BEACH 5/16/11-5/29/11 STATIC 12X24 1


LOS ANGELES 6/6/11-6/19/11 STATIC 14X48 1


LOS ANGELES 6/6/11-6/19/11 STATIC 12X24 1


LOS ANGELES 6/6/11-6/19/11 STATIC 12X24 1


SHIPPING 14X48 TO PHOENIX 1


OUTDOOR SUBTOTAL 13


PROMOTIONAL DESCRIPTION


PRIDE SPONSORSHIPS EXPERIENTIAL MARKETING


PHOENIX PRIDE 4/17/11
STREET TEAMS & HAND 


FANS
1


PHOENIX PRIDE 4/11/11-4/24/11 16X20 CLASSIC BOARDS 1


LONG BEACH 5/22/11
STREET TEAMS & HAND 


FANS
1


LONG BEACH 5/16/11-5/29/11 16X20 CLASSIC BOARDS 1


LOS ANGELES 6/12/11
STREET TEAMS & HAND 


FANS
1


LOS ANGELES 6/6/11-6/19/11 16X20 CLASSIC BOARDS 1


PROMOTIONAL SUBTOTAL 6


INTERNET DESCRIPTION


INTERACTIVE SEARCH TERMS, DISPLAY 12


INTERNET SUBTOTAL 12


APRIL


WINTER 2011 SPRING 2011


$3,800


DECEMBERMAY JUNE


$0


SEPTEMBER


$3,125 $3,125


$0 $0 $0 $5,830 $6,656 $15,540 $0


$3,125


$0 $0


$0


OCTOBER 2011-APRIL 2010


SUMMER 2011


$1,800


OCT- TRAVEL


$0


$0


$0


MAY


SEPTEMBER


$0$0


$0


$0


$0


5/7 LV


JUNE JULY


6/4 HOU


MAY


$0


$0$0$1,500 $0


JUNE


$6,750


SEPT-FASHION


APRIL 2011-OCTOBER 2011


$1,500


SEPTEMBER


$0


$3,365


3/12 LA                
3/19 PHI/AZ


OCTOBER 2010- APRIL  2011


$0


$15,133$13,333 $0 $0


$0 $0


JULY


$0 $0


MAY JUNE


$0 $0 $40,000


OCTOBERSEPTEMBER NOVEMBER DECEMBER TOTAL


INSERTIONS


$3,125


LUXOR DIVERSITY MAY JUNEJANUARY FEBRUARY MARCH APRIL AUGUST


$0


$3,125


NOVEMBER


$3,125


AUGUST


$0


OCTOBER


$0$0 $0$0


JANUARY FEBRUARY MARCH


$0 $0


$3,125$3,125 $3,125 $3,125


$0


5/20-9/25 TEMPTATION SUNDAYS


$1,500


$9,273 $1,080$29,573$6,740


$4,000


JULY/AUGUST


AUG - FITNESS


$3,125 $3,125


JULY


$0


$0


AUGUST


$11,140


1







 2011 LUXOR MEDIA RECOMMENDATION


LUXOR MEETINGS AND CONVENTIONS


GREY = PLACED 9/20/2011 27 3 10 17 24 31 7 14 21 28 7 14 21 28 4 11 18 25 2 9 16 23 30 6 13 20 27 4 11 18 25 1 8 15 22 29 5 12 19 26 3 10 17 24 31 7 14 21 28 5 12 19


TELEVISION DESCRIPTION


TELEVISION SUBTOTAL 0


RADIO DESCRIPTION


RADIO SUBTOTAL 0


PRINT DESCRIPTION


LAS VEGAS LOCAL


SMART MEETINGS
1/2 PG AD PLUS 1/2 


ADVERTORIAL SHARED 
WITH EX


 1


DIRECTORIES TOURIST


LVCVA OFFICAL MEETING 
PLANNERS GUIDE


FP4C 0


LVCVA OFFICAL VISITOR'S GUIDE FP4C 0


AAA SOUTHERN CALIFORNIA/LAS 
VEGAS TOURBOOK 


FP4C 1


AAA OFFICAL APPOINTMENT 
LICENSE


LICENSE 1


PRINT SUBTOTAL 3


OUTDOOR DESCRIPTION


OUTDOOR SUBTOTAL 0


PROMOTIONAL DESCRIPTION


PLACEHOLDER TBD 1


PROMOTIONAL SUBTOTAL 1


INTERNET DESCRIPTION


INTERNET SUBTOTAL 0


NOVEMBER


$0


$0 $24,318 $0$0


$0 $0 $0$0$0


2/1/2010-1/31/2011


$0


2/1/2010-1/31/2011


$0$0


$0 $0


$0 $0 $0 $0$0$0


$0


AUGUSTJULYLUXOR MEETINGS AND CONVENTIONS MAY JUNEJANUARY FEBRUARY MARCH APRIL SEPTEMBER OCTOBER


$0 $0 $0$0 $0 $0$0$0


NOVEMBER DECEMBER
TOTAL


INSERTIONS


$0


$0


$0 $0


$0


$0


OCTOBER 2010-APRIL 2011


$0$0$0$0


$0$0 $0$0 $0


$0


$0


$0 $0


$0


$0


$0 $0


$0


2011: FEBRUARY 2011-JANUARY 2011


$0 $0$0


OCTOBER


$0$0$0$0


$0


$0 $0 $0


$0


$0


2011: FEBRUARY 2011-JANUARY 2011


$0


DECEMBER 2010- DECEMBER 2011 


$21,682


$0


$0


$3,000


1








 2011 MIRAGE MEDIA RECOMMENDATION
BRANDING


GREY = PLACED 9/12/2011 27 3 10 17 24 31 7 14 21 28 7 14 21 28 4 11 18 25 2 9 16 23 30 6 13 20 27 4 11 18 25 1 8 15 22 29 5 12 19 26 3 10 17 24 31 7 14 21 28 5 12 19 26


TELEVISION DESCRIPTION


LOS ANGELES TOURIST 0


KABC, KNBC, KCBS, KTTV


 MORNING NEWS :15 
BILLBOARDS 50 TRP'S


50 50 50 50 50 50 6


CHICAGO TOURIST   


WBBM, WLS, WMAQ, WFLD


64% MORNING NEWS  :15 
BILLBOARDS 75 TRP'S


 75 75 75 75 75 75 75 75 8


WBBM, WLS, WMAQ, WFLD


 36% PRIME ACCESS  :15 
BILLBOARDS 75 TRP'S


 75 75 75 75 75 75 75 75 4


TELEVISION SUBTOTAL 18


RADIO DESCRIPTION


LOS ANGELES TOURIST  


LA TRAFFIC NETWORK
TOTAL TRAFFIC/INET COMBO  


SPOTS
22 21 22 23 22 22 132


CHICAGO TOURIST   


CH TRAFFIC NETWORK METRO  SPOTS 25 25 25 25 25 25 25 25 25 25 25 25 300


RADIO SUBTOTAL 432


PRINT DESCRIPTION


LAS VEGAS LOCAL


NEON FP4C GOLDEN SUM GIVEAWAY  1


PRINT


OUTDOOR DESCRIPTION


LOS ANGELES TOURIST


GROVE GRV34  47


GROVE BONUS BACKLITS 2 25


GROVE GRV27-31 47


SANTA MONICA PLACE SM05 47


CHICAGO TOURIST


PRIME POINT MEDIA COFFEE SLEEVES W/ HEAT INK 12


CBS BILLBOARD #1305 STATIC BOARD  75x49  1


CBS BILLBOARD #1325 STATIC BOARD  14x48  1


VAN WAGNER #C2004 STATIC BOARD 14x48   1


VAN WAGNER #C2008 WALLSCAPE 28x48  1


VAN WAGNER #C2070 SPECTACULAR 20x20  1


PRODUCTION FOR OOH  1


OUTDOOR SUBTOTAL 183


PROMOTIONAL DESCRIPTION


LAKERS SPONSORSHIP NOV- NOV 5


PLACEHOLDER 1


PROMOTIONAL SUBTOTAL 6


INTERNET DESCRIPTION


INTERACTIVE
VARIOUS WITH FOCUS ON LA 


AND CH
12


INTERNET SUBTOTAL 12$29,167


JUNE


$29,167


3/28-5/8


3/28-5/8


$125,000 $0 $0


$29,167 $29,167$29,167 $29,167$29,167 $29,167$29,167


AUGUST SEPTEMBER


$0$0$167,000 $125,000 $125,000


JANUARY FEBRUARY


JULYMAY


$125,000


1/24/11-5/15/11 


3/28-5/1


3/28-5/8


3/28-5/8


3/28-4/24


$46,500


4/1/11-5/15/11


$0 $0 $0


$62,000 $67,000


$94,045 $123,028 $172,442


$0 $0 $0 $10,500 $12,595 $7,571


BRANDING JANUARY FEBRUARY MARCH


$0 $0 $0


OCTOBER NOVEMBER DECEMBERAPRIL MAY JUNE JULY
TOTAL


INSERTIONS


$0 $0$31,043 $0


JANUARY FEBRUARY MARCH APRIL


$29,167 $29,167


OCTOBER NOVEMBER


$29,167


$62,000$77,500


$13,952


DECEMBER


NOVEMBER


APRILMARCH MAY


1/24/11-5/15/11 


1/24/11-5/15/11 


3/28-5/8


$15,500 $62,000 $62,000 $188,480 $77,500


$0


5/30/11-1/1/12


5/30/11-9/30/11


5/30/11-1/1/12


5/30/11-1/1/12


$72,000$77,500


$0


AUGUST


$94,732$54,655


$0 $10,500


8/1-9/11


SEPTEMBER


$5,250


Media Planners: Laura Pyzer Kina Foster Plan updated: 11/16/20147:43 PM








 


2013 HOOTERS MEDIA RECOMMENDATION


GREY = PLACED / ACTUALS 11/16/2014 31 7 14 21 28 4 11 18 25 4 11 18 25 1 8 15 22 29 6 13 20 27 3 10 17 24 1 8 15 22 29 5 12 19 26 2 9 16 23 30 7 14 21 28 4 11 18 25 2 9 16 23
CREATIVE


RADIO DESCRIPTION  


SKYVIEW SPORTS RADIO BASEBALL 1


SIRIUS RADIO FANTASY SPORTS, COMEDY 1


LOCAL RADIO KOMP- POOL HAPPY HOUR 1


RADIO SUBTOTAL 2


PRINT DESCRIPTION


LOCAL  0


WEEKLY FP4C GLOSSY 4


SEVEN FP4C GLOSSY  4


TOURIST 0


24/7 FP4C 12


VEGAS2GO FP4C 25


LAS VEGAS MAGAZINE FP4C 51


WHERE QUICK GUIDE FP4C 12


DRIVE FP4C 5


NATIONAL  0


SOUTHWEST SPIRIT FP4C  1


ALLEGIANT SUNSEEKER FP4C 6


PRINT SUBTOTAL 120


OUTDOOR DESCRIPTION


TOURIST 0


MOBILE BILLBOARD 7 DAYS 12


DIGITAL MOBILE BILLBOARD 1 DAY 10


MCCARREN AIRPORT CAROUSEL 12


TROPICANA/ KOVAL BOTH SIDES 16 X 48 13


DIGITAL BOARDS 14 X 48 11


IN BOUND


I-15/ SLOAN BURMASHAVE 3 BOARDS 14 X 48 13


OUTDOOR SUBTOTAL 71


OUT OF MARKET DESCRIPTION


INLAND EMPIRE 0


LA TIMES GUIDE 1/2 P4C  2


POSTERS/BILLBOARDS  14 x 24, 14 X 48, 35 SHOWING  3


COFFEE SLEEVES VARIOUS 3


BARS AND GYMS TV SCREENS AND DURAS/POSTERS 3


OUT OF MARKET SUBTOTAL 9


PRODUCTION DESCRIPTION


JUICE MEDIA CREATIVE- PRINT, MARQUEE 12


MORALES DESIGN CREATIVE- EMAIL, WEB 12


MOBILE STORM EMAIL DEPLOY 12


MISC PRODUCTION QUICKCHANGE 12


MISC PRODUCTION  LAMAR 12


MISC PRODUCTION KRE8MEDIA 12


PRODUCTION SUBTOTAL 72


ON PROPERTY SIGNAGE DESCRIPTION


STEPHEN SALAZAR PHOTOGRAPHY PHOTOGRAPHY 3


PHOTO SHOOT GIRLS, HAIR AND MAKEUP 1


DIGITAL LIZARD COUPON BOOK 5


DI PRINTING POSTERS, FLYERS, COUPONS 12


ON PROPERTY SIGNAGE SUBTOTAL 12


INTERNET DESCRIPTION


CENDYN SEO, ONLINE, WEB, SOCIAL 12


INTERNET SUBTOTAL 12


MARCH MAY JULY SEPTEMBER


JANUARY FEBRUARY MARCH APRIL


JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY


JANUARY FEBRUARY MARCH APRIL


AUGUST SEPTEMBER


XXXX XXXX XXXX


MAY JUNE JULY AUGUST SEPTEMBER


$8,603


SEPTEMBER OCTOBER NOVEMBER


OCTOBER NOVEMBER


XXXX


SEPTEMBER


NOVEMBER


NOVEMBER DECEMBER


OCTOBER NOVEMBER DECEMBER


$8,603 $3,000


DECEMBER


DECEMBER


MAY JUNE JULY AUGUST


JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST


XXXX


JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER


XXXX


JANUARY FEBRUARY MARCH APRIL MAY JUNE


XXXX XXXX


OCTOBER


JANUARY


XXXX XXXX XXXX


$3,194


OCTOBER NOVEMBER DECEMBER


XXXXXXXXXXXXXXXXXXXXXXXX


APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER


JULY AUGUST SEPTEMBER


XXXX XXXX XXXX


XXXX XXXX XXXX


APRIL MAY


XXXX XXXX XXXX XXXX


$6,429 $17,070 $4,880 $8,603 $3,000


XXXXXXXX


FEBRUARY MARCH APRIL


XXXXXXXX XXXX


XXXX


XXXX


XXXX XXXX


JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER


OCTOBER NOVEMBER


XXXX XXXX


XXXX


OCTOBER


JUNE


XXXX


JUNE


XXXX


JUNE


XXXX


XXXXXXXX


XXXX


XXXX


NOVEMBER DECEMBER


OCTOBER NOVEMBER DECEMBER


DECEMBER


XXXX


NOVEMBER DECEMBER


$3,000 $8,603 $3,000


OCTOBER NOVEMBER


OCTOBER NOVEMBER


XXXXXXXX


JANUARY FEBRUARY MARCH APRIL MAY


JANUARY FEBRUARY MARCH APRIL MAY


JANUARY


JUNE JULY


FEBRUARY MARCH APRIL MAY


XXXX


JAN/FEB


XXXX XXXX


SEPTEMBER


MAY/JUNE JULY/AUG SEPT/OCT


MARCH APRIL MAY JUNE


MARCH/APRIL


AUGUST


APRIL


SEPTEMBER OCTOBER


SEPTEMBER


XXXXXXXX


AUGUST SEPTEMBER OCTOBER


OCTOBER


JULY


JULY


JUNE JULY AUGUST SEPTEMBER


MAY JUNE JULY AUGUST SEPTEMBER OCTOBER


XXXX


BRANDING AUGUST SEPTEMBER OCTOBERFEBRUARY MARCH APRIL JUNE JULYJANUARY MAY


DECEMBER


DECEMBER


DECEMBER


NOVEMBER DECEMBER
FREQ


DECEMBER


MARCH


XXXX XXXX


AUGUST SEPTEMBER


XXXX XXXX


AUGUST


XXXXXXXX


DECEMBER


XXXX XXXX


XXXXXXXX


XXXX


XXXX


XXXX


XXXX


XXXX XXXX


JANUARY FEBRUARY MARCH APRIL MAY


XXXX


XXXX


XXXX


XXXX


JULY


NOVEMBER


NOVEMBER


NOV/DEC


DECEMBER


NOV/DEC


XXXX


XXXX


XXXX


XXXX


XXXX


JANUARY FEBRUARY


JULY AUGUSTJANUARY FEBRUARY MARCH APRIL MAY


FEBRUARY MARCH


MARCH/APRIL MAY/JUNE JULY/AUG SEPT/OCT


NOVEMBER DECEMBER


MEDIA TOTALS


MARCH


APRIL


FEBRUARY APRIL


JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER


XXXX


XXXXXXXXXXXX


JANUARY FEBRUARY


Page 1








 
 


Media Recommendation for 2013 


 


Primary Target Demo: A25-54 HHI $50- $75,000 


Secondary Target Demo: M 25-34 HHI $50- $75,000 


 


Spend Breakout:       


 Tourist Print $XXXXXX 


 Tourist Outdoor $XXXXXX    


 Inland Empire $XXXXXX 


 Sirius $XXXX    


 National $XXXXX 


 Internet $XXXXXX      


         


Objective:  To make the Hooters Casino brand relevant in the tourist market and to establish market 


share in the Southern California area. 


 


Strategy:  Place media in the Inland Empire, primarily in the San Bernardino area.  Focus on the primary 


target audience to establish presence while maintaining effective buys.  Establish an ROI by using direct 


response paired with branding messages. 


 


Tactics: 


 Use OOH as the base to build frequency with guerilla marketing; ads in bars and gyms, coffee sleeves, 


sports radio, traffic, with some print. 


 


Mediums: 


OOH:  Poster boards along major arteries in the San Bernardino area.  Utilize a series of creatives that 


highlight the various offerings of Hooters in a lighthearted, kitschy manner.   


 


 Guerilla Efforts:  Place ads with direct response messages, i.e. Facebook followers, special offers or 


prizes in local bars and gyms that fit within the target audience.  Use coffee sleeves in a similar manner; 


we can use a QR code and track responses to trivia with a prize offering. 


 


Sports Radio:  Target the male audience through various live game broadcasts.  This audience is a deeply 


loyal audience and fits in our secondary target. 


 


Traffic:  Ten second live reads during peak traffic times in the Inland Empire area. 


 


Print:  Use community newspapers to showcase a room rate.  Paired with the frequency building of the 


other elements, this would be used to drive them to visit our site and book. 
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2011 Media Process and 
Recommendation for Luxor and 
Mirage 
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Media Highlights


 How does Media relate to Marketing?


 Based on the Marketing strategies, we find the consumer and create the 
most effective and efficient media plan to get your message in the hands 
of all potential guests


 Research tools


 Partnerships


 Internal data


 Corporate and Property


 What do we do for our properties?


 Corporate negotiations- group rates


 Overall savings for the company


 On average we are able to negotiate a savings of 50-70% off rate 
card


 LVM rate card $7340, MGM contracted rate $2033- 73% off rate 
card


 Defend against cannibalization- markets and mediums


 Timing, placements, separation
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2011 Media Considerations


 Opportunities


 Olympics


 Metro and CC Traffic


 Concerns


 Political


 OOH and I-15


 McCarran Airport


 2011 Planning Rates


 Broadcast


 Print


 Local


 National


 OOH
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Consumer & Media Trends- Broadcast


 DVR
 38.1% (4,368,139 )of all U.S. TV Households own a DVR 
 70% of DVR viewers time shift an average of only 6 hours of 


programming per week
 Primetime is the most time shifted programming
 Sports & News least time shifted


 60% of DVR HH’s fast forward through commercials; of those, 58% pay 
attention to the ads


 Playback lifts commercial ratings by 44% amongst Adults 18-49 after       
three days 
 Adult viewers 18-49 DVR playback adds 16% to commercial ratings 


after three days 
 In May 2010, the average rating for a primetime commercial minute 


among persons age 18-49 in DVR households rose from 1.54 in live 
viewing to 2.21 three days later –a 44% lift 


*Source: Nielsen 2010 State of the Media, Forrester’s Consumer Technographics Online Study
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Consumer & Media Trends- Broadcast


Live, 92%


Time Shifted, 


8%


*Source: Nielsen 2010 State of the Media, Forrester’s Consumer Technographics Online Study


Pay Attention 


to Ads, 58%


Don't Pay 


Attention to 


Ads, 42%
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Consumer & Media Trends- Broadcast


 SiriusXM Radio


 20.6 million Sirius subscribers spend 2 hours and 45 minutes in their vehicle 
per day


 71% of that time is spent listening to SiriusXM


 The other 29% of the time is spent on terrestrial radio or mobile devices


 Commercial time of 8 minutes per hour across SiriusXM channels vs. 15+ 
minutes per hour on terrestrial radio


 Demographic


 58% Male/42% Female


 Average Age 46


 Average HHI $102,316


*Source: Scarborough USA Plus-Release 2 2010, Base:  A25-49, Arbitron, SiriusXM Audience Study Q4 2009


Arbitron, SiriusXM Audience Study, Q4 2009
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SiriusXM Market Penetration


MARKET POPULATION SXM LISTENERS (%)


LOS ANGELES 16,373,645 1,720,990 (10.51%)
SAN FRANCISCO 7,092,596 689,033 (9.71%)
NEW YORK 21,361,797 3,186,038 (14.91%)
PHOENIX 3,251,876 494,180  (15.20%)
SAN DIEGO 2,813,833 348,014  (12.37%)
CHICAGO 9,312,255 1,073,896  (11.53%)
WASHINGTON 7,538,385 1,588,020  (21.07%)
DENVER 2,449,054 446,053 (18.21%)
LAS VEGAS 1,408,250 327,663  (23.27%)
SEATTLE 3,604,165 400,989  (11.13%)
DALLAS 5,346,119 878,997  (16.44%)
BOSTON 5,715,698 803,592  (14.06%)
HOUSTON 4,815,122 783,439  (16.27%)
SALT LAKE CITY 1,454,259 184,718  (12.70%)
ATLANTA 4,548,344 760,141  (16.71%)


*Source: Scarborough USA Plus-Release 2 2010, Base:  A25-49, Arbitron, SiriusXM Audience Study Q4 2009
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Consumer & Media Trends- Print
 Local


 Tourist Audit


 Conducted two times per year


 Strategy


 Focus on distribution


 How does the consumer relate


 Outcome


 Mid year changes, new opportunities


 Next year planning


 National


 Importance of running


 Events and PR


 Added Value- online


 Are people reading?


 Yes, the average per day is 12 minutes


 QR Codes


 More engagement with online
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Consumer & Media Trends - iPad
 The iPad Marketplace


 Apple released the first iPad in April 2010, and sold 3 million devices in 
80 days


 14.8 million iPads sold in 2010


 More than 15 million iPads have been sold since the release of iPad 2


 Apple is expected to sell 37.9 million iPads in 2011


 63% of the market share


 Top media consumed on the iPad:


 Web browsing & e-mail make up over 25% of table usage


 Apps (games, etc.) contribute to 40% of tablet use


 Followed by:


 Social Network sites


 Watching movies and videos


 Reading news


*Source: WIRED Magazine + Apple; Reporting based on Apple’s fiscal year
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Consumer & Media Trends- Out of Home


 EYES ON Ratings


 Weekly impressions vs. traffic patterns 


 More accurate knowledge of who 
sees the boards


 Will include demographic information


 Includes static outdoor boards and 


bus shelters


 In 2011 will include mobile billboards 


 Local Market Challenges and Opportunities


 Sound Wall I-15


 Lamar 


 Clear Channel
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Consumer & Media Trends- Out of Home


 Feeder Market Moratorium


 Los Angeles – The moratorium granted a 5 
year stay for outdoor companies. During 
this “stay” they were allowed to add 
additional boards, wallscapes and 
superscapes with permission from 
California State and local governments. In 
2010 the “stay” was removed and all 
structures that did not have prior legal 
permits had to be removed.  Over 350 
billboards and wallscapes were removed 
after this time.


 Estimated Increase


 A 6-7% increase is expected for 2011 
on OOH 


 Airport panels will increase by 10-12% 
due to closing of MGM Resorts store
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LVCVA YTD Updates


 Clark County gaming revenue is up nearly +5.8%


 Gaming revenue on the Las Vegas Strip has an increase of over +8.5%.


 Visitation is up +5.1%


 ADR up +10.1% 


 Average Daily Auto Traffic is up +.08%


 The LVCVA has proposed a 24 week broadcast recommendation that will be 
flighted out starting Q1-Q3 of 2011.  They plan on focusing on key feeder 
markets such as LA, PHX, and SD. 


*Sources: Las Vegas Convention and Visitors Authority; McCarran International Airport; Nevada Department of Transportation (NDOT); 
Nevada Gaming Control Board
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McCarran YTD Updates


*Source: McCarran Airport


Passengers at McCarran were up over +3.8%


Top Carriers


Southwest


Delta


US Airways


American


Allegiant


The growth rate still falls 17% short of the 555,000 seats coming into  
and out of McCarran during the peak in 2007, but the air seat forecast 
is increasing month to month
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Competitive Methodology


 Kantar Media offers a range of media insights and audience measurement 
services through the analysis of print, radio, TV, internet, cinema, mobile, social 
media, and outdoor worldwide. 


 Kantar evaluates each medium and tracks details of each ad (length, size, 
type, etc.) that is viewed


 Media rates are obtained from either the publication or rate cards that are 
publicly accessible


 *Please note: all competitive data that is being reported should be used as a 
guideline 
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National


*Source: Kantar Media Copyright 2011 (2010: Jan-Dec, 2011: Jan-Apr)


Cosmopolitan, $848.9


Bellagio, $263.5


Mandalay Bay, $74.4


Caesars, $41.0
MGM Grand LV, $29.6


Cosmopolitan, $717.9


Mandalay Bay, $15.0


Wynn, $2.7


Mediums include: National Newspaper, National Spot Radio, Network Radio, Network TV


2010 (Jan-Dec)
Luxury


2011 (Jan-Apr) 2010 (Jan-Dec)
Core


2011 (Jan-Apr)


Treasure Island, $120.0 Stratosphere, $448.9
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Los Angeles


*Source: Kantar Media Copyright 2011 (2010: Jan-Dec, 2011: Jan-Apr)


Cosmopolitan, $2,310.0


Aria, $1,247.5


Palazzo, $1,029.1


The Mirage, $803.5


MGM Grand LV, $734.4


Mandalay Bay, $655.2


CC Residential, $584.4


Wynn, $387.5


Vadara, $322.6


Venetian, $247.5


Paris, $91.4
Caesars, $4.7
Bellagio, $2.0


Mediums include: B-to-B, Cable, Hispanic news/mag, Local radio/mag/news, Outdoor, Spot TV, Sunday mag, Syndication


Cosmopolitan, 


$1,710.5


Aria, $790.2


Caesars, $653.5


M GM  Grand LV, $227.0


Wynn, $133.9
The Mirage, $120.2


Mandalay Bay, $105.8


Vadara, $21.3


Harrahs, $765.6


NYNY, $680.8


Luxor, $309.0


Monte Carlo, $253.5


PH, $23.5


Stratosphere, $1,109.6


Harrahs, $581.1


Circus-Circus, $172.8


NYNY, $146.9


Monte Carlo, $100.0
Luxor, $91.9


Tropicana, $61.4


2010 (Jan-Dec)
Luxury


2011 (Jan-Apr) 2010 (Jan-Dec)
Core


2011 (Jan-Apr)
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Las Vegas


*Source: Kantar Media Copyright 2011 (2010: Jan-Dec, 2011: Jan-Apr)


Mediums include: B-to-B, Cable, Hispanic news/mag, Local radio/mag/news, Outdoor, Spot TV, Sunday mag, Syndication


Mandalay Bay, $468.5


MGM Grand LV, $403.9


Wynn, $340.9


The Mirage, $296.2


Cosmopolitan, $113.8


Aria, $89.8
Venetian, $67.3


Bellagio, $47.4
Palazzo, $40.9
Caesars, $39.5


Paris, $13.8


CC Residential, $1.4


The Mirage, $1,777.4


Mandalay Bay, $1,627.6


MGM Grand LV, $1,601.9


Wynn, $1,058.4


Palazzo, $457.7


Venetian, $419.1


Caesars, $382.6
Cosmopolitan, $314.2


Paris, $205.6


Bellagio, $161.1


Aria, $150.2


2010 (Jan-Dec)
Luxury


2011 (Jan-Apr) 2010 (Jan-Dec)
Core


2011 (Jan-Apr)


Harrahs, $2,049.6


Stratosphere, $596.1


Circus-Circus, $561.4


Treasure Island, $493.7


Monte Carlo, $291.7


Flamingo, $278.5


PH, $244.4
Excalibur, $200.3


Tropicana, $160.5
NYNY, $141.5


Luxor, $97.0
Ballys, $67.1


Imperial Palace, $8.5


Harrahs, $525.7


Stratosphere, $508.1


TI, $179.2


Circus-Circus, $116.0


Tropicana, $65.8
Luxor, $60.5


Monte Carlo, $46.9


Excalibur, $31.6
NYNY, $22.4


Planet Hollyw ood, $12.9
Flamingo, $3.0


Ballys, $1.6
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San Francisco


*Source: Kantar Media Copyright 2011 (2010: Jan-Dec, 2011: Jan-Apr)


Mediums include: B-to-B, Cable, Hispanic news/mag, Local radio/mag/news, Outdoor, Spot TV, Sunday mag, Syndication


Cosmopolitan, $574.4


Caesars, $525.8


Aria, $394.1


The Mirage, $165.0


Bellagio, $37.1


Mandalay Bay, $6.0


Aria, $282.3


The Mirage, $130.0


Cosmopolitan, $82.5


Bellagio, $18.5


Flamingo, $3.6


Harrahs, $1.3


Flamingo, $1.7


Harrahs, $0.3


2010 (Jan-Dec)
Luxury


2011 (Jan-Apr) 2010 (Jan-Dec)
Core


2011 (Jan-Apr)
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New York


*Source: Kantar Media Copyright 2011 (2010: Jan-Dec, 2011: Jan-Apr)


Mediums include: B-to-B, Cable, Hispanic news/mag, Local radio/mag/news, Outdoor, Spot TV, Sunday mag, Syndication


Cosmopolitan, $1,319.7


Mandalay Bay, $80.0


The Mirage, $54.2


Aria, $26.4


Harrahs, $804.5


Luxor, $105.4


NYNY, $75.0


Monte Carlo, $65.1


Tropicana, $48.8


Harrahs, $394.7


NYNY, $16.5
Monte Carlo, $10.0


2010 (Jan-Dec)
Luxury


2011 (Jan-Apr) 2010 (Jan-Dec)
Core


2011 (Jan-Apr)


Cosmopolitan, $1,555.8


The Mirage, $646.9


Aria, $70.6
Mandalay Bay, $67.2


Caesars, $63.2
MGM Grand LV, $4.1
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Chicago


*Source: Kantar Media Copyright 2011 (2010: Jan-Dec, 2011: Jan-Apr)


Mediums include: B-to-B, Cable, Hispanic news/mag, Local radio/mag/news, Outdoor, Spot TV, Sunday mag, Syndication


Cosmopolitan, $1,004.7


Aria, $338.8


1


Cosmopolitan, $336.9


The Mirage, $118.3


Caesars, $10.4


Harrahs, $405.8
Harrahs, 58.9


2010 (Jan-Dec)
Luxury


2011 (Jan-Apr) 2010 (Jan-Dec)
Core


2011 (Jan-Apr)
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Dallas


*Source: Kantar Media Copyright 2011 (2010: Jan-Dec, 2011: Jan-Apr)


Mediums include: B-to-B, Cable, Hispanic news/mag, Local radio/mag/news, Outdoor, Spot TV, Sunday mag, Syndication


Cosmopolitan, $572.3


Aria, $209.3


The Mirage, $50.8


Cosmopolitan, $233.1


The Mirage, $6.1


Harrahs, $167.8
Harrahs, $28.9


2010 (Jan-Dec)
Luxury


2011 (Jan-Apr) 2010 (Jan-Dec)
Core


2011 (Jan-Apr)
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Phoenix


*Source: Kantar Media Copyright 2011 (2010: Jan-Dec, 2011: Jan-Apr)


Mediums include: B-to-B, Cable, Hispanic news/mag, Local radio/mag/news, Outdoor, Spot TV, Sunday mag, Syndication


Cosmopolitan, $326.2


MGM Grand LV, $66.1


Mandalay Bay, $6.6


Cosmopolitan, $105.9


MGM Grand LV, $46.4


Harrahs, $126.8


Harrahs, $270.2


Luxor, $55.7


Tropicana, $51.2


2010 (Jan-Dec)
Luxury


2011 (Jan-Apr) 2010 (Jan-Dec)
Core


2011 (Jan-Apr)
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San Diego


*Source: Kantar Media Copyright 2011 (2010: Jan-Dec, 2011: Jan-Apr)


Mediums include: B-to-B, Cable, Hispanic news/mag, Local radio/mag/news, Outdoor, Spot TV, Sunday mag, Syndication


Cosmopolitan, $418.2


Caesars, $107.0


Palazzo, $96.2


Vadara, $32.9


MGM Grand LV, $32.2


Cosmopolitan, $252.1


MGM Grand LV, $14.8


Harrahs, $799.8


1


Harrahs, $177.3


Circus-Circus, $15.1


2010 (Jan-Dec)
Luxury


2011 (Jan-Apr) 2010 (Jan-Dec)
Core


2011 (Jan-Apr)
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Competitive Summary


 The Cosmopolitan has the majority of the market share in many of our top 
markets for all Luxury properties
 Los Angeles
 San Francisco (2010)
 New York
 Chicago
 Dallas
 Phoenix
 San Diego


 Harrah’s has the majority of the market share in many of our top markets 
for all Core properties
 Los Angeles (2010)
 Las Vegas
 New York
 Chicago
 Dallas
 Phoenix
 San Diego
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You know who your customers are, where 
do we find them? 
 Research


 Internal (Corporate and Property)


 MSA and ZIP Code reports


 External


 Research tools


 MRI


 Quintile maps


 Scarborough


 Example


 Who lives in our top zip codes?


 91709 Chino Hills


 Age 32.6


 38% Hispanic, 59% White


 56% Married


 25% Bachelors degree or higher


 HHI $112,017


*Source: 2010 Census Based Estimates
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Baby Boomers 1956-1965


 The first generation, at 
least in Western 
countries, to grow up 
with television 


 Utilize media in a 
similar fashion as   
Gen Y, but consume 
more traditional 
media


*Source: NYU Wagner, Multi Generational Leadership Conference, May 2009
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Generation X 1964-1977
 They do not shrink from 


the density of 
information that is 
available, particularly 
on the Internet; the 
mass media is viewed 
as crucial, not corrupt


 They are 
entrepreneurial, live 
hard, work hard 
mentality


*Source: NYU Wagner, Multi Generational Leadership Conference, May 2009
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Generation Y 1978-1993
 Marked by an 


increased use and 
familiarity with 
communications, 
media, and digital 
technologies


 They assume 
technology


 Pursue luxury


*Source: NYU Wagner, Multi Generational Leadership Conference, May 2009
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Time Spent with Mediums Per Day


18-33 34-45 46-55 56-64 65-73 74+


Gen Y
Millennials


Gen X
MTV 


Generation


Younger 
Boomers


Jones 
Generation


Older 
Boomers
Golden 


Boomers


Silent 
Generation


GI 
Generation


% of 
Population


30% 19% 20% 14% 7% 9%


TV 232.8 273.6 283.8 382.7 431.4 431.4


Newspaper 13.8 20.4 21.6 32.4 34.2 34.2


Radio 73.2 100.8 106.2 106.8 59.4 59.4


Magazine 13.2 13.8 15 16.2 19.2 19.2


Internet 192.6 168 160.2 147 93 93


Mobile 33 21 19.2 14.4 0 0


*Source: TB Media Comparison Study 2010
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Combined Marketing Efforts


Print


 Luxury 


 Travel and Leisure or Conde Nast Traveler


 Impact unit across multi platform- Ipad, 
online, in book


 Core


 Budget Travel


 Guys and Girls Getaway Weekend


Radio


 SiriusXM


 National campaigns across multiple stations-
Sports, Talk, Female, etc


 Program integration, sweepstakes to build 
database


 CBS Altitude


 National cross platform promotion owned by CBS 


 Cross property promotion to target specific 
timeframes
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Combined Marketing Efforts


Sponsorships


 Purchase large package and share savings across several 
properties


 Olympics


 ESPN Radio 


 Clippers/Lakers


 Dodgers/Angels


Los Angeles


 Be exclusive hotel partner in LA, complete domination 
for length of time


 Coffee sleeves


 Fitness networks


 Traffic sponsorships


 Digital boards


 Social Network in Bars


 LA focused events








NEVADA DEPARTMENT OF 
TOURISM


2015-2017


Media 
Recommendation







MEET BOB


He loves adventure and travelling, and is in his late twenties.  Each 
morning he wakes up and heads to the gym.  While at the gym, he 
listens to Pandora on his iPod.  After the gym, he heads to his favorite 
coffee shop and gets a latte while he reads the Weekly to catch up on 
some light politics, and see what is taking place in his town that 
weekend.  He then gets in his car and drives his 4.2 miles to work, 
where he thinks about his plans for the weekend.  After work he either 
meets his colleagues for a drink at the local pub, or catches a movie 
with his girlfriend.  Then he heads home, and catches up with his 
favorite TV shows.







OBJECTIVES


The objective for the 2015-2017 Media Budget is to 
establish brand awareness for the State of Nevada, 
Department of Tourism, driving an increased visibility and 
visitation of the State.  The media plan will target the 
adventure tourist, aged 25-40 using a creative integrated 
media plan.  Our goal is to reach Bob, several times 
throughout his day with different mediums, establishing a 
solid reach and frequency plan.







STRATEGIES


We will use various targeted media to alert tourists about 
the various offerings Nevada has to offer


Target Markets- run campaigns in target markets to create 
brand awareness and drive traffic to the website


Campaigns- use integrated campaigns that tell a story to 
the target audience to establish both reach and frequency







PANDORA RADIO


Pandora connects bands, brands and fans through the passion 
point of music. With monthly unique visitors at 76 million strong–
and the combination of a personalized listening experience and 
precision targeting ensures your message is reaching the right 
audience at the right time







COFFEE SLEEVES


The average person spends 12 minutes with their cup of coffee


Use of a simple and effective form of gorilla marketing, gets the right 
message into the hands of the right audience


Opportunity of using a contest or text offer to create a database and 
track CTA for direct results







PRINT


Alternative Weekly Newspapers
Weekly Tabloid Newspaper that 
focuses on culture, community, 
politics, trends, current issues


Circulation can average 100-
70,000 copies every Thursday


Audience A 25-49, HHI $55-
75,000







LIFESTYLE CENTER


Run a complete campaign in Lifestyle Centers to target 
families with Gen Y teens, thirty-something's, affluent 
middle class adults


Campaign to include
 Posters


 LED Digital Ads


 Floor Graphics







STATIC/DIGITAL BILLBOARDS AND 
POSTERS


Use a combination of both 
static and digital billboards 
along key, high traffic 
freeways and streets 







BARS AND GYMS


ZoomSocial reaches the nation’s young 
adults when they are out having fun in their 
favorite bars and nightlife destinations. 
Advertisers can reach a socially active 
audience while they are spending time with 
friends, and making new ones.


ZoomFitness Network that targets thought 
leaders and influencers who have an above 
average household income and are better 
educated than the average consumer. They 
visit their gyms multiple times each week and 
value a healthy and active lifestyle







MOVIE ADVERTISING


FirstLook combines exclusive studio 
content with national, regional and 
local advertising to provide a “first 
look” at everything entertainment. 
From behind-the-scenes looks at 
upcoming movies and TV shows, to 
what’s new in music and sports, 
FirstLook is your opportunity to 
advertise adjacent to the world’s best 
first-run programming







HULU


Hulu leads the industry in cutting edge custom creative and 
choice-based ad formats, empowering users to interact with 
brands they truly care about. This unique feedback informs our 
proprietary ad serving technology and enables us to deliver 
ads that are more relevant, more engaging, and ultimately, 
more effective.







AIRPORT


Use Airports in target markets to 
keep Nevada top of mind to 
people who have a high 
propensity to travel


Use Airports to create awareness 
of various amenities Nevada has 
to offer







AIRLINE PUBLICATIONS


Use Airline publications as a 
national reach and as a first 
touch into the State
 Average Readership 
4,500,000


Audience A 25-54, HHI $95-
105,000
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11/18/2014 26 2 9 16 23 2 9 16 23 30 6 13 20 27 4 11 18 25 1 8 15 22


NATIONAL DESCRIPTION


PRINT


SOUTHWEST SPIRIT FP4C 3 $45,000


DELTA SKY FP4C 3 $51,000


ALLEGIANT SUNSEEKER FP4C  3 $10,800


NATIONAL SUBTOTAL $106,800


LOS ANGELES DESCRIPTION


PRINT


LA WEEKLY FP4C  8 $32,000


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 3 $30,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL  3 $60,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 3 $60,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 3 $90,000


DIGITAL BILLBOARDS VARIOUS 3 $60,000


AIRPORT BOARDS LAX, BURBANK, ONTARIO 3 $90,000


PRODUCTION AND INSTALL VARIOUS 1 $10,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 3 $45,000


BARS AND GYMS VARIOUS 3 $60,000


LOS ANGELES SUBTOTAL $537,000


SAN FRANSISCO DESCRIPTION


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 3 $30,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 3 $60,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 3 $60,000


OUTDOOR


SPECTACULARS VARIOUS 3 $120,000


POSTERS VARIOUS 3 $90,000


AIRPORT BOARDS SAN FRANSISCO 3 $60,000


PRODUCTION AND INSTALL VARIOUS 1 $20,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 3 $45,000


BARS AND GYMS VARIOUS 3 $60,000


SAN FRANSISCO SUBTOTAL $545,000


PHOENIX DESCRIPTION


PRINT


PHOENIX NEW TIMES FP4C  3 $9,600


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 3 $18,000


TV


CABLE- NCC :30 SPOT 3 $60,000


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 3 $60,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 3 $45,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 3 $60,000


DIGITAL BILLBOARDS VARIOUS 3 $75,000


AIRPORT BOARDS PHOENIX 3 $60,000


PRODUCTION AND INSTALL VARIOUS 1 $8,000


EXPERIENTIAL


LIFESTYLE CENTERS VARIOUS 3 $45,000


COFFEE SLEEVES TARGETED COFFEE SHOPS 3 $21,000


BARS AND GYMS VARIOUS 3 $24,000


PHOENIX SUBTOTAL $485,600


TOTAL
COST


FREQ
MAY


$159,200


MAY


MAY


MAY


MAY


MAY


MAY


$175,000


MAY


JUNE


MAY JUNE


MAY JUNE


NEVADA DEPARTMENT OF TOURISM JUNEFEBRUARY MARCH APRIL


JUNE


$167,200$0 $0 $159,200


JUNE


APRIL


$195,000


APRIL


APRIL


APRIL


APRIL


APRIL


APRIL


APRIL


JUNE


APRIL


APRIL JUNE


JUNE


APRIL MAY JUNE


APRIL MAY JUNE


$0 $0


$0


$0


MAY JUNE


APRIL MAY JUNE


APRIL


$0 $175,000


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


$187,000 $173,000 $177,000


APRIL MAY JUNE


APRIL


APRIL MAY JUNE


APRIL


APRIL MAY JUNE


APRIL MAY JUNE


$0 $35,600 $35,600 $35,600


APRIL MAY JUNE


APRIL MAY JUNE


Page 1







NEVADA DEPARTMENT OF TOURISM 2015


SALT LAKE CITY DESCRIPTION


PRINT


SALT LAKE CITY WEEKLY FP4C  3 $10,500


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 3 $18,000


TV


CABLE- NCC :30 SPOT 3 $60,000


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 3 $60,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 3 $45,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 3 $60,000


DIGITAL BILLBOARDS VARIOUS 3 $30,000


AIRPORT BOARDS SALT LAKE CITY 3 $45,000


PRODUCTION AND INSTALL VARIOUS 1 $8,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 3 $30,000


BARS AND GYMS VARIOUS 3 $30,000


SALT LAKE CITY SUBTOTAL $396,500


SACRAMENTO DESCRIPTION


PRINT


SACRAMENTO NEWS AND REVIEW FP4C  3 $9,600


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 3 $18,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 3 $45,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 3 $60,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 3 $90,000


DIGITAL BILLBOARDS VARIOUS 3 $45,000


AIRPORT BOARDS SACRAMENTO 3 $45,000


PRODUCTION AND INSTALL VARIOUS 1 $10,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 3 $30,000


BARS AND GYMS VARIOUS 3 $30,000


SACRAMENTO SUBTOTAL $382,600


BOISE DESCRIPTION


PRINT


BOISE WEEKLY FP4C  3 $9,600


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 3 $18,000


TV


CABLE- NCC :30 SPOT 3 $24,000


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 3 $45,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 3 $30,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 3 $90,000


DIGITAL BILLBOARDS VARIOUS 3 $30,000


AIRPORT BOARDS SALT LAKE CITY 3 $45,000


PRODUCTION AND INSTALL VARIOUS 1 $8,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 3 $15,000


BARS AND GYMS VARIOUS 3 $24,000


BOISE SUBTOTAL $338,600


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


$0 $0 $137,500 $129,500 $129,500


APRIL


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


$0 $0 $134,200 $124,200 $124,200


APRIL MAY JUNE


$0 $0 $118,200 $110,200 $110,200


JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY


Page 2







NEVADA DEPARTMENT OF TOURISM 2015


LAS VEGAS DESCRIPTION


PRINT


LV WEEKLY FP4C  3 $10,500


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 3 $24,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 3 $30,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 3 $30,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 3 $45,000


DIGITAL BILLBOARDS VARIOUS 3 $45,000


AIRPORT BOARDS SACRAMENTO 3 $60,000


PRODUCTION AND INSTALL VARIOUS 1 $12,000


EXPERIENTIAL


LIFESTYLE CENTERS TOWN SQUARE, DOWNTOWN SUMMERLIN 3 $30,000


COFFEE SLEEVES TARGETED COFFEE SHOPS 3 $24,000


BARS AND GYMS VARIOUS 3 $30,000


LAS VEGAS SUBTOTAL $340,500


RENO DESCRIPTION


PRINT


RENO NEWS AND REVIEW FP4C  3 $9,600


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 3 $30,000


TV


CABLE- NCC :30 SPOT 3 $30,000


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 3 $30,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 3 $30,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 3 $45,000


DIGITAL BILLBOARDS VARIOUS 3 $15,000


AIRPORT BOARDS SALT LAKE CITY 3 $30,000


PRODUCTION AND INSTALL VARIOUS 1 $8,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 3 $15,000


BARS AND GYMS VARIOUS 3 $24,000


RENO SUBTOTAL $266,600


CHICAGO DESCRIPTION


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 6 $6,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 6 $6,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 6 $6,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 6 $12,000


DIGITAL BILLBOARDS VARIOUS 6 $9,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 6 $6,000


BARS AND GYMS VARIOUS 6 $6,000


CHICAGO SUBTOTAL $51,000$0 $0 $34,000 $17,000 $0


$0 $0 $94,200 $86,200


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


$86,200


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


$0 $0 $121,500 $109,500 $109,500


APRIL


APRIL MAY JUNE


APRIL MAY JUNE
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SAN DIEGO DESCRIPTION


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 6 $6,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 6 $6,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 6 $6,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 6 $16,500


DIGITAL BILLBOARDS VARIOUS 6 $9,000


EXPERIENTIAL


LIFESTYLE CENTERS VARIOUS 6 $12,000


COFFEE SLEEVES TARGETED COFFEE SHOPS 6 $12,000


BARS AND GYMS VARIOUS 6 $12,000


SAN DIEGO SUBTOTAL $79,500


DALLAS DESCRIPTION


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 6 $6,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 6 $6,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 6 $6,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 6 $15,000


DIGITAL BILLBOARDS VARIOUS 6 $9,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 6 $6,000


BARS AND GYMS VARIOUS 6 $6,000


DALLAS SUBTOTAL $54,000


HOUSTON DESCRIPTION


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 6 $6,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 6 $6,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 6 $6,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 6 $15,000


DIGITAL BILLBOARDS VARIOUS 6 $9,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 6 $6,000


BARS AND GYMS VARIOUS 6 $6,000


HOUSTON SUBTOTAL $54,000$0 $0 $36,000 $18,000 $0


$0 $0 $36,000 $18,000 $0


$0 $0 $53,000 $26,500 $0


Page 4







NEVADA DEPARTMENT OF TOURISM 2015


FRESNO DESCRIPTION


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 6 $6,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 6 $6,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 6 $6,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 6 $15,000


DIGITAL BILLBOARDS VARIOUS 6 $9,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 6 $6,000


BARS AND GYMS VARIOUS 6 $6,000


FRESNO SUBTOTAL $54,000


NEW YORK CITY DESCRIPTION


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 6 $6,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 6 $6,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 6 $6,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS  6 $15,000


AIRPORT BOARDS SALT LAKE CITY 6 $24,000


PRODUCTION AND INSTALL VARIOUS 1 $8,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 6 $24,000


BARS AND GYMS VARIOUS 6 $18,000


NEW YORK CITY SUBTOTAL $107,000


$3,798,700


VARIANCE


-$1,300


$0 $0 $74,000 $33,000 $0


$0 $0 $36,000 $18,000 $0


$0 $1,459,400$0 $1,106,400$1,232,900MEDIA TOTALS


APPROVED BUDGET TOTAL MEDIA


$3,800,000 $3,798,700
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# FEB # MAR # APR # MAY # JUN COST FREQ TOTAL


NATIONAL DESCRIPTION VENDOR


PRINT


SOUTHWEST SPIRIT FP4C $0 $0 1 $15,000 1 $15,000 1 $15,000 $15,000 3 $45,000


DELTA SKY FP4C $0 $0 1 $17,000 1 $17,000 1 $17,000 $17,000 3 $51,000


ALLEGIANT SUNSEEKER FP4C $0 $0 1 $3,600 1 $3,600 1 $3,600 $3,600 3 $10,800


0 $0 0 $0 3 $35,600 3 $35,600 3 $35,600 $106,800


LOS ANGELES DESCRIPTION VENDOR


PRINT


LA WEEKLY FP4C $0 $0 3 $12,000 2 $8,000 3 $12,000 $4,000 8 $32,000


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 3 $30,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL $0 $0 1 $20,000 1 $20,000 1 $20,000 $20,000 3 $60,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 1 $20,000 1 $20,000 1 $20,000 $20,000 3 $60,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS $0 $0 1 $30,000 1 $30,000 1 $30,000 $30,000 3 $90,000


DIGITAL BILLBOARDS VARIOUS $0 $0 1 $20,000 1 $20,000 1 $20,000 $20,000 3 $60,000


AIRPORT BOARDS LAX, BURBANK, ONTARIO $0 $0 1 $30,000 1 $30,000 1 $30,000 $30,000 3 $90,000


PRODUCTION AND INSTALL VARIOUS $0 $0 1 $10,000 $0 $0 $10,000 1 $10,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS $0 $0 1 $15,000 1 $15,000 1 $15,000 $15,000 3 $45,000


BARS AND GYMS VARIOUS $0 $0 1 $20,000 1 $20,000 1 $20,000 $20,000 3 $60,000


0 $0 0 $0 12 $187,000 10 $173,000 11 $177,000 $537,000


SAN FRANSISCO DESCRIPTION VENDOR


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 3 $30,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL $0 $0 1 $20,000 1 $20,000 1 $20,000 $20,000 3 $60,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 1 $20,000 1 $20,000 1 $20,000 $20,000 3 $60,000


OUTDOOR


SPECTACULARS VARIOUS $0 $0 1 $40,000 1 $40,000 1 $40,000 $40,000 3 $120,000


POSTERS VARIOUS $0 $0 1 $30,000 1 $30,000 1 $30,000 $30,000 3 $90,000


AIRPORT BOARDS SAN FRANSISCO $0 $0 1 $20,000 1 $20,000 1 $20,000 $20,000 3 $60,000


PRODUCTION AND INSTALL VARIOUS $0 $0 1 $20,000 $0 $0 $20,000 1 $20,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS $0 $0 1 $15,000 1 $15,000 1 $15,000 $15,000 3 $45,000


BARS AND GYMS VARIOUS $0 $0 1 $20,000 1 $20,000 1 $20,000 $20,000 3 $60,000


0 $0 0 $0 9 $195,000 8 $175,000 8 $175,000 $545,000


PHOENIX DESCRIPTION VENDOR


PRINT


PHOENIX NEW TIMES FP4C $0 $0 1 $3,200 1 $3,200 1 $3,200 $3,200 3 $9,600


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 1 $6,000 1 $6,000 1 $6,000 $6,000 3 $18,000


TV


CABLE- NCC :30 SPOT, ON SCREEN REGIONAL $0 $0 1 $20,000 1 $20,000 1 $20,000 $20,000 3 $60,000


NATIONAL CINEMA MEDIA :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 1 $20,000 1 $20,000 1 $20,000 $20,000 3 $60,000


HULU 0 $0 $0 1 $15,000 1 $15,000 1 $15,000 $15,000 3 $45,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS $0 $0 1 $20,000 1 $20,000 1 $20,000 $20,000 3 $60,000


DIGITAL BILLBOARDS VARIOUS $0 $0 1 $25,000 1 $25,000 1 $25,000 $25,000 3 $75,000


AIRPORT BOARDS PHOENIX $0 $0 1 $20,000 1 $20,000 1 $20,000 $20,000 3 $60,000


PRODUCTION AND INSTALL VARIOUS $0 $0 1 $8,000 $0 $0 $8,000 1 $8,000


EXPERIENTIAL


LIFESTYLE CENTERS VARIOUS $0 $0 1 $15,000 1 $15,000 1 $15,000 $15,000 3 $45,000


COFFEE SLEEVES TARGETED COFFEE SHOPS $0 $0 1 $7,000 1 $7,000 1 $7,000 $7,000 3 $21,000


BARS AND GYMS VARIOUS $0 $0 1 $8,000 1 $8,000 1 $8,000 $8,000 3 $24,000


0 $0 0 $0 12 $167,200 11 $159,200 11 $159,200 $485,600


NEVADA DEPARTMENT OF TOURISM


SUBTOTAL


SUBTOTAL


SUBTOTAL


SUBTOTAL
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SALT LAKE CITY DESCRIPTION VENDOR


PRINT


SALT LAKE CITY WEEKLY FP4C $0 $0 1 $3,500 1 $3,500 1 $3,500 $3,500 3 $10,500


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 1 $6,000 1 $6,000 1 $6,000 $6,000 3 $18,000


TV


CABLE- NCC :30 SPOT $0 $0 1 $20,000 1 $20,000 1 $20,000 $20,000 3 $60,000


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL $0 $0 1 $20,000 1 $20,000 1 $20,000 $20,000 3 $60,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 1 $15,000 1 $15,000 1 $15,000 $15,000 3 $45,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS $0 $0 1 $20,000 1 $20,000 1 $20,000 $20,000 3 $60,000


DIGITAL BILLBOARDS VARIOUS $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 3 $30,000


AIRPORT BOARDS SALT LAKE CITY $0 $0 1 $15,000 1 $15,000 1 $15,000 $15,000 3 $45,000


PRODUCTION AND INSTALL VARIOUS $0 $0 1 $8,000 $0 $0 $8,000 1 $8,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 3 $30,000


BARS AND GYMS VARIOUS $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 3 $30,000


0 $0 0 $0 11 $137,500 10 $129,500 10 $129,500 $396,500


SACRAMENTO DESCRIPTION VENDOR


PRINT


SACRAMENTO NEWS AND REVIEW FP4C $0 $0 1 $3,200 1 $3,200 1 $3,200 $3,200 3 $9,600


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 1 $6,000 1 $6,000 1 $6,000 $6,000 3 $18,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL $0 $0 1 $15,000 1 $15,000 1 $15,000 $15,000 3 $45,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 1 $20,000 1 $20,000 1 $20,000 $20,000 3 $60,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS $0 $0 1 $30,000 1 $30,000 1 $30,000 $30,000 3 $90,000


DIGITAL BILLBOARDS VARIOUS $0 $0 1 $15,000 1 $15,000 1 $15,000 $15,000 3 $45,000


AIRPORT BOARDS SACRAMENTO $0 $0 1 $15,000 1 $15,000 1 $15,000 $15,000 3 $45,000


PRODUCTION AND INSTALL VARIOUS $0 $0 1 $10,000 $0 $0 $10,000 1 $10,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 3 $30,000


BARS AND GYMS VARIOUS $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 3 $30,000


0 $0 0 $0 10 $134,200 9 $124,200 9 $124,200 $382,600


BOISE DESCRIPTION VENDOR


PRINT


BOISE WEEKLY FP4C $0 $0 1 $3,200 1 $3,200 1 $3,200 $3,200 3 $9,600


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 1 $6,000 1 $6,000 1 $6,000 $6,000 3 $18,000


TV


CABLE- NCC :30 SPOT $0 $0 1 $8,000 1 $8,000 1 $8,000 $8,000 3 $24,000


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL $0 $0 1 $15,000 1 $15,000 1 $15,000 $15,000 3 $45,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 3 $30,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS $0 $0 1 $30,000 1 $30,000 1 $30,000 $30,000 3 $90,000


DIGITAL BILLBOARDS VARIOUS $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 3 $30,000


AIRPORT BOARDS SALT LAKE CITY $0 $0 1 $15,000 1 $15,000 1 $15,000 $15,000 3 $45,000


PRODUCTION AND INSTALL VARIOUS $0 $0 1 $8,000 $0 $0 $8,000 1 $8,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS $0 $0 1 $5,000 1 $5,000 1 $5,000 $5,000 3 $15,000


BARS AND GYMS VARIOUS $0 $0 1 $8,000 1 $8,000 1 $8,000 $8,000 3 $24,000


0 $0 0 $0 11 $118,200 10 $110,200 10 $110,200 $338,600


SUBTOTAL


SUBTOTAL


SUBTOTAL
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LAS VEGAS DESCRIPTION VENDOR


PRINT


LV WEEKLY FP4C $0 $0 1 $3,500 1 $3,500 1 $3,500 $3,500 3 $10,500


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 1 $8,000 1 $8,000 1 $8,000 $8,000 3 $24,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 3 $30,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 3 $30,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS $0 $0 1 $15,000 1 $15,000 1 $15,000 $15,000 3 $45,000


DIGITAL BILLBOARDS VARIOUS $0 $0 1 $15,000 1 $15,000 1 $15,000 $15,000 3 $45,000


AIRPORT BOARDS SACRAMENTO $0 $0 1 $20,000 1 $20,000 1 $20,000 $20,000 3 $60,000


PRODUCTION AND INSTALL VARIOUS $0 $0 1 $12,000 $0 $0 $12,000 1 $12,000


EXPERIENTIAL


LIFESTYLE CENTERS TOWN SQUARE, DOWNTOWN SUMMERLIN $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 3 $30,000


COFFEE SLEEVES TARGETED COFFEE SHOPS $0 $0 1 $8,000 1 $8,000 1 $8,000 $8,000 3 $24,000


BARS AND GYMS VARIOUS $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 3 $30,000


0 $0 0 $0 11 $121,500 10 $109,500 10 $109,500 $340,500


RENO DESCRIPTION VENDOR


PRINT


RENO NEWS AND REVIEW FP4C $0 $0 1 $3,200 1 $3,200 1 $3,200 $3,200 3 $9,600


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 3 $30,000


TV


CABLE- NCC :30 SPOT $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 3 $30,000


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 3 $30,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 3 $30,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS $0 $0 1 $15,000 1 $15,000 1 $15,000 $15,000 3 $45,000


DIGITAL BILLBOARDS VARIOUS $0 $0 1 $5,000 1 $5,000 1 $5,000 $5,000 3 $15,000


AIRPORT BOARDS SALT LAKE CITY $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 3 $30,000


PRODUCTION AND INSTALL VARIOUS $0 $0 1 $8,000 $0 $0 $8,000 1 $8,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS $0 $0 1 $5,000 1 $5,000 1 $5,000 $5,000 3 $15,000


BARS AND GYMS VARIOUS $0 $0 1 $8,000 1 $8,000 1 $8,000 $8,000 3 $24,000


0 $0 0 $0 11 $94,200 10 $86,200 10 $86,200 $266,600


CHICAGO DESCRIPTION VENDOR


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 4 $4,000 2 $2,000 $0 $1,000 6 $6,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL $0 $0 4 $4,000 2 $2,000 $0 $1,000 6 $6,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 4 $4,000 2 $2,000 $0 $1,000 6 $6,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS $0 $0 4 $8,000 2 $4,000 $0 $2,000 6 $12,000


DIGITAL BILLBOARDS VARIOUS $0 $0 4 $6,000 2 $3,000 $0 $1,500 6 $9,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS $0 $0 4 $4,000 2 $2,000 $0 $1,000 6 $6,000


BARS AND GYMS VARIOUS $0 $0 4 $4,000 2 $2,000 $0 $1,000 6 $6,000


0 $0 0 $0 28 $34,000 14 $17,000 0 $0 $51,000SUBTOTAL


SUBTOTAL


SUBTOTAL
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SAN DIEGO DESCRIPTION VENDOR


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 4 $4,000 2 $2,000 $0 $1,000 6 $6,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL $0 $0 4 $4,000 2 $2,000 $0 $1,000 6 $6,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 4 $4,000 2 $2,000 $0 $1,000 6 $6,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS $0 $0 4 $11,000 2 $5,500 $0 $2,750 6 $16,500


DIGITAL BILLBOARDS VARIOUS $0 $0 4 $6,000 2 $3,000 $0 $1,500 6 $9,000


EXPERIENTIAL


LIFESTYLE CENTERS VARIOUS $0 $0 4 $8,000 2 $4,000 $0 $2,000 6 $12,000


COFFEE SLEEVES TARGETED COFFEE SHOPS $0 $0 4 $8,000 2 $4,000 $0 $2,000 6 $12,000


BARS AND GYMS VARIOUS $0 $0 4 $8,000 2 $4,000 $0 $2,000 6 $12,000


0 $0 0 $0 32 $53,000 16 $26,500 0 $0 $79,500


DALLAS DESCRIPTION VENDOR


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 4 $4,000 2 $2,000 $0 $1,000 6 $6,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL $0 $0 4 $4,000 2 $2,000 $0 $1,000 6 $6,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 4 $4,000 2 $2,000 $0 $1,000 6 $6,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS $0 $0 4 $10,000 2 $5,000 $0 $2,500 6 $15,000


DIGITAL BILLBOARDS VARIOUS $0 $0 4 $6,000 2 $3,000 $0 $1,500 6 $9,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS $0 $0 4 $4,000 2 $2,000 $0 $1,000 6 $6,000


BARS AND GYMS VARIOUS $0 $0 4 $4,000 2 $2,000 $0 $1,000 6 $6,000


0 $0 0 $0 28 $36,000 14 $18,000 0 $0 $54,000


HOUSTON DESCRIPTION VENDOR


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 4 $4,000 2 $2,000 $0 $1,000 6 $6,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL $0 $0 4 $4,000 2 $2,000 $0 $1,000 6 $6,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 4 $4,000 2 $2,000 $0 $1,000 6 $6,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS $0 $0 4 $10,000 2 $5,000 $0 $2,500 6 $15,000


DIGITAL BILLBOARDS VARIOUS $0 $0 4 $6,000 2 $3,000 $0 $1,500 6 $9,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS $0 $0 4 $4,000 2 $2,000 $0 $1,000 6 $6,000


BARS AND GYMS VARIOUS $0 $0 4 $4,000 2 $2,000 $0 $1,000 6 $6,000


0 $0 0 $0 28 $36,000 14 $18,000 0 $0 $54,000SUBTOTAL


SUBTOTAL


SUBTOTAL
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FRESNO DESCRIPTION VENDOR


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 4 $4,000 2 $2,000 $0 $1,000 6 $6,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL $0 $0 4 $4,000 2 $2,000 $0 $1,000 6 $6,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 4 $4,000 2 $2,000 $0 $1,000 6 $6,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS $0 $0 4 $10,000 2 $5,000 $0 $2,500 6 $15,000


DIGITAL BILLBOARDS VARIOUS $0 $0 4 $6,000 2 $3,000 $0 $1,500 6 $9,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS $0 $0 4 $4,000 2 $2,000 $0 $1,000 6 $6,000


BARS AND GYMS VARIOUS $0 $0 4 $4,000 2 $2,000 $0 $1,000 6 $6,000


0 $0 0 $0 28 $36,000 14 $18,000 0 $0 $54,000


NEW YORK CITY DESCRIPTION VENDOR


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 4 $4,000 2 $2,000 $0 $1,000 6 $6,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL $0 $0 4 $4,000 2 $2,000 $0 $1,000 6 $6,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 4 $4,000 2 $2,000 $0 $1,000 6 $6,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS $0 $0 4 $10,000 2 $5,000 $0 $2,500 6 $15,000


AIRPORT BOARDS SALT LAKE CITY $0 $0 4 $16,000 2 $8,000 $0 $4,000 6 $24,000


PRODUCTION AND INSTALL VARIOUS $0 $0 1 $8,000 $0 $0 $8,000 1 $8,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS $0 $0 4 $16,000 2 $8,000 $0 $4,000 6 $24,000


BARS AND GYMS VARIOUS $0 $0 4 $12,000 2 $6,000 $0 $3,000 6 $18,000


0 $0 0 $0 29 $74,000 14 $33,000 0 $0 $107,000


0 $0 0 $0 263 $1,459,400 167 $1,232,900 82 $1,106,400 $0 $0 $3,798,700


  


SUBTOTAL


SUBTOTAL


MEDIA TOTALS
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11/18/2014 29 6 13 20 27 3 10 17 24 31 7 14 21 28 5 12 19 26 2 9 16 23 30 7 14 21 28 4 11 18 25 1 8 15 22 29 7 14 21 28 4 11 18 25 2 9 16 23 30 6 13 20


NATIONAL DESCRIPTION


PRINT


SOUTHWEST SPIRIT FP4C 8 $120,000


DELTA SKY FP4C 8 $136,000


ALLEGIANT SUNSEEKER FP4C 8 $28,800


NATIONAL SUBTOTAL $284,800


LOS ANGELES DESCRIPTION


PRINT


LA WEEKLY FP4C   7 $28,000


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $49,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 7 $105,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $105,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 8 $160,000


DIGITAL BILLBOARDS VARIOUS 8 $120,000


AIRPORT BOARDS LAX, BURBANK, ONTARIO 8 $160,000


PRODUCTION AND INSTALL VARIOUS 1 $7,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 8 $80,000


BARS AND GYMS VARIOUS 8 $80,000


LOS ANGELES SUBTOTAL $894,000


SAN FRANSISCO DESCRIPTION


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $49,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 7 $105,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $105,000


OUTDOOR


SPECTACULARS VARIOUS 8 $240,000


POSTERS VARIOUS 8 $120,000


AIRPORT BOARDS SAN FRANSISCO 8 $80,000


PRODUCTION AND INSTALL VARIOUS 1 $15,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 8 $80,000


BARS AND GYMS VARIOUS 8 $80,000


SAN FRANSISCO SUBTOTAL $874,000


PHOENIX DESCRIPTION


PRINT


PHOENIX NEW TIMES FP4C  7 $22,400


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $28,000


TV


CABLE- NCC :30 SPOT 7 $105,000


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 7 $105,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $70,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 8 $80,000


DIGITAL BILLBOARDS VARIOUS 8 $96,000


AIRPORT BOARDS PHOENIX 8 $80,000


PRODUCTION AND INSTALL VARIOUS 1 $8,000


EXPERIENTIAL


LIFESTYLE CENTERS VARIOUS 8 $48,000


COFFEE SLEEVES TARGETED COFFEE SHOPS 8 $32,000


BARS AND GYMS VARIOUS 8 $40,000


PHOENIX SUBTOTAL $714,400


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JANUARY


JANUARY


JULY AUGUST


JULY AUGUST


MARCH


$35,600


$123,000


$127,000


$102,200


JANUARY


$0


$0


$0


$0


AUGUST


$0


$0


$0


$0


JULY


$0


$0


$0


$0 $102,200 $94,200 $94,200 $0


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


$127,000 $112,000 $112,000 $0


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


$123,000 $116,000 $116,000 $0


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


$35,600 $35,600 $35,600 $0


NOVEMBER DECEMBER


NOVEMBER DECEMBER


SEPTEMBER OCTOBER NOVEMBER DECEMBER


$0 $102,200 $94,200 $47,000


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY


APRIL MAY


APRIL MAY


APRIL MAY


$0 $127,000 $112,000 $75,000


APRIL


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY


APRIL MAY JUNE


APRIL MAY


APRIL MAY


$0 $123,000 $116,000 $75,000


APRIL


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY


APRIL MAY JUNE


APRIL MAY


APRIL MAY


$0 $35,600 $35,600 $35,600


APRIL MAY JUNE


APRIL MAY JUNE


FREQ
TOTAL


COST


APRIL MAY JUNE


NEVADA DEPARTMENT OF TOURISM FEBRUARY APRIL MAY JUNE
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NEVADA DEPARTMENT OF TOURISM 2015-2016


SALT LAKE CITY DESCRIPTION


PRINT


SALT LAKE CITY WEEKLY FP4C  7 $24,500


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $35,000


TV


CABLE- NCC :30 SPOT 7 $105,000


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 7 $70,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $70,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 8 $80,000


DIGITAL BILLBOARDS VARIOUS 8 $56,000


AIRPORT BOARDS SALT LAKE CITY 8 $56,000


PRODUCTION AND INSTALL VARIOUS 1 $8,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 8 $40,000


BARS AND GYMS VARIOUS 8 $40,000


SALT LAKE CITY SUBTOTAL $584,500


SACRAMENTO DESCRIPTION


PRINT


SACRAMENTO NEWS AND REVIEW FP4C  7 $22,400


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $35,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 7 $84,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $105,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 8 $160,000


AIRPORT BOARDS SACRAMENTO 8 $80,000


PRODUCTION AND INSTALL VARIOUS 1 $7,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 8 $56,000


BARS AND GYMS VARIOUS 8 $56,000


SACRAMENTO SUBTOTAL $605,400


BOISE DESCRIPTION


PRINT


BOISE WEEKLY FP4C  7 $22,400


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $35,000


TV


CABLE- NCC :30 SPOT 7 $49,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $49,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 8 $80,000


DIGITAL BILLBOARDS VARIOUS 8 $56,000


AIRPORT BOARDS SALT LAKE CITY 8 $56,000


PRODUCTION AND INSTALL VARIOUS 1 $8,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 8 $40,000


BARS AND GYMS VARIOUS 8 $40,000


BOISE SUBTOTAL $435,400


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


$85,500


$0


$0


$0


$0


$0


$0


$0


$0


$0


NOVEMBER DECEMBER


$64,200 $56,200 $56,200 $0


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


$79,200


NOVEMBER DECEMBER


$86,200 $79,200 $0


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


$85,500 $77,500 $77,500 $0


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


APRIL MAY JUNE


$0 $64,200 $56,200 $34,000$64,200


APRIL MAY JUNE


APRIL


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY


APRIL MAY


APRIL MAY


$0 $86,200 $79,200 $44,000$86,200


APRIL


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY


APRIL MAY JUNE


APRIL MAY


APRIL MAY


APRIL MAY JUNE


$0 $85,500 $77,500 $34,000


APRIL MAY JUNE


APRIL


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY


APRIL MAY


APRIL MAY


APRIL MAY
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LAS VEGAS DESCRIPTION


PRINT


LV WEEKLY FP4C  7 $24,500


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $56,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 7 $49,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $49,000


OUTDOOR


DIGITAL BILLBOARDS VARIOUS 8 $80,000


EXPERIENTIAL


LIFESTYLE CENTERS TOWN SQUARE, DOWNTOWN SUMMERLIN 8 $56,000


LAS VEGAS SUBTOTAL $314,500


RENO DESCRIPTION


PRINT


RENO NEWS AND REVIEW FP4C  7 $22,400


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $49,000


TV


CABLE- NCC :30 SPOT 7 $35,000


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 7 $49,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $49,000


OUTDOOR


DIGITAL BILLBOARDS VARIOUS 8 $40,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 6 $30,000


BARS AND GYMS VARIOUS 6 $30,000


RENO SUBTOTAL $304,400


CHICAGO DESCRIPTION


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 12 $12,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 12 $12,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 12 $12,000


OUTDOOR  


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 12 $24,000


DIGITAL BILLBOARDS VARIOUS 12 $18,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 12 $12,000


BARS AND GYMS VARIOUS 12 $12,000


CHICAGO SUBTOTAL $102,000


JULY AUGUST JANUARY


JULY AUGUST JANUARY


AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY AUGUST JANUARY


JULY


$0


$0


$0


$0


$0


$0


$0


$0


$0


$0 $17,000 $17,000 $0


NOVEMBER DECEMBER


$44,200 $44,200 $44,200 $0


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


$42,500 $42,500 $42,500 $0


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


NOVEMBER DECEMBER


$0 $0 $17,000 $34,000


$44,200


$0


APRIL MAY JUNE


$0 $44,200 $44,200 $15,000


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY


APRIL MAY


APRIL MAY


APRIL MAY


$0 $42,500 $42,500 $17,000$42,500


APRIL MAY JUNE


APRIL MAY JUNE


APRIL MAY


APRIL MAY


APRIL MAY
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SAN DIEGO DESCRIPTION


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 12 $12,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 12 $12,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 12 $12,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 12 $33,000


DIGITAL BILLBOARDS VARIOUS 12 $18,000


EXPERIENTIAL


LIFESTYLE CENTERS VARIOUS 12 $24,000


COFFEE SLEEVES TARGETED COFFEE SHOPS 12 $24,000


BARS AND GYMS VARIOUS 12 $24,000


SAN DIEGO SUBTOTAL $159,000


DALLAS DESCRIPTION


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 12 $12,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 12 $12,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 12 $12,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 12 $30,000


DIGITAL BILLBOARDS VARIOUS 12 $18,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 12 $12,000


BARS AND GYMS VARIOUS 12 $12,000


DALLAS SUBTOTAL $108,000


HOUSTON DESCRIPTION


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 12 $12,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 12 $12,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 12 $12,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 12 $30,000


DIGITAL BILLBOARDS VARIOUS 12 $18,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 12 $12,000


BARS AND GYMS VARIOUS 12 $12,000


HOUSTON SUBTOTAL $108,000$0


$0


$0


$0


$0


$0


$0


$0


$0


$0 $18,000 $18,000 $0


$0 $18,000 $18,000 $0


$0 $26,500 $26,500 $0


$0 $0 $18,000 $36,000$0


$0 $0 $18,000 $36,000$0


$0 $0 $26,500 $53,000$0
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FRESNO DESCRIPTION


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 12 $12,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 12 $12,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 12 $12,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 12 $30,000


DIGITAL BILLBOARDS VARIOUS 12 $30,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 12 $12,000


BARS AND GYMS VARIOUS 12 $12,000


FRESNO SUBTOTAL $120,000


NEW YORK CITY DESCRIPTION


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 12 $12,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 12 $12,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 12 $12,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS  12 $30,000


AIRPORT BOARDS SALT LAKE CITY 12 $45,600


PRODUCTION AND INSTALL VARIOUS 1 $8,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 12 $36,000


BARS AND GYMS VARIOUS 12 $36,000


NEW YORK CITY SUBTOTAL $191,600


$5,800,000


VARIANCE


$0


$0


$0


$0


$0


$0


$0


$0


$0


$0 $0 $20,000 $20,000 $0


$8,000 $30,600 $30,600 $0


APPROVED BUDGET TOTAL MEDIA


$5,800,000 $5,800,000


$718,400 $787,500 $787,500MEDIA TOTALS $0 $718,400 $787,500 $636,800$0 $718,400


$0 $8,000 $30,600 $61,200$8,000


$0 $0 $20,000 $40,000$0
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# JULY # AUG # SEPT # OCT # NOV # DEC # JAN # FEB # MAR # APR # MAY # JUN COST FREQ TOTAL


NATIONAL DESCRIPTION VENDOR


PRINT


SOUTHWEST SPIRIT FP4C 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 1 $15,000 $15,000 8 $120,000


DELTA SKY FP4C 1 $17,000 1 $17,000 $0 $0 1 $17,000 1 $17,000 1 $17,000 $0 $0 1 $17,000 1 $17,000 1 $17,000 $17,000 8 $136,000


ALLEGIANT SUNSEEKER FP4C 1 $3,600 1 $3,600 $0 $0 1 $3,600 1 $3,600 1 $3,600 $0 $0 1 $3,600 1 $3,600 1 $3,600 $3,600 8 $28,800


$3 $35,600 $3 $35,600 $0 $0 $0 $0 $3 $35,600 $3 $35,600 $3 $35,600 $0 $0 $0 $0 $3 $35,600 $3 $35,600 $3 $35,600 $35,600 $24 $284,800


LOS ANGELES DESCRIPTION VENDOR


PRINT


LA WEEKLY FP4C 1 $4,000 1 $4,000 $0 $0 1 $4,000 1 $4,000 1 $4,000 $0 $0 1 $4,000 1 $4,000 $0 $4,000 7 $28,000


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 $0 $7,000 7 $49,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 $0 $15,000 7 $105,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 $0 $15,000 7 $105,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 1 $20,000 1 $20,000 $0 $0 1 $20,000 1 $20,000 1 $20,000 $0 $0 1 $20,000 1 $20,000 1 $20,000 $20,000 8 $160,000


DIGITAL BILLBOARDS VARIOUS 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 1 $15,000 $15,000 8 $120,000


AIRPORT BOARDS LAX, BURBANK, ONTARIO 1 $20,000 1 $20,000 $0 $0 1 $20,000 1 $20,000 1 $20,000 $0 $0 1 $20,000 1 $20,000 1 $20,000 $20,000 8 $160,000


PRODUCTION AND INSTALL VARIOUS $0 $0 $0 $0 $0 $0 $0 $0 $0 1 $7,000 $0 $0 $7,000 1 $7,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 8 $80,000


BARS AND GYMS VARIOUS 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 8 $80,000


$9 $116,000 $9 $116,000 $0 $0 $0 $0 $9 $116,000 $9 $116,000 $9 $116,000 $0 $0 $0 $0 $10 $123,000 $9 $116,000 $5 $75,000 $123,000 $69 $894,000


SAN FRANSISCO DESCRIPTION VENDOR


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 $0 $7,000 7 $49,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 $0 $15,000 7 $105,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 $0 $15,000 7 $105,000


OUTDOOR


SPECTACULARS VARIOUS 1 $30,000 1 $30,000 $0 $0 1 $30,000 1 $30,000 1 $30,000 $0 $0 1 $30,000 1 $30,000 1 $30,000 $30,000 8 $240,000


POSTERS VARIOUS 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 1 $15,000 $15,000 8 $120,000


AIRPORT BOARDS SAN FRANSISCO 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 8 $80,000


PRODUCTION AND INSTALL VARIOUS $0 $0 $0 $0 $0 $0 $0 $0 $0 1 $15,000 $0 $0 $15,000 1 $15,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 8 $80,000


BARS AND GYMS VARIOUS 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 8 $80,000


$8 $112,000 $8 $112,000 $0 $0 $0 $0 $8 $112,000 $8 $112,000 $8 $112,000 $0 $0 $0 $0 $9 $127,000 $8 $112,000 $5 $75,000 $127,000 $62 $874,000


PHOENIX DESCRIPTION VENDOR


PRINT


PHOENIX NEW TIMES FP4C 1 $3,200 1 $3,200 $0 $0 1 $3,200 1 $3,200 1 $3,200 $0 $0 1 $3,200 1 $3,200 $0 $3,200 7 $22,400


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $4,000 1 $4,000 $0 $0 1 $4,000 1 $4,000 1 $4,000 $0 $0 1 $4,000 1 $4,000 $0 $4,000 7 $28,000


TV


CABLE- NCC :30 SPOT, ON SCREEN REGIONAL 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 $0 $15,000 7 $105,000


NATIONAL CINEMA MEDIA :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 $0 $15,000 7 $105,000


HULU 0 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 $0 $10,000 7 $70,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 8 $80,000


DIGITAL BILLBOARDS VARIOUS 1 $12,000 1 $12,000 $0 $0 1 $12,000 1 $12,000 1 $12,000 $0 $0 1 $12,000 1 $12,000 1 $12,000 $12,000 8 $96,000


AIRPORT BOARDS PHOENIX 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 8 $80,000


PRODUCTION AND INSTALL VARIOUS $0 $0 $0 $0 $0 $0 $0 $0 $0 1 $8,000 $0 $0 $8,000 1 $8,000


EXPERIENTIAL


LIFESTYLE CENTERS VARIOUS 1 $6,000 1 $6,000 $0 $0 1 $6,000 1 $6,000 1 $6,000 $0 $0 1 $6,000 1 $6,000 1 $6,000 $6,000 8 $48,000


COFFEE SLEEVES TARGETED COFFEE SHOPS 1 $4,000 1 $4,000 $0 $0 1 $4,000 1 $4,000 1 $4,000 $0 $0 1 $4,000 1 $4,000 1 $4,000 $4,000 8 $32,000


BARS AND GYMS VARIOUS 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $5,000 8 $40,000


$11 $94,200 $11 $94,200 $0 $0 $0 $0 $11 $94,200 $11 $94,200 $11 $94,200 $0 $0 $0 $0 $12 $102,200 $11 $94,200 $6 $47,000 $102,200 $84 $714,400SUBTOTAL


SUBTOTAL


SUBTOTAL


SUBTOTAL


NEVADA DEPARTMENT OF TOURISM


Page 6







NEVADA DEPARTMENT OF TOURISM 2015-2016


SALT LAKE CITY DESCRIPTION VENDOR


PRINT


SALT LAKE CITY WEEKLY FP4C 1 $3,500 1 $3,500 $0 $0 1 $3,500 1 $3,500 1 $3,500 $0 $0 1 $3,500 1 $3,500 $0 $3,500 7 $24,500


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 $0 $5,000 7 $35,000


TV


CABLE- NCC :30 SPOT 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 $0 $15,000 7 $105,000


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 $0 $10,000 7 $70,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 $0 $10,000 7 $70,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 8 $80,000


DIGITAL BILLBOARDS VARIOUS 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $7,000 8 $56,000


AIRPORT BOARDS SALT LAKE CITY 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $7,000 8 $56,000


PRODUCTION AND INSTALL VARIOUS $0 $0 $0 $0 $0 $0 $0 $0 $0 1 $8,000 $0 $0 $8,000 1 $8,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $5,000 8 $40,000


BARS AND GYMS VARIOUS 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $5,000 8 $40,000


$10 $77,500 $10 $77,500 $0 $0 $0 $0 $10 $77,500 $10 $77,500 $10 $77,500 $0 $0 $0 $0 $11 $85,500 $10 $77,500 $5 $34,000 $85,500 $76 $584,500


SACRAMENTO DESCRIPTION VENDOR


PRINT


SACRAMENTO NEWS AND REVIEW FP4C 1 $3,200 1 $3,200 $0 $0 1 $3,200 1 $3,200 1 $3,200 $0 $0 1 $3,200 1 $3,200 $0 $3,200 7 $22,400


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 $0 $5,000 7 $35,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 1 $12,000 1 $12,000 $0 $0 1 $12,000 1 $12,000 1 $12,000 $0 $0 1 $12,000 1 $12,000 $0 $12,000 7 $84,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 $0 $15,000 7 $105,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 1 $20,000 1 $20,000 $0 $0 1 $20,000 1 $20,000 1 $20,000 $0 $0 1 $20,000 1 $20,000 1 $20,000 $20,000 8 $160,000


AIRPORT BOARDS SACRAMENTO 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 8 $80,000


PRODUCTION AND INSTALL VARIOUS $0 $0 $0 $0 $0 $0 $0 $0 $0 1 $7,000 $0 $0 $7,000 1 $7,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $7,000 8 $56,000


BARS AND GYMS VARIOUS 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $7,000 8 $56,000


$8 $79,200 $8 $79,200 $0 $0 $0 $0 $8 $79,200 $8 $79,200 $8 $79,200 $0 $0 $0 $0 $9 $86,200 $8 $79,200 $4 $44,000 $86,200 $61 $605,400


BOISE DESCRIPTION VENDOR


PRINT


BOISE WEEKLY FP4C 1 $3,200 1 $3,200 $0 $0 1 $3,200 1 $3,200 1 $3,200 $0 $0 1 $3,200 1 $3,200 $0 $3,200 7 $22,400


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 $0 $5,000 7 $35,000


TV


CABLE- NCC :30 SPOT 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 $0 $7,000 7 $49,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 $0 $7,000 7 $49,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 8 $80,000


DIGITAL BILLBOARDS VARIOUS 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $7,000 8 $56,000


AIRPORT BOARDS SALT LAKE CITY 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $7,000 8 $56,000


PRODUCTION AND INSTALL VARIOUS $0 $0 $0 $0 $0 $0 $0 $0 $0 1 $8,000 $0 $0 $8,000 1 $8,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $5,000 8 $40,000


BARS AND GYMS VARIOUS 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $5,000 8 $40,000


$9 $56,200 $9 $56,200 $0 $0 $0 $0 $9 $56,200 $9 $56,200 $9 $56,200 $0 $0 $0 $0 $10 $64,200 $9 $56,200 $5 $34,000 $64,200 $69 $435,400SUBTOTAL


SUBTOTAL


SUBTOTAL
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LAS VEGAS DESCRIPTION VENDOR


PRINT


LV WEEKLY FP4C 1 $3,500 1 $3,500 $0 $0 1 $3,500 1 $3,500 1 $3,500 $0 $0 1 $3,500 1 $3,500 $0 $3,500 7 $24,500


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $8,000 1 $8,000 $0 $0 1 $8,000 1 $8,000 1 $8,000 $0 $0 1 $8,000 1 $8,000 $0 $8,000 7 $56,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 $0 $7,000 7 $49,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 $0 $7,000 7 $49,000


OUTDOOR


DIGITAL BILLBOARDS VARIOUS 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 8 $80,000


EXPERIENTIAL


LIFESTYLE CENTERS TOWN SQUARE, DOWNTOWN SUMMERLIN 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $7,000 8 $56,000


$6 $42,500 $6 $42,500 $0 $0 $0 $0 $6 $42,500 $6 $42,500 $6 $42,500 $0 $0 $0 $0 $6 $42,500 $6 $42,500 $2 $17,000 $42,500 $44 $314,500


RENO DESCRIPTION VENDOR


PRINT


RENO NEWS AND REVIEW FP4C 1 $3,200 1 $3,200 $0 $0 1 $3,200 1 $3,200 1 $3,200 $0 $0 1 $3,200 1 $3,200 $0 $3,200 7 $22,400


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 $0 $7,000 7 $49,000


TV


CABLE- NCC :30 SPOT 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 $0 $5,000 7 $35,000


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 $0 $7,000 7 $49,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 $0 $7,000 7 $49,000


OUTDOOR


DIGITAL BILLBOARDS VARIOUS 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $5,000 8 $40,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS $0 $0 $0 $0 1 $5,000 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $5,000 6 $30,000


BARS AND GYMS VARIOUS $0 $0 $0 $0 1 $5,000 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $5,000 6 $30,000


$6 $34,200 $6 $34,200 $0 $0 $0 $0 $8 $44,200 $8 $44,200 $8 $44,200 $0 $0 $0 $0 $8 $44,200 $8 $44,200 $3 $15,000 $44,200 $55 $304,400


CHICAGO DESCRIPTION VENDOR


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS $0 $0 $0 $0 $0 1 $2,000 5 $10,000 $0 $0 $0 2 $4,000 4 $8,000 $2,000 12 $24,000


DIGITAL BILLBOARDS VARIOUS $0 $0 $0 $0 $0 1 $1,500 5 $7,500 $0 $0 $0 2 $3,000 4 $6,000 $1,500 12 $18,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


BARS AND GYMS VARIOUS $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


$0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $7 $8,500 $35 $42,500 $0 $0 $0 $0 $0 $0 $14 $17,000 $28 $34,000 $8,500 $84 $102,000


SUBTOTAL


SUBTOTAL


SUBTOTAL
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SAN DIEGO DESCRIPTION VENDOR


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS $0 $0 $0 $0 $0 1 $2,750 5 $13,750 $0 $0 $0 2 $5,500 4 $11,000 $2,750 12 $33,000


DIGITAL BILLBOARDS VARIOUS $0 $0 $0 $0 $0 1 $1,500 5 $7,500 $0 $0 $0 2 $3,000 4 $6,000 $1,500 12 $18,000


EXPERIENTIAL


LIFESTYLE CENTERS VARIOUS $0 $0 $0 $0 $0 1 $2,000 5 $10,000 $0 $0 $0 2 $4,000 4 $8,000 $2,000 12 $24,000


COFFEE SLEEVES TARGETED COFFEE SHOPS $0 $0 $0 $0 $0 1 $2,000 5 $10,000 $0 $0 $0 2 $4,000 4 $8,000 $2,000 12 $24,000


BARS AND GYMS VARIOUS $0 $0 $0 $0 $0 1 $2,000 5 $10,000 $0 $0 $0 2 $4,000 4 $8,000 $2,000 12 $24,000


$0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $8 $13,250 $40 $66,250 $0 $0 $0 $0 $0 $0 $16 $26,500 $32 $53,000 $13,250 $96 $159,000


DALLAS DESCRIPTION VENDOR


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS $0 $0 $0 $0 $0 1 $2,500 5 $12,500 $0 $0 $0 2 $5,000 4 $10,000 $2,500 12 $30,000


DIGITAL BILLBOARDS VARIOUS $0 $0 $0 $0 $0 1 $1,500 5 $7,500 $0 $0 $0 2 $3,000 4 $6,000 $1,500 12 $18,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


BARS AND GYMS VARIOUS $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


$0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $7 $9,000 $35 $45,000 $0 $0 $0 $0 $0 $0 $14 $18,000 $28 $36,000 $9,000 $84 $108,000


HOUSTON DESCRIPTION VENDOR


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS $0 $0 $0 $0 $0 1 $2,500 5 $12,500 $0 $0 $0 2 $5,000 4 $10,000 $2,500 12 $30,000


DIGITAL BILLBOARDS VARIOUS $0 $0 $0 $0 $0 1 $1,500 5 $7,500 $0 $0 $0 2 $3,000 4 $6,000 $1,500 12 $18,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


BARS AND GYMS VARIOUS $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


$0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $7 $9,000 $35 $45,000 $0 $0 $0 $0 $0 $0 $14 $18,000 $28 $36,000 $9,000 $84 $108,000SUBTOTAL


SUBTOTAL


SUBTOTAL
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FRESNO DESCRIPTION VENDOR


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS $0 $0 $0 $0 $0 1 $2,500 5 $12,500 $0 $0 $0 2 $5,000 4 $10,000 $2,500 12 $30,000


DIGITAL BILLBOARDS VARIOUS $0 $0 $0 $0 $0 1 $2,500 5 $12,500 $0 $0 $0 2 $5,000 4 $10,000 $2,500 12 $30,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


BARS AND GYMS VARIOUS $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


$0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $7 $10,000 $35 $50,000 $0 $0 $0 $0 $0 $0 $14 $20,000 $28 $40,000 $10,000 $84 $120,000


NEW YORK CITY DESCRIPTION VENDOR


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS $0 $0 $0 $0 $0 1 $2,500 5 $12,500 $0 $0 $0 2 $5,000 4 $10,000 $2,500 12 $30,000


AIRPORT BOARDS SALT LAKE CITY $0 $0 $0 $0 $0 1 $3,800 5 $19,000 $0 $0 $0 2 $7,600 4 $15,200 $3,800 12 $45,600


PRODUCTION AND INSTALL VARIOUS $0 $0 $0 $0 $0 $0 $0 $0 $0 1 $8,000 $0 $0 $8,000 1 $8,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS $0 $0 $0 $0 $0 1 $3,000 5 $15,000 $0 $0 $0 2 $6,000 4 $12,000 $3,000 12 $36,000


BARS AND GYMS VARIOUS $0 $0 $0 $0 $0 1 $3,000 5 $15,000 $0 $0 $0 2 $6,000 4 $12,000 $3,000 12 $36,000


$0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $7 $15,300 $35 $76,500 $0 $0 $0 $0 $1 $8,000 $14 $30,600 $28 $61,200 $23,300 $85 $191,600


$70 $647,400 $70 $647,400 $0 $0 $0 $0 $72 $657,400 $115 $722,450 $287 $982,650 $0 $0 $0 $0 $79 $718,400 $158 $787,500 $210 $636,800 $783,450 $1,061 $5,800,000


     


MEDIA TOTALS


SUBTOTAL


SUBTOTAL
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11/18/2014 29 6 13 20 27 3 10 17 24 31 7 14 21 28 5 12 19 26 2 9 16 23 30 7 14 21 28 4 11 18 25 1 8 15 22 29 7 14 21 28 4 11 18 25 2 9 16 23 30 6 13 20


NATIONAL DESCRIPTION


PRINT


SOUTHWEST SPIRIT FP4C 8 $120,000


DELTA SKY FP4C 8 $136,000


ALLEGIANT SUNSEEKER FP4C 8 $28,800


NATIONAL SUBTOTAL $284,800


LOS ANGELES DESCRIPTION


PRINT


LA WEEKLY FP4C   7 $28,000


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $49,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 7 $105,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $105,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 8 $160,000


DIGITAL BILLBOARDS VARIOUS 8 $120,000


AIRPORT BOARDS LAX, BURBANK, ONTARIO 8 $160,000


PRODUCTION AND INSTALL VARIOUS 1 $7,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 8 $80,000


BARS AND GYMS VARIOUS 8 $80,000


LOS ANGELES SUBTOTAL $894,000


SAN FRANSISCO DESCRIPTION


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $49,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 7 $105,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $105,000


OUTDOOR


SPECTACULARS VARIOUS 8 $240,000


POSTERS VARIOUS 8 $120,000


AIRPORT BOARDS SAN FRANSISCO 8 $80,000


PRODUCTION AND INSTALL VARIOUS 1 $15,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 8 $80,000


BARS AND GYMS VARIOUS 8 $80,000


SAN FRANSISCO SUBTOTAL $874,000


PHOENIX DESCRIPTION


PRINT


PHOENIX NEW TIMES FP4C  7 $22,400


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $28,000


TV


CABLE- NCC :30 SPOT 7 $105,000


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 7 $105,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $70,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 8 $80,000


DIGITAL BILLBOARDS VARIOUS 8 $96,000


AIRPORT BOARDS PHOENIX 8 $80,000


PRODUCTION AND INSTALL VARIOUS 1 $8,000


EXPERIENTIAL


LIFESTYLE CENTERS VARIOUS 8 $48,000


COFFEE SLEEVES TARGETED COFFEE SHOPS 8 $32,000


BARS AND GYMS VARIOUS 8 $40,000


PHOENIX SUBTOTAL $714,400$102,200 $102,200 $94,200 $47,000


MAY JUNE


$0 $0 $102,200 $94,200 $94,200 $0 $0 $0


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL


JUNE


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY JUNE


MAY JUNE


APRIL


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL


JUNE


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY JUNE


MAY


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL


MAY


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY


$0 $0 $127,000 $127,000 $112,000 $75,000$0 $0 $127,000 $112,000 $112,000 $0


JUNE


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY JUNE


MAY JUNE


APRIL


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL


MAY JUNE


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY JUNE


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL


MAY


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY


$0 $0 $123,000 $123,000 $116,000 $75,000$0 $0 $123,000 $116,000 $116,000 $0


JUNE


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY JUNE


MAY JUNE


APRIL


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL


MAY JUNE


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY JUNE


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL


MAY


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY


$0 $0 $35,600 $35,600 $35,600 $35,600$0 $0 $35,600 $35,600 $35,600 $0


JUNE


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY JUNE


APRIL MAY JUNE


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY


JUNE
FREQ


TOTAL


COST


JULY AUGUST NOVEMBER DECEMBER JANUARY


DECEMBER JANUARY FEBRUARY MARCH APRIL MAYNEVADA DEPARTMENT OF TOURISM JULY AUGUST SEPTEMBER OCTOBER NOVEMBER
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NEVADA DEPARTMENT OF TOURISM 2016-2017


SALT LAKE CITY DESCRIPTION


PRINT


SALT LAKE CITY WEEKLY FP4C  7 $24,500


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $35,000


TV


CABLE- NCC :30 SPOT 7 $105,000


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 7 $70,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $70,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 8 $80,000


DIGITAL BILLBOARDS VARIOUS 8 $56,000


AIRPORT BOARDS SALT LAKE CITY 8 $56,000


PRODUCTION AND INSTALL VARIOUS 1 $8,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 8 $40,000


BARS AND GYMS VARIOUS 8 $40,000


SALT LAKE CITY SUBTOTAL $584,500


SACRAMENTO DESCRIPTION


PRINT


SACRAMENTO NEWS AND REVIEW FP4C  7 $22,400


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $35,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 7 $84,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $105,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 8 $160,000


AIRPORT BOARDS SACRAMENTO 8 $80,000


PRODUCTION AND INSTALL VARIOUS 1 $7,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 8 $56,000


BARS AND GYMS VARIOUS 8 $56,000


SACRAMENTO SUBTOTAL $605,400


BOISE DESCRIPTION


PRINT


BOISE WEEKLY FP4C  7 $22,400


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $35,000


TV


CABLE- NCC :30 SPOT 7 $49,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $49,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 8 $80,000


DIGITAL BILLBOARDS VARIOUS 8 $56,000


AIRPORT BOARDS SALT LAKE CITY 8 $56,000


PRODUCTION AND INSTALL VARIOUS 1 $8,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 8 $40,000


BARS AND GYMS VARIOUS 8 $40,000


BOISE SUBTOTAL $435,400$0 $0 $64,200 $64,200 $56,200 $34,000$0 $0 $64,200 $56,200 $56,200 $0


JUNE


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY JUNE


MAY JUNE


APRIL


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL


MAY JUNE


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY JUNE


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL


MAY


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY


$0 $0 $86,200 $86,200 $79,200 $44,000$0 $0 $86,200 $79,200 $79,200 $0


MAY JUNE


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY JUNE


APRIL


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL


MAY JUNE


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY JUNE


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL


MAY


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY


$0 $0 $85,500 $85,500 $77,500 $34,000$0 $0 $85,500 $77,500 $77,500 $0


JUNE


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY JUNE


MAY JUNE


APRIL


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL


MAY JUNE


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY JUNE


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL


MAY


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL


APRIL MAY


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY


JULY AUGUST NOVEMBER DECEMBER JANUARY
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LAS VEGAS DESCRIPTION


PRINT


LV WEEKLY FP4C  7 $24,500


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $56,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 7 $49,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $49,000


OUTDOOR


DIGITAL BILLBOARDS VARIOUS 8 $80,000


EXPERIENTIAL


LIFESTYLE CENTERS TOWN SQUARE, DOWNTOWN SUMMERLIN 8 $56,000


LAS VEGAS SUBTOTAL $314,500


RENO DESCRIPTION


PRINT


RENO NEWS AND REVIEW FP4C  7 $22,400


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $49,000


TV


CABLE- NCC :30 SPOT 7 $35,000


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 7 $49,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 7 $49,000


OUTDOOR


DIGITAL BILLBOARDS VARIOUS 8 $40,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 6 $30,000


BARS AND GYMS VARIOUS 6 $30,000


RENO SUBTOTAL $304,400


CHICAGO DESCRIPTION


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 12 $12,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 12 $12,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 12 $12,000


OUTDOOR  


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 12 $24,000


DIGITAL BILLBOARDS VARIOUS 12 $18,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 12 $12,000


BARS AND GYMS VARIOUS 12 $12,000


CHICAGO SUBTOTAL $102,000$34,000$0 $0 $0 $0 $0 $17,000


$44,200 $44,200 $44,200 $15,000


$0 $0 $0 $17,000 $17,000


MAY JUNE


$0 $0 $44,200 $44,200 $44,200 $0 $0 $0


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL


JUNE


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY JUNE


MAY


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL


MAY


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY


$0 $0 $42,500 $42,500 $42,500 $17,000$0 $0 $42,500 $42,500 $42,500 $0


MAY JUNE


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY JUNE


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL


MAY


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL


JULY AUGUST NOVEMBER DECEMBER JANUARY APRIL MAY
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SAN DIEGO DESCRIPTION


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 12 $12,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 12 $12,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 12 $12,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 12 $33,000


DIGITAL BILLBOARDS VARIOUS 12 $18,000


EXPERIENTIAL


LIFESTYLE CENTERS VARIOUS 12 $24,000


COFFEE SLEEVES TARGETED COFFEE SHOPS 12 $24,000


BARS AND GYMS VARIOUS 12 $24,000


SAN DIEGO SUBTOTAL $159,000


DALLAS DESCRIPTION


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 12 $12,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 12 $12,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 12 $12,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 12 $30,000


DIGITAL BILLBOARDS VARIOUS 12 $18,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 12 $12,000


BARS AND GYMS VARIOUS 12 $12,000


DALLAS SUBTOTAL $108,000


HOUSTON DESCRIPTION


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 12 $12,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 12 $12,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 12 $12,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 12 $30,000


DIGITAL BILLBOARDS VARIOUS 12 $18,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 12 $12,000


BARS AND GYMS VARIOUS 12 $12,000


HOUSTON SUBTOTAL $108,000$0 $0 $18,000 $36,000


$36,000


$0 $0 $0 $18,000 $18,000 $0 $0 $0


$0 $0 $0 $0 $0 $18,000


$0 $0 $26,500 $53,000


$0 $0 $0 $18,000 $18,000


$0 $0 $0 $26,500 $26,500 $0 $0 $0
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FRESNO DESCRIPTION


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 12 $12,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 12 $12,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 12 $12,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 12 $30,000


DIGITAL BILLBOARDS VARIOUS 12 $30,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 12 $12,000


BARS AND GYMS VARIOUS 12 $12,000


FRESNO SUBTOTAL $120,000


NEW YORK CITY DESCRIPTION


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 12 $12,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 12 $12,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 12 $12,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS  12 $30,000


AIRPORT BOARDS SALT LAKE CITY 12 $45,600


PRODUCTION AND INSTALL VARIOUS 1 $8,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 12 $36,000


BARS AND GYMS VARIOUS 12 $36,000


NEW YORK CITY SUBTOTAL $191,600


$5,800,000


VARIANCE


$0$5,800,000 $5,800,000


$787,500 $636,800


APPROVED BUDGET TOTAL MEDIA


$787,500 $0 $0 $0 $718,400 $718,400


$8,000 $8,000 $30,600 $61,200


MEDIA TOTALS $0 $0 $718,400 $787,500


$40,000


$0 $0 $8,000 $30,600 $30,600 $0 $0 $0


$0 $0 $0 $0 $0 $20,000$0 $0 $0 $20,000 $20,000
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# JULY # AUG # SEPT # OCT # NOV # DEC # JAN # FEB # MAR # APR # MAY # JUN COST FREQ TOTAL


NATIONAL DESCRIPTION VENDOR


PRINT


SOUTHWEST SPIRIT FP4C 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 1 $15,000 $15,000 8 $120,000


DELTA SKY FP4C 1 $17,000 1 $17,000 $0 $0 1 $17,000 1 $17,000 1 $17,000 $0 $0 1 $17,000 1 $17,000 1 $17,000 $17,000 8 $136,000


ALLEGIANT SUNSEEKER FP4C 1 $3,600 1 $3,600 $0 $0 1 $3,600 1 $3,600 1 $3,600 $0 $0 1 $3,600 1 $3,600 1 $3,600 $3,600 8 $28,800


$3 $35,600 $3 $35,600 $0 $0 $0 $0 $3 $35,600 $3 $35,600 $3 $35,600 $0 $0 $0 $0 $3 $35,600 $3 $35,600 $3 $35,600 $35,600 $24 $284,800


LOS ANGELES DESCRIPTION VENDOR


PRINT


LA WEEKLY FP4C 1 $4,000 1 $4,000 $0 $0 1 $4,000 1 $4,000 1 $4,000 $0 $0 1 $4,000 1 $4,000 $0 $4,000 7 $28,000


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 $0 $7,000 7 $49,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 $0 $15,000 7 $105,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 $0 $15,000 7 $105,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 1 $20,000 1 $20,000 $0 $0 1 $20,000 1 $20,000 1 $20,000 $0 $0 1 $20,000 1 $20,000 1 $20,000 $20,000 8 $160,000


DIGITAL BILLBOARDS VARIOUS 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 1 $15,000 $15,000 8 $120,000


AIRPORT BOARDS LAX, BURBANK, ONTARIO 1 $20,000 1 $20,000 $0 $0 1 $20,000 1 $20,000 1 $20,000 $0 $0 1 $20,000 1 $20,000 1 $20,000 $20,000 8 $160,000


PRODUCTION AND INSTALL VARIOUS $0 $0 $0 $0 $0 $0 $0 $0 $0 1 $7,000 $0 $0 $7,000 1 $7,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 8 $80,000


BARS AND GYMS VARIOUS 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 8 $80,000


$9 $116,000 $9 $116,000 $0 $0 $0 $0 $9 $116,000 $9 $116,000 $9 $116,000 $0 $0 $0 $0 $10 $123,000 $9 $116,000 $5 $75,000 $123,000 $69 $894,000


SAN FRANSISCO DESCRIPTION VENDOR


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 $0 $7,000 7 $49,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 $0 $15,000 7 $105,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 $0 $15,000 7 $105,000


OUTDOOR


SPECTACULARS VARIOUS 1 $30,000 1 $30,000 $0 $0 1 $30,000 1 $30,000 1 $30,000 $0 $0 1 $30,000 1 $30,000 1 $30,000 $30,000 8 $240,000


POSTERS VARIOUS 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 1 $15,000 $15,000 8 $120,000


AIRPORT BOARDS SAN FRANSISCO 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 8 $80,000


PRODUCTION AND INSTALL VARIOUS $0 $0 $0 $0 $0 $0 $0 $0 $0 1 $15,000 $0 $0 $15,000 1 $15,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 8 $80,000


BARS AND GYMS VARIOUS 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 8 $80,000


$8 $112,000 $8 $112,000 $0 $0 $0 $0 $8 $112,000 $8 $112,000 $8 $112,000 $0 $0 $0 $0 $9 $127,000 $8 $112,000 $5 $75,000 $127,000 $62 $874,000


PHOENIX DESCRIPTION VENDOR


PRINT


PHOENIX NEW TIMES FP4C 1 $3,200 1 $3,200 $0 $0 1 $3,200 1 $3,200 1 $3,200 $0 $0 1 $3,200 1 $3,200 $0 $3,200 7 $22,400


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $4,000 1 $4,000 $0 $0 1 $4,000 1 $4,000 1 $4,000 $0 $0 1 $4,000 1 $4,000 $0 $4,000 7 $28,000


TV


CABLE- NCC :30 SPOT, ON SCREEN REGIONAL 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 $0 $15,000 7 $105,000


NATIONAL CINEMA MEDIA :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 $0 $15,000 7 $105,000


HULU 0 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 $0 $10,000 7 $70,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 8 $80,000


DIGITAL BILLBOARDS VARIOUS 1 $12,000 1 $12,000 $0 $0 1 $12,000 1 $12,000 1 $12,000 $0 $0 1 $12,000 1 $12,000 1 $12,000 $12,000 8 $96,000


AIRPORT BOARDS PHOENIX 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 8 $80,000


PRODUCTION AND INSTALL VARIOUS $0 $0 $0 $0 $0 $0 $0 $0 $0 1 $8,000 $0 $0 $8,000 1 $8,000


EXPERIENTIAL


LIFESTYLE CENTERS VARIOUS 1 $6,000 1 $6,000 $0 $0 1 $6,000 1 $6,000 1 $6,000 $0 $0 1 $6,000 1 $6,000 1 $6,000 $6,000 8 $48,000


COFFEE SLEEVES TARGETED COFFEE SHOPS 1 $4,000 1 $4,000 $0 $0 1 $4,000 1 $4,000 1 $4,000 $0 $0 1 $4,000 1 $4,000 1 $4,000 $4,000 8 $32,000


BARS AND GYMS VARIOUS 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $5,000 8 $40,000


$11 $94,200 $11 $94,200 $0 $0 $0 $0 $11 $94,200 $11 $94,200 $11 $94,200 $0 $0 $0 $0 $12 $102,200 $11 $94,200 $6 $47,000 $102,200 $84 $714,400SUBTOTAL


SUBTOTAL


SUBTOTAL


SUBTOTAL


NEVADA DEPARTMENT OF TOURISM
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SALT LAKE CITY DESCRIPTION VENDOR


PRINT


SALT LAKE CITY WEEKLY FP4C 1 $3,500 1 $3,500 $0 $0 1 $3,500 1 $3,500 1 $3,500 $0 $0 1 $3,500 1 $3,500 $0 $3,500 7 $24,500


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 $0 $5,000 7 $35,000


TV


CABLE- NCC :30 SPOT 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 $0 $15,000 7 $105,000


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 $0 $10,000 7 $70,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 $0 $10,000 7 $70,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 8 $80,000


DIGITAL BILLBOARDS VARIOUS 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $7,000 8 $56,000


AIRPORT BOARDS SALT LAKE CITY 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $7,000 8 $56,000


PRODUCTION AND INSTALL VARIOUS $0 $0 $0 $0 $0 $0 $0 $0 $0 1 $8,000 $0 $0 $8,000 1 $8,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $5,000 8 $40,000


BARS AND GYMS VARIOUS 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $5,000 8 $40,000


$10 $77,500 $10 $77,500 $0 $0 $0 $0 $10 $77,500 $10 $77,500 $10 $77,500 $0 $0 $0 $0 $11 $85,500 $10 $77,500 $5 $34,000 $85,500 $76 $584,500


SACRAMENTO DESCRIPTION VENDOR


PRINT


SACRAMENTO NEWS AND REVIEW FP4C 1 $3,200 1 $3,200 $0 $0 1 $3,200 1 $3,200 1 $3,200 $0 $0 1 $3,200 1 $3,200 $0 $3,200 7 $22,400


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 $0 $5,000 7 $35,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 1 $12,000 1 $12,000 $0 $0 1 $12,000 1 $12,000 1 $12,000 $0 $0 1 $12,000 1 $12,000 $0 $12,000 7 $84,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 1 $15,000 $0 $0 1 $15,000 1 $15,000 $0 $15,000 7 $105,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 1 $20,000 1 $20,000 $0 $0 1 $20,000 1 $20,000 1 $20,000 $0 $0 1 $20,000 1 $20,000 1 $20,000 $20,000 8 $160,000


AIRPORT BOARDS SACRAMENTO 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 8 $80,000


PRODUCTION AND INSTALL VARIOUS $0 $0 $0 $0 $0 $0 $0 $0 $0 1 $7,000 $0 $0 $7,000 1 $7,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $7,000 8 $56,000


BARS AND GYMS VARIOUS 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $7,000 8 $56,000


$8 $79,200 $8 $79,200 $0 $0 $0 $0 $8 $79,200 $8 $79,200 $8 $79,200 $0 $0 $0 $0 $9 $86,200 $8 $79,200 $4 $44,000 $86,200 $61 $605,400


BOISE DESCRIPTION VENDOR


PRINT


BOISE WEEKLY FP4C 1 $3,200 1 $3,200 $0 $0 1 $3,200 1 $3,200 1 $3,200 $0 $0 1 $3,200 1 $3,200 $0 $3,200 7 $22,400


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 $0 $5,000 7 $35,000


TV


CABLE- NCC :30 SPOT 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 $0 $7,000 7 $49,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 $0 $7,000 7 $49,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 8 $80,000


DIGITAL BILLBOARDS VARIOUS 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $7,000 8 $56,000


AIRPORT BOARDS SALT LAKE CITY 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $7,000 8 $56,000


PRODUCTION AND INSTALL VARIOUS $0 $0 $0 $0 $0 $0 $0 $0 $0 1 $8,000 $0 $0 $8,000 1 $8,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $5,000 8 $40,000


BARS AND GYMS VARIOUS 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $5,000 8 $40,000


$9 $56,200 $9 $56,200 $0 $0 $0 $0 $9 $56,200 $9 $56,200 $9 $56,200 $0 $0 $0 $0 $10 $64,200 $9 $56,200 $5 $34,000 $64,200 $69 $435,400SUBTOTAL


SUBTOTAL


SUBTOTAL
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LAS VEGAS DESCRIPTION VENDOR


PRINT


LV WEEKLY FP4C 1 $3,500 1 $3,500 $0 $0 1 $3,500 1 $3,500 1 $3,500 $0 $0 1 $3,500 1 $3,500 $0 $3,500 7 $24,500


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $8,000 1 $8,000 $0 $0 1 $8,000 1 $8,000 1 $8,000 $0 $0 1 $8,000 1 $8,000 $0 $8,000 7 $56,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 $0 $7,000 7 $49,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 $0 $7,000 7 $49,000


OUTDOOR


DIGITAL BILLBOARDS VARIOUS 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $0 $0 1 $10,000 1 $10,000 1 $10,000 $10,000 8 $80,000


EXPERIENTIAL


LIFESTYLE CENTERS TOWN SQUARE, DOWNTOWN SUMMERLIN 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $7,000 8 $56,000


$6 $42,500 $6 $42,500 $0 $0 $0 $0 $6 $42,500 $6 $42,500 $6 $42,500 $0 $0 $0 $0 $6 $42,500 $6 $42,500 $2 $17,000 $42,500 $44 $314,500


RENO DESCRIPTION VENDOR


PRINT


RENO NEWS AND REVIEW FP4C 1 $3,200 1 $3,200 $0 $0 1 $3,200 1 $3,200 1 $3,200 $0 $0 1 $3,200 1 $3,200 $0 $3,200 7 $22,400


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 $0 $7,000 7 $49,000


TV


CABLE- NCC :30 SPOT 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 $0 $5,000 7 $35,000


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 $0 $7,000 7 $49,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 1 $7,000 $0 $0 1 $7,000 1 $7,000 $0 $7,000 7 $49,000


OUTDOOR


DIGITAL BILLBOARDS VARIOUS 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $5,000 8 $40,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS $0 $0 $0 $0 1 $5,000 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $5,000 6 $30,000


BARS AND GYMS VARIOUS $0 $0 $0 $0 1 $5,000 1 $5,000 1 $5,000 $0 $0 1 $5,000 1 $5,000 1 $5,000 $5,000 6 $30,000


$6 $34,200 $6 $34,200 $0 $0 $0 $0 $8 $44,200 $8 $44,200 $8 $44,200 $0 $0 $0 $0 $8 $44,200 $8 $44,200 $3 $15,000 $44,200 $55 $304,400


CHICAGO DESCRIPTION VENDOR


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS $0 $0 $0 $0 $0 1 $2,000 5 $10,000 $0 $0 $0 2 $4,000 4 $8,000 $2,000 12 $24,000


DIGITAL BILLBOARDS VARIOUS $0 $0 $0 $0 $0 1 $1,500 5 $7,500 $0 $0 $0 2 $3,000 4 $6,000 $1,500 12 $18,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


BARS AND GYMS VARIOUS $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


$0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $7 $8,500 $35 $42,500 $0 $0 $0 $0 $0 $0 $14 $17,000 $28 $34,000 $8,500 $84 $102,000SUBTOTAL


SUBTOTAL


SUBTOTAL
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SAN DIEGO DESCRIPTION VENDOR


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS $0 $0 $0 $0 $0 1 $2,750 5 $13,750 $0 $0 $0 2 $5,500 4 $11,000 $2,750 12 $33,000


DIGITAL BILLBOARDS VARIOUS $0 $0 $0 $0 $0 1 $1,500 5 $7,500 $0 $0 $0 2 $3,000 4 $6,000 $1,500 12 $18,000


EXPERIENTIAL


LIFESTYLE CENTERS VARIOUS $0 $0 $0 $0 $0 1 $2,000 5 $10,000 $0 $0 $0 2 $4,000 4 $8,000 $2,000 12 $24,000


COFFEE SLEEVES TARGETED COFFEE SHOPS $0 $0 $0 $0 $0 1 $2,000 5 $10,000 $0 $0 $0 2 $4,000 4 $8,000 $2,000 12 $24,000


BARS AND GYMS VARIOUS $0 $0 $0 $0 $0 1 $2,000 5 $10,000 $0 $0 $0 2 $4,000 4 $8,000 $2,000 12 $24,000


$0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $8 $13,250 $40 $66,250 $0 $0 $0 $0 $0 $0 $16 $26,500 $32 $53,000 $13,250 $96 $159,000


DALLAS DESCRIPTION VENDOR


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS $0 $0 $0 $0 $0 1 $2,500 5 $12,500 $0 $0 $0 2 $5,000 4 $10,000 $2,500 12 $30,000


DIGITAL BILLBOARDS VARIOUS $0 $0 $0 $0 $0 1 $1,500 5 $7,500 $0 $0 $0 2 $3,000 4 $6,000 $1,500 12 $18,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


BARS AND GYMS VARIOUS $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


$0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $7 $9,000 $35 $45,000 $0 $0 $0 $0 $0 $0 $14 $18,000 $28 $36,000 $9,000 $84 $108,000


HOUSTON DESCRIPTION VENDOR


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS $0 $0 $0 $0 $0 1 $2,500 5 $12,500 $0 $0 $0 2 $5,000 4 $10,000 $2,500 12 $30,000


DIGITAL BILLBOARDS VARIOUS $0 $0 $0 $0 $0 1 $1,500 5 $7,500 $0 $0 $0 2 $3,000 4 $6,000 $1,500 12 $18,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


BARS AND GYMS VARIOUS $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


$0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $7 $9,000 $35 $45,000 $0 $0 $0 $0 $0 $0 $14 $18,000 $28 $36,000 $9,000 $84 $108,000SUBTOTAL


SUBTOTAL


SUBTOTAL
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FRESNO DESCRIPTION VENDOR


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS $0 $0 $0 $0 $0 1 $2,500 5 $12,500 $0 $0 $0 2 $5,000 4 $10,000 $2,500 12 $30,000


DIGITAL BILLBOARDS VARIOUS $0 $0 $0 $0 $0 1 $2,500 5 $12,500 $0 $0 $0 2 $5,000 4 $10,000 $2,500 12 $30,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


BARS AND GYMS VARIOUS $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


$0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $7 $10,000 $35 $50,000 $0 $0 $0 $0 $0 $0 $14 $20,000 $28 $40,000 $10,000 $84 $120,000


NEW YORK CITY DESCRIPTION VENDOR


RADIO


PANDORA :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


TV


NATIONAL CINEMA MEDIA :30 SPOT, ON SCREEN REGIONAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


HULU :30 SPOT, BEHAVORIAL, CONTEXTUAL $0 $0 $0 $0 $0 1 $1,000 5 $5,000 $0 $0 $0 2 $2,000 4 $4,000 $1,000 12 $12,000


OUTDOOR


ROTATING BILLBOARD/POSTERS MAIN FREEWAYS $0 $0 $0 $0 $0 1 $2,500 5 $12,500 $0 $0 $0 2 $5,000 4 $10,000 $2,500 12 $30,000


AIRPORT BOARDS SALT LAKE CITY $0 $0 $0 $0 $0 1 $3,800 5 $19,000 $0 $0 $0 2 $7,600 4 $15,200 $3,800 12 $45,600


PRODUCTION AND INSTALL VARIOUS $0 $0 $0 $0 $0 $0 $0 $0 $0 1 $8,000 $0 $0 $8,000 1 $8,000


EXPERIENTIAL


COFFEE SLEEVES TARGETED COFFEE SHOPS $0 $0 $0 $0 $0 1 $3,000 5 $15,000 $0 $0 $0 2 $6,000 4 $12,000 $3,000 12 $36,000


BARS AND GYMS VARIOUS $0 $0 $0 $0 $0 1 $3,000 5 $15,000 $0 $0 $0 2 $6,000 4 $12,000 $3,000 12 $36,000


$0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $7 $15,300 $35 $76,500 $0 $0 $0 $0 $1 $8,000 $14 $30,600 $28 $61,200 $23,300 $85 $191,600


$70 $647,400 $70 $647,400 $0 $0 $0 $0 $72 $657,400 $115 $722,450 $287 $982,650 $0 $0 $0 $0 $79 $718,400 $158 $787,500 $210 $636,800 $783,450 $1,061 $5,800,000


     


MEDIA TOTALS


SUBTOTAL


SUBTOTAL
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Reference #: 5 


Company Name: SkyWire 


Identify role company will have for this RFP project 


(Check appropriate role below): 


 VENDOR  SUBCONTRACTOR 


Project Name: AZ Film Studios website 


Primary Contact Information 


Name: Zeus Zamani 


Street Address: 154 W 23rd St 


City, State, Zip: LA, CA 90007 


Phone, including area code: 310-779-9603 


Facsimile, including area code:  


Email address: zeus@azfilmstudios.com 


Alternate Contact Information 


Name:  


Street Address:  


City, State, Zip:  


Phone, including area code:  


Facsimile, including area code:  


Email address:  


Project Information 


Brief description of the project/contract and 


description of services performed, including 


technical environment (i.e., software applications, 


data communications, etc.) if applicable: 


Website development and updates. 


Original Project/Contract Start Date: 2010 


Original Project/Contract End Date: Ongoing 


Original Project/Contract Value: $6,000 


Final Project/Contract Date: December 2011 


Was project/contract completed in time originally 


allotted, and if not, why not? 


Yes. 


Was project/contract completed within or under 


the original budget/ cost proposal, and if not, why 


not? 


Yes. 


 


  







Reference #: 6 


Company Name: SkyWire 


Identify role company will have for this RFP project 


(Check appropriate role below): 


         X VENDOR  SUBCONTRACTOR 


Project Name: Chickasaw Nation 


Primary Contact Information 


Name: Debra Mills 


Street Address: 2020 Lonnie Abbot Rd  


City, State, Zip: Ada, OK 74820 


Phone, including area code: 580-276-4229 


Facsimile, including area code:  


Email address:  


Alternate Contact Information 


Name:  


Street Address:  


City, State, Zip:  


Phone, including area code:  


Facsimile, including area code:  


Email address:  


Project Information 


Brief description of the project/contract and 


description of services performed, including 


technical environment (i.e., software applications, 


data communications, etc.) if applicable: 


Mobile Connect, Coupon Connect, 


Rooms & Valet Connect- text 


message/SMS marketing software  


Original Project/Contract Start Date: 2010 


Original Project/Contract End Date: Present  


Original Project/Contract Value: On-Going 


Final Project/Contract Date: Current & On-Going 


Was project/contract completed in time originally 


allotted, and if not, why not? 


Yes and project remains on-going and 


current for applicable deadlines 


Was project/contract completed within or under 


the original budget/ cost proposal, and if not, why 


not? 


Yes 


 








Reference #: 3 


Company Name: SkyWire 


Identify role company will have for this RFP project 


(Check appropriate role below): 


         X VENDOR  SUBCONTRACTOR 


Project Name: Hooters Hotel & Casino 


Primary Contact Information 


Name: Kenna Beaver 


Street Address: 115 East Tropicana St 


City, State, Zip: Las Vegas, NV 89109 


Phone, including area code: 702-739-9000 


Facsimile, including area code:  


Email address: info@hooterslv.com 


Alternate Contact Information 


Name:  


Street Address:  


City, State, Zip:  


Phone, including area code:  


Facsimile, including area code:  


Email address:  


Project Information 


Brief description of the project/contract and 


description of services performed, including 


technical environment (i.e., software applications, 


data communications, etc.) if applicable: 


Social media, display banner design, 


email newsletter design, marquee video 


creation, web management 


Original Project/Contract Start Date: June 2010 


Original Project/Contract End Date: August 2012 


Original Project/Contract Value:  


Final Project/Contract Date: August 2012 


Was project/contract completed in time originally 


allotted, and if not, why not? 


Yes  


Was project/contract completed within or under 


the original budget/ cost proposal, and if not, why 


not? 


 


 


  







Reference #: 4 


Company Name: SkyWire 


Identify role company will have for this RFP project 


(Check appropriate role below): 


          X VENDOR  SUBCONTRACTOR 


Project Name: Dirt Cult Records website 


Primary Contact Information 


Name: Chris Mason 


Street Address: 15141 E Burnside St 


City, State, Zip: Portland, OR 97233 


Phone, including area code: 575-640-6214 


Facsimile, including area code:  


Email address: dirtcultrecords@gmail.com 


Alternate Contact Information 


Name:  


Street Address:  


City, State, Zip:  


Phone, including area code:  


Facsimile, including area code:  


Email address:  


Project Information 


Brief description of the project/contract and 


description of services performed, including 


technical environment (i.e., software applications, 


data communications, etc.) if applicable: 


Website development, consultation and 


updates. 


Original Project/Contract Start Date: 2010 


Original Project/Contract End Date: Ongoing 


Original Project/Contract Value: $3,000 


Final Project/Contract Date: N/A 


Was project/contract completed in time originally 


allotted, and if not, why not? 


Yes. 


Was project/contract completed within or under 


the original budget/ cost proposal, and if not, why 


not? 


Yes. 


 








Reference #: 1 


Company Name: SkyWire 


Identify role company will have for this RFP project 


(Check appropriate role below): 


        X VENDOR  SUBCONTRACTOR 


Project Name: Pinnacle Entertainment 


Primary Contact Information 


Name: Jessica Leslie 


Street Address: 3980 Howard Hughes Pkwy 


City, State, Zip: Las Vegas, NV 89169 


Phone, including area code: 702-541-7777 


Facsimile, including area code:  


Email address:  


Alternate Contact Information 


Name:  


Street Address:  


City, State, Zip:  


Phone, including area code:  


Facsimile, including area code:  


Email address:  


Project Information 


Brief description of the project/contract and 


description of services performed, including 


technical environment (i.e., software applications, 


data communications, etc.) if applicable: 


Rooms Connect, Mobile Connect, Text a 


Wall- 3 avenues of SMS marketing.  


Software allows SMS 


messages/coupons/promos sent to 


customer 


Original Project/Contract Start Date: 2012 


Original Project/Contract End Date: Present 


Original Project/Contract Value: Contract On-Going  


Final Project/Contract Date: On-Going 


Was project/contract completed in time originally 


allotted, and if not, why not? 


Yes and project remains on-going and 


current for applicable deadlines  


Was project/contract completed within or under 


the original budget/ cost proposal, and if not, why 


not? 


Yes  


 


  







Reference #: 2 


Company 


Name: 
SkyWire 


Identify role company will have for this RFP project 


(Check appropriate role below): 


          X VENDOR  SUBCONTRACTOR 


Project 


Name: 


The Cosmopolitan of Las Vegas 


Primary Contact Information 


Name: Crystal Lehman  


Street Address: 3708 Las Vegas Blvd South  


City, State, Zip: Las Vegas, NV 89109 


Phone, including area code: 702-698-1037 


Facsimile, including area code: 702-423-2278 


Email address: Crystal.lehman@cosmopolitanlasvegas.com 


Alternate Contact Information 


Name:  


Street Address:  


City, State, Zip:  


Phone, including area code:  


Facsimile, including area code:  


Email address:  


Project Information 


Brief description of the project/contract and 


description of services performed, including 


technical environment (i.e., software 


applications, data communications, etc.) if 


applicable: 


Rooms Connect Software- property 


reaches guests via SMS/text message 


when room is ready. 


Original Project/Contract Start Date: 4/2011 


Original Project/Contract End Date: Present 


Original Project/Contract Value: On Going  


Final Project/Contract Date: Contract On Going  


Was project/contract completed in time originally 


allotted, and if not, why not? 


Yes and project remains on-going and 


current for applicable deadlines 


Was project/contract completed within or under 


the original budget/ cost proposal, and if not, why 


not? 


Yes 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: SkyWire 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 


Contractor: x Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Joseph Walczak 
Key Personnel: 


(Yes/No) 
Yes 


Individual’s Title: Vice President Strategic Accounts 


# of Years in Classification: 4 # of Years with Firm:4  


 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
SkyWire - (February 2011– Present) 


 Vice President of Strategic Accounts, Las Vegas, N.V. 


 Vice President of Support and Implementation, Las Vegas, N.V. 


 Director of Strategic Accounts, Las Vegas, N.V. 


 Senior Account Manager, Las Vegas, N.V. 


Station Casinos, Inc. - (February 2004 – February 2011) 


 Point of Sale Application Analyst, Las Vegas, N.V. 


InfoGenesis - (August 2002 – February 2004) 


 Systems Engineer, Santa Barbara, C.A. 


Budget Rent-A-Car - (October 2000 – August 2002) 


 Station Manager, Baltimore, M.D. 


 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 


 
I have been working in the hospitality and tourism in one way or another since the year 2000. Starting out 
in management and moving in to the technology side of hospitality. Over the last four years with SkyWire 
I have been responsible for developing, implementing, and executing mobile marketing campaigns for 
hospitality and tourism companies. 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 


 
State University of New York at Oswego, Oswego, NY 


 Bachelor of Science, Business Administration, August 2000 


 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
Insert here any certifications proposed individual has received. 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: SkyWire 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 


Contractor: x Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Jesse Spence 
Key Personnel: 


(Yes/No) 
? 


Individual’s Title: Digital Specialist for National and Major Accounts 


# of Years in Classification: 8 Months # of Years with Firm: 
8 


Months 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Managed service renewals for Polycom resellers and distributors throughout North America and Canada; 
awarded “Quarter One 2012 Top Performer.” Over two years’ experience in providing digital solutions for 
clients at The Denver Post/Digital First Media and The Las Vegas Review Journal/Ad Us. Current focus 
is providing strategy and driving ROI on digital advertising campaigns for National, Major and Strategic 
accounts at The Las Vegas Review Journal and Ad Us.  
 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 


 
April 2014 – Current, Las Vegas Review Journal & Ad Us, Las Vegas, NV, Digital Specialist for 
National/Major Accounts. Continual digital strategy and advertising campaign oversight for Casino 
properties on the Strip and Downtown Las Vegas, focusing on out of market visitors for branding, hotel 
room reservations and show tickets. 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 


 
University of Northern Colorado, Greeley, CO, Bachelor’s Degree in Communications with a Minor in 
Media Studies, Received in May 2011 
 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
Insert here any certifications proposed individual has received. 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: SkyWire 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 


Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Jon Grenier 
Key Personnel: 


(Yes/No) 
no 


Individual’s Title: Contract Coordinator 


# of Years in Classification: 1 # of Years with Firm: 1 


 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


SALES EXECUTIVE YEARS EMPLOYED- 2/2014-PRESENT  


   SkyWire Las Vegas, NV  


Outside sales representative responsible for marketing to and acquiring new business. Focussed primarily in the hospitality 


industry, services include SMS text message marketing software, Point of Sale systems and biometric time and attendance. 


Using a consultative sales approach qualify potential clients and build rapport.  Assist on production of and execution of 


SMS marketing campaigns, create software and hardware proposals and contracts seeing process thru implementation 


install.   


 


CUSTOMER SERVICE REP/ESTIMATOR                                                               YEARS EMPLOYED -1/2012-1/2014 


                                                                                                                                                                                            9/2008-9/2010  


  Collision Authority                                                                                                                         Las Vegas, NV 


Manage desk of upwards $175k/mo & over $1.5 million in sales for 2013. Service writer for Farmers , State Farm & 


Esurance direct repair program guidelines. Focus on maintaining an avg. at minimum of 96% CSI through follow up 


phone surveys..  Handle all aspects of customer service thru repair process. Create and submit estimate to Insurance, 


customer contact/status updates and delivery of vehicle. Very proficient in CCCone estimating & management systems 


 


ESTIMATOR/SERVICE WRITER                                                                         YEARS EMPLOYED-  11/2010-9/2011 


KNOXVILLE COLLISION                                                                                                                                KNOXVILLE, TN 


Service writer, including Nationwide, USAA, State Farm, Travelers, Etc.  Generate estimates complaint to                                                   


insurance guidelines.  Handle all aspects of customer service throughout repair process; prepare all supplement 


estimates, correspond with insurance adjusters, maintain customer contact  
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 


 
While a Las Vegas resident for over 10 years, it was not until joining the SkyWire team in February 2014 
that I enter the Hospitality & Tourism industries.   
 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 


                                                                                           
State University of New York at Oswego                                                                               1996-1999  


Undergraduate studies with concentration in Broadcast Communications        Oswego, NY                                     
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AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: SkyWire 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor:  Subcontractor: x 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Laura Pyzer Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Media Planner/Buyer 
# of Years in Classification: 10+ # of Years with Firm: -1 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
• Responsible for evaluating and recommending media plans including print, out-of-home and broadcast media that best meet each 


client’s business strategy through advertising initiatives  
• Negotiate corporate contracts to maintain high share of voice and low company rates 
• Establish and sustain valuable partnerships between media partners and clients, providing added value components 
• Provide strategic and measurable solutions to meet client objectives and goals  
• Develop strategic partnerships with internal and external groups to maximize efficiencies for each client to strengthen brand 


awareness  
• Cultivate relationships with new partners and create large scale events that focus on the company as a whole to generate revenue 


and create awareness 
• Maintain relationships with various departments and agencies to create a cohesive, well organized environment 
• Lead research teams to analyze market conditions and competitor information; utilize this information to create marketing 


strategies 
• Positions held 


o Marketing Consultant 3/2014- present 
o Director of Marketing, Rotella Gallery 8/2013-3/2014 
o Marketing Manager, Hooters Casino Hotel 5/2012-8/2013 
o Senior Media Planner/Buyer, MGM Resorts International 5/2010-4/2012 
o Internet Marketing Specialist, Caesars Entertainment 11/2008-5/2010 
o Media Planner/Buyer, Caesars Entertainment 4/2007-11/2008 
o Media Planner/Buyer, Clemons Media 5/2006-4/2007 
o Media Planner/Buyer, On Target Media 4/2004-5/2006 


 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 


• 5/2012-8/2013, Hooters Casino Hotel, Las Vegas NV, Marketing Manager, research, plan, buy and maintain media budget 
targeting FIT audience into Las Vegas fitting targeted demographic.  Plans included Hotel, Food and Beverage, Entertainment, and 
Gaming 


• 5/2010-4/2012, MGM Resorts International, Las Vegas NV, Senior Media Planner/Buyer, research, plan, buy and maintain media 
budget targeting FIT audience into Las Vegas fitting targeted demographic.  Plans included Hotel, Food and Beverage, and 
Entertainment 


• 4/2007-11/2008, Caesars Entertainment, Las Vegas NV, Media Planner/Buyer, research, plan, buy and maintain media budget 
targeting FIT audience into Las Vegas fitting targeted demographic.  Plans included Hotel, Food and Beverage, and Entertainment 
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EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
Northern Arizona University, Flagstaff, AZ, Bachelor of Science Psychology, 1999 
Victor Valley College, Victorville, CA, Associates of Science Psychology, 1996 
 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
Sarah Winnemucca Award for Excellence, American Association of University Women, 2008 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: SkyWire 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 


Contractor: x Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Russ Carlson 
Key Personnel: 


(Yes/No) 
 


Individual’s Title: SVP, Operations 


# of Years in Classification:  # of Years with Firm: 2 


 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
General Manager/SVP of Operations with a diverse background in financial brokerage, sales, software 
implementation, operations and project management. 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 


 
 
 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 


 
State University of New York at Oswego. BS in Business Administration. 2001 
 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: SkyWire 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 


Contractor: x Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Ryan Christiansen 
Key Personnel: 


(Yes/No) 
Yes 


Individual’s Title:  


# of Years in Classification: 10 # of Years with Firm: 1 


 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Respected executive with 10+ years of sales and marketing experience for an industry leading 
trailblazing organization. Consistently achieved aggressive growth in revenue and audience metrics while 
sustaining a fast paced, highly motived culture.  Have created, designed and implemented award winning 
advertising and marketing campaigns.  An influencer with the organization launching new products, 
platforms, applications and marketing campaigns as needed.   Demonstrated the ability to build and 
execute budgets with full P&L control while managing sales and marketing teams.   
 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 


 
April 2011 – January 2014, The Denver Post/Digital First Media, Denver, CO, Regional Director of Digital 
Sales and Marketing. Oversaw digital advertising campaigns for the State of Wyoming and the City of 
Steamboat, Colorado. 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 


 
University of Northern Colorado, Greeley, CO, Bachelors of Arts in Journalism and Mass 
Communication, with an emphasis in PR and Advertising. Received December 2005. 
 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
Named Editor and Publisher Top 25 Under 35 in the 2012 edition.  
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: SkyWire 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 


Contractor: x Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Shahram Reza Zargari 
Key Personnel: 


(Yes/No) 
Y 


Individual’s Title: Senior Copywriter 


# of Years in Classification: 10 # of Years with Firm: 6 


 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Written award-winning copy and promotions for various types of media and industries: Print, TV, Radio, 
press releases, interactive media, Podcasts, and SEO web writing, retail, manufacturing, entertainment, 
publishing, professional services and non-profit. 
 
 
2014 Wrote Screenplay “Opus Of An Angel” and developed a cross promotional plan for the film with 
Junior Blind Of America. Film to be released Late 2015. 
 
2013 Sold Ad Agency created in 2008 to Skywire inc. and became their senior copywriter. 
 
2013 wrote award winning screen adaptation of “The Crystal Crypt”  
  
Co-authored 2011 book: “How to Gain Assurance in your Marketing and Advertising Techniques” which 
got the attention of Hank Wasiak, retired Vice Chairman of McCann Erickson and professor at USC. 
Wasiak enjoyed the book so much he will be citing it in his future classes. 
 
November 2004- At age 23, opened a lucrative start-up business and wrote all of the marketing, training, 
and procedural materials. 
 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 


 
 


September 2010- Commissioned, wrote, and developed award winning Web, TV, and Print, 
campaign/rebrand for Luxor Hotel and Casino, Las Vegas. More recently at SkyWire I have been 
responsible for developing content and ideas for marketing campaigns for hospitality and tourism clients. 


 


 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 


 
Orange Coast College - Course work Marketing 
Costa mesa, CA 
- Completed course work towards marketing degree. 
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SCORE – Certificate: Small Business Management and Marketing 
Santa Ana, CA 
- Completed Certification Courses in management, marketing and accounting for small business. 


 
  Online careercourses.com- 
  Online, http://onlinecareercourses.com 
  - Completed certification in the following courses: Writing for The Web, Creative Development, Copywriting. 
 


 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 


2014 Silver Award: 1669W – SkyWire.com rebrand – Websites – Branding 


 


2013 Silver Award: 58 – Assurance Advertising Blog – Content – Blog  


 


2012 Silver Award: 243V – The Comeback Kid – Film and Video – Copywriting  


 


2012 Silver Award: 238W – AZ Film Studios Blog – Websites – Branding  


 


2012 Silver Award: 228 – The Comeback Kid – Marketing Effectiveness – Film/Video/TV  
 


 
 
 



http://onlinecareercourses.com/

http://www.daveyawards.com/winners/list/?l=A&pageNum_winners=1&totalRows_winners=41&event=8&category=&award=S&form=2

http://assuranceadvertising.com/luxor_results/

http://www.daveyawards.com/winners/list/?l=A&pageNum_winners=1&totalRows_winners=41&event=8&category=&award=S&form=2

http://www.daveyawards.com/winners/list/?l=A&pageNum_winners=1&totalRows_winners=41&event=8&category=&award=S&form=2

http://assuranceadvertising.com/luxor_results/
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: SkyWire 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: x Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Shahab Zargari Key Personnel: 
(Yes/No) yes 


Individual’s Title: VP of Marketing 
# of Years in Classification: 1 # of Years with Firm: 6 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Experience includes:  


• Designing and implementing the annual marketing plan by translating the business goals and strategies 
into brand portfolio objectives and marketing strategies.  


• Planning and administering the marketing operations budget. 
• Negotiating with contractors to secure agreements that are beneficial to the company when developing 


promotional materials, and delivering these materials using a range of mediums (television, radio, print, and 
online).  


• As a member of the business development team collaborating with key managers on strategic planning by 
way of developing client presentations, contests, promotions, and other offers as well as developing and 
implementing client contact and prospecting systems. 


• Social Media Management.  
• Web development and design. 
• Video filming and editing. 
• Handle social media management for clients opted into the program. 
• Manage creative team for web, mobile, and online advertising for all clients. 
• Graphic design. 
• Consult clients and formulate marketing plans and branding efforts for their businesses. 


 
RELEVANT TOURISM INDUSTRY EXPERIENCE 


Information required should include:  timeframe, company name, company location, position title held during 
the term of the contract/project and details of contract/project. 


 
Moving from California to Nevada in 2008, I plunged into Tourism immediately. At first working at the 
Hilton Resorts near the strip and then with MGM/Mirage for advertising, and the Thomas and Mack 
Center for campaign ideas and event photography once I began working in the advertising side of things. 
Most recently at SkyWire I have been responsible for developing marketing campaigns for hospitality and 
tourism companies across the nation. 
 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
University of California, Irvine    1996 – 2000 
 Bachelor of Arts in Sociology  


Minor in Education 
• Coursework included sociology, psychology, humanities, science, statistics, marketing, education  
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AWARDS (Won by the individual) 


Information required should include: Award, organization giving the award and date received. 
 
2012  
Silver Award from the Davey Awards: AZ Film Studios Blog – Websites – Branding – Shahab Zargari: Brand 
Manager 
Silver Award from the Davey Awards: The Comeback Kid Luxor Commercial – Marketing Effectiveness – 
Film/Video/TV – Shahab Zargari: Executive Producer 
Silver Award from the Davey Awards: Love Like Magic Music Video – Online Film and Video – Music Video – 
Shahab Zargari: Executive Producer 
Silver Award from the Davey Awards: The Comeback Kid Luxor Commercial – Film and Video – Copywriting – 
Shahab Zargari: Executive Producer 
Silver Award from the Davey Awards: The Comeback Kid Luxor Commercial – Film and Video – 
Videography/Cinematography – Shahab Zargari: Executive Producer 
 
2013 
Best Short from the Philip K Dick Science Fiction Film Festival : The Crystal Crypt – Best Philip K Dick-inspired 
Short – Shahab Zargari: Director 
Silver Award from the Davey Awards: Assurance Advertising Blog – Content – Blog – Shahab Zargari: Writer, 
Contributor, Manager 
Silver Award from the Davey Awards: Henderson Libraries Question 1, November 2012 – Online Advertising and 
Marketing – Not-For-Profit – Shahab Zargari: Executive Producer, Editor 
AWARD of MERIT – LA Cinema Festival of Hollywood: OUT OF TIME short film – Shahab Zargari: Editor 
 
2014 
AWARD OF MERIT – LA Cinema Festival of Hollywood: The Crystal Crypt – Shahab Zargari: Director 
BEST SCI FI FILM – IFS Film Festival: The Crystal Crypt – Shahab Zargari: Director 
Silver Award from the Davey Awards: PepsiCo/ Beyonce SMS Campaign – Mobile Marketing– Events – Shahab 
Zargari: VP of Marketing 
Silver Award from the Davey Awards: SkyWire rebrand – Websites – Branding – Shahab Zargari: VP of Marketing 








ATTACHMENT I – COST SCHEDULE 


 
Vendor: SkyWire 
 


Creative Development 
 


Program Element Team Member Title/Level Hourly Rate Estimated 


Percentage of 


Time on Account 


Per Month 


Strategic Planning Shahab Zargari Team Manager 30 10% 


Research Mindy Molisee Team Member 22 10% 


Brand 


Development 


Shahab Zargari Team Manager 50 10 


Production TV Reza Zargari Team Member 55 30% 


Production Print Shahab Zargari Team Manager 55 30% 


Production Other  Shahab Zargari Team Manager 30 20% 


Video/Content 


Production 


Shahab Zargari Team Manager 70 30% 


New Media Shahab Zargari Team Manager 25 20% 


Account 


Administration 


Jon Grenier Account 


Executive 


25 20% 


 


External Communications (PR/PA) 
 


Program Element Team Member Title/Level Hourly Rate Estimated 


Percentage of 


Time on Account 


Per Month  


Strategic Planning Shahab Zargari Team Manager 30 20% 


Communications 


Action Plan 


Development 


Reza Zargari Team Member 30 30% 


Consumer Media 


Relations 


Mindy Molisee Team Member 30 10% 


Trade Media 


Relations 


Mindy Molisee Team Member 30 10% 


Public Affairs Mindy Molisee Team Member 30 10% 


Social Media Mindy Molisee Team Member 20 30% 


Online Press Room 


Development 


Shahab Zargari Team Manager 25 10% 


Industry Education Reza Zargari Team Member 50 30% 


Governor’s 


Conference on 


Tourism Planning 


Mindy Molisee Team Member 55 10% 


Account 


Administration 


Jon Grenier Account 


Executive 


25 20% 


 


 


 







Digital Development 


 


Program Element Team Member Title/Level Hourly Rate Estimated 


Percentage of 


Time on 


Account Per 


Month 


Competitor/Best Practice 


Review and 


Recommendation 


Jesse 


Spence 


Client 


Services 


100 10% 


TravelNevada.com 


Enhancements/Development 


Vikas 


Khorana 


VP IT 125 10% 


Nevada Tourism Ancillary 


Sites Development 


Vikas 


Khorana 


VP IT 125 10% 


Back-end Administration 


Development 


Vikas 


Khorana 


VP IT 125 10% 


Mobile App Development Vikas 


Khorana 


VP IT 150 10% 


Account Administration Jesse 


Spence 


Client 


Services 


100 10% 


 


Customer Relationship Management (CRM/Emarketing) 


 


Program Element Team Member Title/Level Hourly Rate Estimated 


Percentage of 


Time on Account 


Per Month  


Strategic Planning Jesse 


Spence 


Client Services 100 10% 


Account 


Administration  


Jesse 


Spence 


Client Services 100 10% 


Materials 


Development (as 


identified in plan) 


Shahab Zargari Team Manager 30 20% 


Materials 


Distribution (as 


identified in plan) 


Jon Grenier Account 


Executive 


25 20% 


 


  







Media Buying 


 


Media buying respondents may submit the cost using one of two cost options:  


 


Option 1 - Commission plus fees schedule 


 


Media Type  Agency Commission (please 


note if the agency charges a flat 


commission, if the commission 


is dependent on the media 


channel or if the commission is 


dependent on the spend level) 


Hourly Rate for Fees (spot 


duplication, creative 


production, tracking, etc.) 


Broadcast Spot Television – 


market level 


6% flat commission 50 


Broadcast Spot Television – 


national level 


6% flat commission 50 


Cable Spot Television – market 


level 


6% flat commission 50 


Cable Spot Television – national 


level 


6% flat commission 50 


Digital 6% flat commission 50 


Print 6% flat commission 50 


Radio 6% flat commission 50 


Out of Home 6% flat commission 50 


Events/Sponsorship 6% flat commission 50 


 


   


Option 2 – Fees Only – this option assumes Nevada Tourism will pay no commission to the agency, but 


may pay fees for work done to support the buys 


 


Program Element Team Member Title/Level Hourly Rate Estimated 


Percentage of 


Time on Account 


Per Buy 


     


     


     


     


     


     


 


 


Is your agency a SAG signatory agency?  _____ Yes  __X__ No  (Please initial in appropriate space). 
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VENDOR INFORMATION SHEET FOR RFP 2084 
 
V1 Company Name The Glenn Group 


 
V2 Street Address 50 Washington Street 


 
V3 City, State, ZIP Reno, NV 89503 


 


V4 Telephone Number 
Area Code:   Number:  775-686-7777 Extension:   


 


V5 Facsimile Number 
Area Code:   Number:  775-686-7750 Extension:   


 


V6 Toll Free Number 
Area Code:   Number:   Extension:   


 


V7 


Contact Person for Questions / Contract Negotiations, 
including address if different than above 


Name:  Valerie Glenn 
Title:  CEO & Principal 
Address:  50 Washington Street, Ste. 200, Reno, NV 89503 
Email Address:  vglenn@theglenngroup.com 


 


V8 Telephone Number for Contact Person 
Area Code:   Number:  775-686-7777 Extension:   


 


V9 Facsimile Number for Contact Person 
Area Code:   Number:  775-686-7750 Extension:   


 


V10 
Name of Individual Authorized to Bind the Organization 


Name:  Valerie Glenn Title:  CEO & Principal 
 


V11 
Signature (Individual must be legally authorized to bind the vendor per NRS 333.337) 


Signature: Date: 11/21/14 
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ATTACHMENT A – CONFIDENTIALITY AND CERTIFICATION OF 
INDEMNIFICATION 


 
Submitted proposals, which are marked “confidential” in their entirety, or those in which a significant portion of the 
submitted proposal is marked “confidential” will not be accepted by the State of Nevada.  Pursuant to NRS 333.333, 
only specific parts of the proposal may be labeled a “trade secret” as defined in NRS 600A.030(5).  All proposals 
are confidential until the contract is awarded; at which time, both successful and unsuccessful vendors’ technical and 
cost proposals become public information.   
 
In accordance with the Submittal Instructions of this RFP, vendors are requested to submit confidential information 
in separate binders marked “Part I B Confidential Technical” and “Part III Confidential Financial”. 
 
The State will not be responsible for any information contained within the proposal.  Should vendors not comply 
with the labeling and packing requirements, proposals will be released as submitted.  In the event a governing board 
acts as the final authority, there may be public discussion regarding the submitted proposals that will be in an open 
meeting format, the proposals will remain confidential.  
 
By signing below, I understand it is my responsibility as the vendor to act in protection of the labeled information 
and agree to defend and indemnify the State of Nevada for honoring such designation.  I duly realize failure to so act 
will constitute a complete waiver and all submitted information will become public information; additionally, failure 
to label any information that is released by the State shall constitute a complete waiver of any and all claims for 
damages caused by the release of the information. 
 
This proposal contains Confidential Information, Trade Secrets and/or Proprietary information as defined in Section 
2 “ACRONYMS/DEFINITIONS.”  
 
Please initial the appropriate response in the boxes below and provide the justification for confidential 
status. 
 


Part I B – Confidential Technical Information 
YES  NO  


Justification for Confidential Status 
 


 
A Public Records CD has been included for the Technical and Cost Proposal 


YES  NO (See note below)  
Note:  By marking “NO” for Public Record CD included, you are authorizing the State to use the “Master CD” 
for Public Records requests. 


 
Part III – Confidential Financial Information 


YES  NO  
Justification for Confidential Status 
Confidential Company Information 


 
The Glenn Group  
Company Name  
    


Signature    
    
Valerie Glenn   11/21/14 
Print Name   Date 
 


  
This document must be submitted in Tab IV of vendor’s technical proposal 
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Amendment 1 RFP 2084 Page 1 of 3 


State of Nevada  


  
 


Brian Sandoval 
Department of Administration Governor 
Purchasing Division  
515 E. Musser Street, Suite 300 Greg Smith 
Carson City, NV  89701 Administrator 


 
SUBJECT: Amendment 1 to Request for Proposal 2084 


RFP TITLE: Integrated Marketing Agency of Record 


DATE OF AMENDMENT: November 13, 2014 


DATE OF RFP RELEASE: November 5, 2014 


OPENING DATE: November 24, 2014 


OPENING TIME: 2:00 PM 


CONTACT: Annette Morfin, Procurement Staff Member 
 
 
The following shall be a part of RFP 2084.  If a vendor has already returned a proposal and any of the 
information provided below changes that proposal, please submit the changes along with this 
amendment.  You need not re-submit an entire proposal prior to the opening date and time. 
 
 
1. The State of Nevada issued an RFP in August. According to the RFP, the Nevada Commission 


on Tourism is looking for an integrated marketing AOR to support PR and external 
communications, strategic planning, media buying, advertising, and digital and mobile 
initiatives. Is this the same need and if so why is the State issuing a new RFP? 


  
 The previous RFP was cancelled. 
  
2. Is the State open to agencies who do not have an office in Nevada? 
 
 Yes. The State is not permitted to give preference to in-state agencies. 
   
3. Does the State of Nevada Purchasing Division want a specific format for the proposal. For 


example, would you like to have all responses for the sections in the scope of work labeled with 
the original description from the RFP? 


  
 Within the RFP document; there are instructions as to how to submit your proposal. Refer to 


Section 9 - Proposal Submission Requirements, Format and Content. 
  
4. Why did you cancel RFP #2081 and reissue as RFP #2084? 
  
 RFP 2081 was cancelled. 
  
5. Is the selection committee for #2084 the same as it was for #2081? 
  
 No 


ATTACHMENT C – VENDOR CERTIFICATIONS 
 
Vendor agrees and will comply with the following: 
 
(1) Any and all prices that may be charged under the terms of the contract do not and will not violate any existing 


federal, State or municipal laws or regulations concerning discrimination and/or price fixing.  The vendor agrees 
to indemnify, exonerate and hold the State harmless from liability for any such violation now and throughout the 
term of the contract. 


 
(2) All proposed capabilities can be demonstrated by the vendor. 
 
(3) The price(s) and amount of this proposal have been arrived at independently and without consultation, 


communication, agreement or disclosure with or to any other contractor, vendor or potential vendor. 
 
(4) All proposal terms, including prices, will remain in effect for a minimum of 180 days after the proposal due date.  


In the case of the awarded vendor, all proposal terms, including prices, will remain in effect throughout the 
contract negotiation process. 


 
(5) No attempt has been made at any time to induce any firm or person to refrain from proposing or to submit a 


proposal higher than this proposal, or to submit any intentionally high or noncompetitive proposal.  All proposals 
must be made in good faith and without collusion. 


 
(6) All conditions and provisions of this RFP are deemed to be accepted by the vendor and incorporated by reference 


in the proposal, except such conditions and provisions that the vendor expressly excludes in the proposal.  Any 
exclusion must be in writing and included in the proposal at the time of submission. 


 
(7) Each vendor must disclose any existing or potential conflict of interest relative to the performance of the 


contractual services resulting from this RFP.  Any such relationship that might be perceived or represented as a 
conflict should be disclosed.  By submitting a proposal in response to this RFP, vendors affirm that they have not 
given, nor intend to give at any time hereafter, any economic opportunity, future employment, gift, loan, gratuity, 
special discount, trip, favor, or service to a public servant or any employee or representative of same, in 
connection with this procurement.  Any attempt to intentionally or unintentionally conceal or obfuscate a conflict 
of interest will automatically result in the disqualification of a vendor’s proposal.  An award will not be made 
where a conflict of interest exists.  The State will determine whether a conflict of interest exists and whether it 
may reflect negatively on the State’s selection of a vendor.  The State reserves the right to disqualify any vendor 
on the grounds of actual or apparent conflict of interest. 


 
(8) All employees assigned to the project are authorized to work in this country. 
 
(9) The company has a written equal opportunity policy that does not discriminate in employment practices with 


regard to race, color, national origin, physical condition, creed, religion, age, sex, marital status, sexual 
orientation, developmental disability or handicap.   


 
(10) The company has a written policy regarding compliance for maintaining a drug-free workplace. 
 
(11) Vendor understands and acknowledges that the representations within their proposal are material and important, 


and will be relied on by the State in evaluation of the proposal.  Any vendor misrepresentations shall be treated as 
fraudulent concealment from the State of the true facts relating to the proposal. 


 
(12) Vendor must certify that any and all subcontractors comply with Sections 7, 8, 9, and 10, above. 
 
(13) The proposal must be signed by the individual(s) legally authorized to bind the vendor per NRS 333.337. 
 
The Glenn Group  
Vendor Company Name  
    
Vendor Signature    
Valerie Glenn   11/21/14 
Print Name   Date 


This document must be submitted in Tab IV of vendor’s technical proposal 
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Amendment 1 RFP 2084 Page 2 of 3 


6. Our references submitted reference questionnaires in response to RFP #2081. Will previously 
submitted reference questionnaires meet reference requirements in #2084, or do we need to ask 
references to re-submit new reference questionnaires? 


  
 You can use the same reference questionnaires.  You must indicate which ones from RFP 


2081 you want us to use. 
  
7. There are numerous forms that are the same between RFP #2081 and RFP #2084, except for 


the bid number. Will you accept #2081 forms signed earlier in the #2084 response, or must we 
re-populate and sign forms? 


  
 You would need to re-populate and sign the forms. 
  
8. When we received the notice of cancellation of RFP #2081, we received instructions from a 


Nevada purchasing officer to submit the response to RFP #2081 and highlight changes to 
comply to the new requirements in RFP #2084.  Please confirm that this tactic is permissible, as 
it is not mentioned in RFP #2084. 


  
 Yes, you would just need to copy/cut/paste with any revisions from RFP 2081 into RFP 2084. 
 
9. Can you tell us why the original RFP was canceled and then reissued as #2084? 
  
  Refer to Question 4. 
  
10. Are there preferred methods of compensation to the agency? 
 
 The Division of Tourism cannot contract on a retainer basis. Typical forms of compensation 


are project based.  
    
11. If new/additional platforms or software is needed to execute on strategic plans and initiatives, is 


additional budget available? Or does that need to be included in the budgets provided? 
 
 All acquisitions must come from the budgets provided (except those identified as coming 


from other budget categories). 
   
12. In sections 1.9.3.7 and 1.9.5.5, the thought isn’t finished. May we assume these two sections 


are meant to articulate that those costs must be included in the budget? For example, in section 
1.9.5.5, should the first sentence read “All out-of-pocket expenses for agreed-upon program 
components [must be included in the overall budget]?" 


 
Yes, all agreed upon out-of-pocket expenses must be included in the overall budget (except 
those identified as coming from other budget categories). 


 
  
  
  
 
 
 
 
 


Amendment 1 RFP 2084 Page 3 of 3 


 
ALL ELSE REMAINS THE SAME FOR RFP 2084. 


 
 


Vendor must sign and return this amendment with proposal submitted. 
 


Vendor Name: The Glenn Group 


Authorized Signature:  


Title: CEO & Principal Date: 11-21-14 
 
 
 
 


This document must be submitted in the “State 
Documents” section/tab of vendors’ technical proposal. 
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ATTACHMENT B, TECHNICAL 
PROPOSAL CERTIFICATION 
OF COMPLIANCE WITH TERMS 
AND CONDITIONS OF RFP


V - ATTACHM
ENT B, TECHNICAL PROPOSAL CERTIFICATION 


OF COM
PLIANCE W


ITH TERM
S AND CONDITIONS OF RFP 


PAGE 8







ATTACHMENT B – TECHNICAL PROPOSAL CERTIFICATION OF COMPLIANCE 
WITH TERMS AND CONDITIONS OF RFP 


 
I have read, understand and agree to comply with all the terms and conditions specified in this 
Request for Proposal.   
 


YES X I agree to comply with the terms and conditions specified in this RFP. 


 


NO  I do not agree to comply with the terms and conditions specified in this RFP. 


 
If the exception and/or assumption require a change in the terms in any section of the RFP, the 
contract, or any incorporated documents, vendors must provide the specific language that is 
being proposed in the tables below.  If vendors do not specify in detail any exceptions and/or 
assumptions at time of proposal submission, the State will not consider any additional exceptions 
and/or assumptions during negotiations.   
 
The Glenn Group  
Company Name  
    


Signature    
    
Valerie Glenn   11/21/14 
Print Name   Date 
 
 


Vendors MUST use the following format.  Attach additional sheets if necessary. 
 


EXCEPTION SUMMARY FORM 


EXCEPTION # RFP SECTION 
NUMBER 


RFP  
PAGE NUMBER 


EXCEPTION 
(Complete detail regarding exceptions must be 


identified) 
    
    
    


 
 


ASSUMPTION SUMMARY FORM 


ASSUMPTION # RFP SECTION 
NUMBER 


RFP  
PAGE NUMBER 


ASSUMPTION 
(Complete detail regarding assumptions must 


be identified) 
    
    
    


 
 


This document must be submitted in Tab V of vendor’s technical proposal 
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SECTION 3 
SCOPE OF WORK
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INTRODUCTION – ANSWER TO 4.1.9


WE BELIEVE
We believe in pioneers and trailblazers. In enterprise and imagination. In difference makers who think 
differently and demand to stand out. Those are the brands we do business with. 


We believe in big dreams and blue sky. In rough roads that lead to wide-open spaces. In digging in, 
pushing on and forging ahead. That’s how imagination becomes creation. 


We believe in straight shooters. In hard workers. And that genuine people are genuinely better  
for business. Those are the people we work with and for. 


And we believe we owe these beliefs to our Nevada roots. The things that grow here, and are drawn 
here, are weathered by something rugged and magical. The landscape molds and shapes unique 
spirits—sage, naïve, gritty, whimsical, persevering, imaginative, bright-shining, genuine, pioneering 
spirits. 


A place this wide open, with this much sky, can’t help but give rise to different types of thinkers, 
different types of dreamers. And that’s what we are.


ª ª ª


There is no doubt that Nevada has played a huge role in shaping us as people and 
as a company. Not only has it given us a unique Nevada spirit—wide-awake, fearless, 
resourceful, persistent and inspired—it’s been a testing ground for us over the last 45 
years. Nevada has helped us hone our craft and expand our professional expertise in 
travel, tourism, adventure and hospitality—or as we refer to it, the great art of “escape.” 


Being based in a state that is home to the world’s premier escape destination has led us 
to literally become “escape artists.” We understand the psychology of travelers and their 
need to escape and explore. 


We know from our own proprietary studies that 44% of adults think about wanting to  
“be able to escape their everyday routines and lives, to relax, recharge and recalibrate” 
at least once per week. And we actually know 11% of adults think about escaping EVERY 
SINGLE DAY.


We’ve gained vast knowledge as a Nevada company. And what we know has led us  
to help local, national and international brands grow their businesses, from Hard Rock 
Hotels to outdoor adventure startups to Carnival and Royal Caribbean Cruise Lines to  
an international metal detector company to helping create a new boutique hotel chain  
to branding and marketing timeshare properties, tourist attractions, entertainment venues, 
regional casino-resorts, world-famous properties on the Las Vegas Strip like Mandalay Bay 
and the Stratosphere and, yes, for many years, the Nevada Commission on Tourism.


We know how to work with and evolve existing tourism and hospitality brands, reposition 
stagnating brands and create and position new ones. We have experience targeting 
generational audiences with emotionally engaging brand sharing, know how to drive 
visitation with hyper targeting and compelling calls to action, how to measure success  
and adjust messaging and targeting strategy on the fly.


It’s clear being based in Las Vegas and Reno has given us rich experience and expertise in 
travel and tourism, but being Nevadans has also made us genuine, resourceful and open. 


We know that we don’t and can’t know it all. We believe collaboration is key in the 
complex modern marketing landscape. We know that collective growth and learning is 
exponential growth and learning. That’s why we’ve filled our offices with other creative 
and technology companies, from a well-published photographer to a national video 
production company and five insanely entrepreneurial tech startups (one of which 
already has the mobile technology developed to integrate with a NCOT app through an 
API to provide the retail component you’re looking to add). That collective environment 
has allowed for collisions of thought, culture and unique pioneering spirits. 


And our belief in collaboration is also why we’ve brought national partners to the table 
to help NCOT achieve and surpass its goals.


In the following pages you’ll see that we’ve added to our own extensive expertise 
in brand strategy, creative messaging, media strategy and Nevada-focused public 
relations with the complement of a best-of-breed public relations partner, i.d.e.a., 
that has key national experience, as well as one of the nation’s leading independent 
agencies in digital strategy, Ciceron.


i.d.e.a. is a very close partner of ours out of San Diego that has grown the reputations 
of some of the biggest hospitality and tourism brands in the nation. They are part of 
our TAAN Worldwide network, which is one of the world’s largest and most successful 
networks of independent communications agencies, featuring 51 members operating 
on every continent, 32 countries and 67 cities. This gives us access to partners from 
China to the U.K. and every region of the U.S. That also means that i.d.e.a. is not just 
a convenient partner for the purposes of this RFP. They are a true sister agency with 
which we collaborate with each other, consult each other, assist each other, learn from  
each other, share successes, failures, ideas and even financial statements.


Ciceron has been a digital partner of ours for nearly 10 years, having teamed up with 
us on multiple accounts, including NCOT. Their expertise in digital and social strategy 
is already decades deep, having literally started with the Internet, and is unsurpassed 
around the U.S. and in the travel and tourism industry.


As you will see, we have created an agency triumvirate that will provide NCOT with 
the passion, pride and expertise of a Nevada agency, as well as the perspective, 
connections and thought leadership of national partners. Not to mention the global 
power of imagination, innovation and influence of TAAN Worldwide.


There is a quote from Ralph Waldo Emerson that we live by at The Glenn Group:  
“Do not go where the path may lead; go instead where there is no path and leave  
a trail.”


This team is ready to blaze that trail. We’re ready for imaginative collaboration  
with the NCOT. We’re ready to create initiatives the travel industry has yet to see. 
We’re ready to produce the pioneering thinking and innovations the world has  
come to expect from Nevada. We’re ready to live the words, “Don’t fence me in.” 
Because that’s already what we believe.


SECTION 3: SCOPE OF WORK AND DELIVERABLES
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Combined national travel and tourism experience of The Glenn Group, 
i.d.e.a. and Ciceron, Inc.’s integrated marketing team


THE GLENN GROUP’S  
SUBSTANTIAL EXPERIENCE IN NEVADA
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3.1 PROPOSAL DELIVERABLES 
3.1.1 OVERVIEW OF CAPABILITIES


THE GLENN GROUP 
LEAD AGENCY


i.d.e.a Ciceron, Inc.


NCOT


Direct Responsibilities: Marketing Integration, Account Management, In-State Public 
Relations, Event Planning, Strategic Development, Creative Ideation/Execution, 


 Media Planning/Buying, Social Media Integration, Digital Integration


Direct Responsibilities:  
National Public Relations, External Communications


Direct Responsibilities:  
Digital Strategy, Social Strategy, Content Strategy, 


Online/Mobile Development and Execution


Below you’ll find the expertise of The Glenn Group listed, as well as the expertise of each 


of our agency partners. We’ve highlighted the services (ª) from each agency that would 


be specific to the Nevada Commission on Tourism account, but we’ve also included other 


capabilities, some of which overlap, to illustrate that this team has a deep understanding 


of marketing and has collaborative resources that will provide exponential benefits. We’re 


confident of that because one of the things The Glenn Group does best, and will do as the 


Lead Agency, is to identify needs, connect dots and integrate marketing services, both 


internally and with partners. In the modern marketing landscape, you have to be adept at 


knocking down silos (and fences), collaborating and integrating. We take great pride in our 


ability to help clients integrate internally, integrate with clients, as well as bring partners 


together to complete an integrated marketing mix.


THE GLENN GROUP EXPERTISE
THE PROBLEM PERSPECTIVE 


Challenge/Opportunity Discovery (What is the problem you’re facing?) ª


STRATEGIC INSIGHTS  


Account Planning/Consumer Insights ª 


Competitive Insights ª


INNOVATIVE COMMUNICATION DESIGN 


Marketing Integration/Account Management ª 


PR Strategy, Planning & Implementation ª 


Advertising Strategy & Design ª 


Media Strategy, Planning, Buying & Consulting ª 


Social Impact Program Ideation & Installation 


Events & Grassroots Programs ª 


Digital Strategy & Design 


Social Media Strategy, Consulting & Implementation ª 


Creative Technology 


Motion Design ª


i.d.e.a. EXPERTISE
Reputation (PR) ª 


Brand Management 


Social 


Digital  


Media 


Strategy 


Design 


Brand Purpose
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CICERON, INC. EXPERTISE
STRATEGY


Digital Strategy ª


Social Strategy ª


Content Strategy ª


BRAND ADVOCACY 


Brand Advocacy Programs


Loyalty & Reward Programs


Reputation Management


Influencer Marketing


CONSUMER INSIGHTS


Consumer Insights Services


Digital Snapshot ª


EXPERIENCES


Web Design & Development ª


Email Marketing & Automation ª


Search Marketing ª


Paid Media


Social Marketing


Integrated Marketing Campaigns


THE GLENN GROUP CASE STUDIES:


NEVADA COMMISSION ON TOURISM “ICON” CAMPAIGN
An example of differentiating Nevada among a cluttered set of competitors that were  


also pushing outdoor recreation by leveraging Nevada’s most common perceptions  


and misperceptions to create a response-generating and awareness-building campaign. 


(PLEASE SEE TELEVISION IN ATTACHED THUMB DRIVE.)


SITUATION. The Nevada Commission on Tourism (NCOT) sought to change the public’s 


perception of Nevada. Most people outside the state believed Nevada was nothing more 


than Las Vegas and had the misperception that the rest of Nevada was a vast desert 


wasteland. The NCOT engaged The Glenn Group to create a compelling advertising 


campaign that would showcase the variety of recreational activities found in the rural areas 


of the state – and differentiate Nevada from its competitor destinations, which included 


California, Arizona and Colorado.


STRATEGY. In order to meet the above objectives outlined by the NCOT, The Glenn Group 


created a campaign with the following goals:


• Brand Nevada as more than a gaming destination by increasing awareness of the 
state’s outdoor recreational activities.


• Increase visits to the NCOT website that would result in requests for additional 
information (responses). 


A review of competitive destinations’ creative materials revealed their advertisements 


looked very similar, with little to differentiate one location from another. To address 


this challenge, The Glenn Group leveraged the stereotype of Nevada as a gaming and 


entertainment destination to build awareness of its stunning scenery and outdoor 


recreational opportunities.


The result was the Nevada “Icons” campaign, which juxtaposed images readily associated 


with Nevada with those not usually connected with the state: four print ads featuring Wayne 


Newton fishing in Pyramid Lake, Elvis impersonators biking through Lamoille Canyon in 


Elko, the Blue Man Group kayaking on Lake Tahoe and Vegas Showgirls skiing the Tahoe 


Rim Trail. Each brought to life the idea that there is much more to Nevada than Las Vegas. 


The Glenn Group expanded the reach of the single dimensional print-only media campaign 


3.1.1.1 INTEGRATED MARKETING CAMPAIGN CASE STUDIES
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with the addition of a television spot featuring the biking Elvis impersonators and direct 


email marketing. The Glenn Group was able to stay within the same budget as the print-


only campaign by introducing direct response national cable television (DRTV) and online 


CPA (cost-per-acquisition) campaigns while tightening the print mix to publications that 


delivered the most competitive costs-per-lead. The recommendation of direct response 


national cable television was based on the need to educate the consumer visually that 


Nevada had more to offer than Las Vegas, but at a fraction of the cost of traditional 


television. An added benefit was the ability to track DRTV by network, with the opportunity 


to optimize based on response counts per network. The branding function of print and 


television was complemented with a cost-per-acquisition solo email online campaign.  


The NCOT paid for online respondents who not only clicked through to NCOT’s landing 


page, but also provided information to obtain additional Nevada travel information.


RESULTS. At the beginning of the relationship with the NCOT in 2003, its advertising 


program generated a total of 184,744 responses per year. The fiscal year of 2006/2007 


generated 581,490 responses, an increase of 215%. During that year, record-breaking 


months saw response increases that ranged from +215% to +466%. Additionally,  


advertising awareness of Nevada increased 53%.


Our “Icons” campaign has been recognized with many creative awards including 


three national ADDYs in 2007 and 2008 and a series of Hospitality Sales and Marketing 


Association International Adrian Awards, including a coveted Platinum Adrian Award.


NEVADA COMMISSION ON TOURISM | TV  
PLEASE SEE TELEVISION COMMERCIAL IN ATTACHED THUMB DRIVE.


NEVADA COMMISSION ON TOURISM | EBLASTS
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NEVADA COMMISSION ON TOURISM | PRINT NEVADA COMMISSION ON TOURISM | PRINT
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NEVADA COMMISSION ON TOURISM | WEB BANNERS


NEVADA SECRETARY OF STATE’S OFFICE 
VOTER REGISTRATION PUBLIC EDUCATION CAMPAIGN
While this case study is not travel or tourism based, it demonstrates a truly integrated 


campaign utilizing extremely targeted efforts within Nevada through paid media, earned 


media, social media and grassroots, with significant results.


SITUATION. With 680,000 eligible unregistered Nevada residents, it was evident that there 


was a need to increase the number of registered voters in the state of Nevada before the 


2012 presidential election. With annual funding from Help America Vote Act (HAVA), a new 


online voter registration method became available allowing more Nevadans to register in  


a quick, convenient and secure manner. Tasked with educating this target audience about 


the new online method, The Glenn Group worked with the Secretary of State’s Office to plan 


and execute a public education campaign to increase the number of registered voters. 


STRATEGY. Given client budget and time constraints, The Glenn Group developed a 


campaign that created exposure for the Secretary of State’s Office and the online voter 


registration capabilities in Nevada, relying heavily on non-traditional grassroots tactics 


to generate earned media opportunities about voter registration, while also incorporating 


traditional TV, outdoor and radio and non-traditional media such as gas pump toppers 


and online advertising. The goal of the campaign was to educate Nevada residents about 


the online voter registration method by positioning it as a quick, convenient and secure 


method, and a must in order to vote in the next election. By generating earned media stories 


educating citizens about the online registration method and the voter registration process, 


conducting community outreach activities and educating eligible voters in the target 


audiences, an integrated voter registration education campaign was developed.


While the prospective voter was being exposed to paid media messaging, they also 


benefitted from earned media stories that offered citizens expanded explanation and 


education about the online registration method, the voter registration process, as well as 


how to update their registration information. This was further enhanced by community 


outreach activities that were implemented in convenient neighborhood gathering locations, 


offering personal interaction with the ability to answer questions about the process. 


The campaign was designed to target the primary audience of individuals aged 25-44  


and the secondary audience of individuals aged 18-54 focusing on higher populations  


in Clark and Washoe counties as well as other rural counties.
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NEVADA SECRETARY OF STATE’S OFFICE - POSTER


NEVADA SECRETARY OF STATE’S OFFICE | GAS PUMP TOPPERNEVADA SECRETARY OF STATE’S OFFICE | SAMPLING OF ONLINE AND PRINT PRESS CLIPS


RegisterToVoteNV.gov


ONLINE in the time it takes


REQUIREMENTS TO REGISTER TO VOTE ONLINE:
 18 years of age or older
 U.S. citizen
 Resident of a Nevada County
 Must have valid Nevada Driver’s License  
 or State Issued ID


ONLINE REGISTRATION STEPS:
 1.  Select Language
 2.  Confirm Registration Eligibility
 3.  Input Personal Information
 4.  Input Address Information
 5.  Input Additional Personal Information  
         (including party registration, place of birth, phone number)


 6. Confirm Your Information


DEADLINES TO REGISTER TO VOTE:
 Online: October 6, 2012
 Mail in: October 6, 2012
 In person: October 16, 2012


For more information on requirements, or registering to vote 
via mail or in person, please visit www.nvsos.gov


RegisterToVoteNV.gov
Online registration deadline is October 6th.
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RESULTS. The integrated campaign launched in August 2012, and ran through  


October 6, 2012, with the primary objective to drive voters to register to vote online  


at www.registertovotenv.gov.


Impressive campaign highlights are as follows:


• 55,690 total online voter registrations (new and updates) between September 10, 2012 
and October 6, 2012.


• 1,122,236 active registrants in August 2012.


• 1,187,238 active registrants in September 2012.


• 1,257,621 active registrants statewide at the close of registration in October 2012, 
representing 83.8% of those eligible to vote. As compared to California, for example, 
which reported 76.66% of eligible voters had registered as of October 22, 2012.


• 138,045 more registered voters than the 2010 general election close-of-registration 
figures.


In a short three-month period, in a state with limited media channels, state-wide earned 


media resulted in 189 stories valued at $430,932 


• Print Media Tracking: $82,284.50 in media value.


• Broadcast Media Tracking: $236,594.00 in media value.


• Web Media Tracking: $46,809.66 in media value.


• Radio Tracking: $65,244.00 in media value. 


Overall statewide campaign paid media delivery impressions: 147,905,544


• Combined impressions all media types, Northern Nevada: 28,855,219.


• Combined impressions all media types, Southern Nevada: 119,050,325.


NEVADA SECRETARY OF STATE’S OFFICE | TV 
PLEASE SEE TELEVISION COMMERCIAL IN ATTACHED THUMB DRIVE.


SEMINOLE HARD ROCK HOTEL/CASINOS 
“YOU KNOW” CAMPAIGN 
This case study provides an example of The Glenn Group working with an existing brand 


that had a well-established message and value proposition (much like NCOT does). We were 


tasked with strategically refining the message to appeal to a new generationally-targeted 


audience outside of their core demographic, while remaining true to the brand’s core 


position and vibe. (PLEASE SEE TELEVISION IN ATTACHED THUMB DRIVE.)


SITUATION. In 2010, The Seminole Hard Rock Hotels & Casinos needed to develop a  


new, integrated brand campaign for their two properties in Hollywood and Tampa, Florida.  


For years, both properties were running more “generic” brand advertising that spoke  


to their amenities and casino offerings, without really leveraging the internationally known 


Hard Rock brand. Because the Hard Rock brand is about so much more than just a hotel  


or casino experience, this new campaign needed to reflect this special connection people 


had with the brand. It’s about a rock and roll attitude, authenticity and nostalgia and 


everyone who walks through their doors feels a different version of that. 


STRATEGY. We wanted to reach the Seminole Hard Rock’s sweet spot target audience, which 


are 55 year olds, with an emotional appeal to their old-school, classic-rock sensibilities. 


This demographic comprised the most valuable tier of their player’s club database and 


represented the area of most potential growth from the surrounding communities.


With this campaign, we wanted to let this group know there is a casino-hotel where they can 


“rock” like they did back in the day – a place that “gets” them. The campaign tapped directly 


into one of the main pillars of the Hard Rock brand – rock and roll music. By juxtaposing 


bands and lyrics from the 60s & 70s with modern day rock references, the campaign was 


able to show the target that not only did they start the revolution, but they still “knew how  


to rock” and this was the place for them to do it.


This integrated campaign was a combination of local/regional television and radio, outdoor 


boards, players’ publications, in-room guest books, public relations and social media,  


where there was a contest to come up with your own “You Know How to Rock” comparisons.


RESULTS. The result was a cohesive, emotion-evoking campaign where the positive 


customer feedback and social media interaction was overwhelming. Casino traffic saw 


an increase at both properties, brand affinity monitoring scores spiked in the subsequent 


studies and the CEO credited the campaign with year-over-year revenue increases.
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SEMINOLE HARD ROCK | PRINT


seminolehardrock.com 


seminolehardrock.com 


SEMINOLE HARD ROCK | TV
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PLEASE SEE TELEVISION COMMERCIAL IN ATTACHED THUMB DRIVE.


Gambling Problem? Call 1.888.ADMIT.IT


Gambling Problem? Call 1.888.ADMIT.IT


Gambling Problem? Call 1.888.ADMIT.IT


SEMINOLE HARD ROCK | OUTDOOR
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NEVADA SESQUICENTENNIAL CELEBRATION
The Glenn Group has been very proud to be the Agency of Record for all of the 


communications efforts surrounding the celebration of our state’s sesquicentennial.  


The following case study demonstrates our extensive outreach to every corner of the  


state and the achievement of extremely high levels of awareness around the celebration  


of Nevada’s 150th birthday.


SITUATION. On October 31, 2013, the State of Nevada kicked-off the celebration of its 150th 


Anniversary of Statehood. Through an executive order by Governor Sandoval, the festivities 


commemorating the Sesquicentennial will take place through November 1, 2014. In his order, 


the Governor stated that he wanted all Nevadans to have the opportunity to engage in the 


celebration through events and projects. As proud Nevadans with a rich history and deep 


roots in the state, The Glenn Group PR team took on the challenge and developed a public 


relations program that would reach the far corners of the state and beyond. Following are  


a few highlights of the many facets of the Nevada 150.


STRATEGY. With only three months to plan a launch, the PR team strategized the most 


effective way for Nevadans to engage in activities and events planned throughout the year. 


The team developed an integrated campaign of media relations and community outreach 


tactics to increase exposure and awareness.


One of the first orders of business was a media tour of our major news outlets in the 


northern and southern parts of the state to educate them about the upcoming kick-off  


and begin developing story ideas and encourage their support through ongoing features, 


news briefs and stories. As well, we developed relationships with the Nevada Press 


Association and Nevada Broadcasters to ensure that all of our media outlets were 


represented. This strategy has proven successful as the two organizations have developed 


their own programs to commemorate the celebration with their members. Media partners 


have shared their stories through feeds to affiliate stations in both the northern and 


southern parts of the state. This has helped us bridge the gap between the two most 


populated areas of the state bringing elements of the celebration to all Nevadans.


Understanding that many organizations would be planning their own events, we developed 


a community outreach component connecting with Chambers of Commerce, historic 


preservation organizations and businesses to encourage them to develop ideas that  


we would then support through our media relations and online programs.


RESULTS. While we continue to celebrate Nevada’s Sesquicentennial, the PR program has 


achieved great success. We have built awareness about the Sesquicentennial throughout 


the state and Nevadans are engaging through a variety of festivals, events and activities. 


More than 300 events have been planned for the year-long celebration including those 


through state parks, museums, schools/universities, civic and arts/culture organizations  


and many others. Nevadans have been inspired to attend events, share their stories,  


join our social media forums, and visit the website. 


NEVADA 150 | SAMPLING OF ONLINE AND PRINT PRESS CLIPS
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ONE DOLLAR OFFICE SPACE
This case study has nothing to do with travel or tourism, but it does a couple of things  


we think are of interest. One, The Glenn Group has always been committed to the  


Nevada communities in which we’ve been fortunate to live and work, so giving back  


is one of our guiding principles – this was our way of giving back to the downtown  


Las Vegas community and supporting the burgeoning tech start-up environment there. 


Also, technology and innovation is part of what we do every day, so it felt natural for us  


to do this. And finally, this is a great demonstration of the creative, innovative and 


integrated use of earned, social and grassroots communications efforts that resulted  


in amazing outcomes.


SITUATION. The Downtown Project, led by Zappos CEO Tony Hsieh, has been working  


to revitalize and transform downtown Las Vegas into the largest community-focused city 


in the world. As a resident of the downtown district, The Glenn Group believes in this 


vision. Not only do we believe it, but we also want to be part of it. The Downtown Project 


recognizes that community development is more about the people than the real estate, 


and what better way to bring people together than in co-working spaces. Bringing together 


passionate people in shared spaces creates collaboration, innovation and opportunities. 


With an atmosphere of collaboration already established in The Glenn Group’s office,  


it seemed only natural to extend some of our space to an aspiring tech startup.


As proven through surveys, people who work in co-working spaces reported to be more 


productive, confident and creative in their work. Reports show that 71 percent of people 


surveyed were more creative, 62 percent reported that their measure of work improved 


significantly and 90 percent said they felt more confident when co-working.


So, in honor of Las Vegas Startup Weekend and the inaugural year of SXSW V2V, we decided  


to launch #1DollarOfficeSpace, an opportunity for tech startups to win office space in 


downtown Las Vegas for $1 a month (for up to 12 months). To be considered, tech startups 


had to submit a video application via Instagram tagged with #1DollarOfficeSpace and  


@TheGlennGroup throughout the month of August 2013. The space up for grabs was a 


collaborative area shared with The Glenn Group, as well as a photographer, production 


company and social media company, all housed in the iconic Holsum Lofts building 


located in downtown Las Vegas. 


STRATEGY. The primary objective of this experiment was to firmly position The Glenn 


Group as a supporter and champion of downtown Las Vegas. We also believed strongly 


that our “experiment” would result in the beneficial impact of The Glenn Group being seen 


as an important business in downtown and result in opportunities for us to expand our 


influence in the community. 


We clearly understood the reality of the project as one that would rely heavily on earned 


media through our own expertise in social media and community relations. Given the 


one-month time frame that we were working with, our expectations and hope were that we 


would receive some quality applicants from Las Vegas that would fit with our criteria and, 


just as importantly, fit with the personality of our own organization. 


The development of media partnerships with nearly all of the mainstream print outlets in 


the state including the Las Vegas Review-Journal, Las Vegas Sun, Reno Gazette-Journal, 


Nevada Press Association, Humboldt Sun and Elko Daily Free Press, has helped us tell the 


story of our heritage, culture and festivities. Weekly columns, features and news briefs are 


included in the three largest print outlets in the state. Our broadcast partners have been 


creative in their support finding ways to highlight Nevada treasures, businesses, parks, 


schools and people. Following are some of our earned media results to date:


• 1,045 identified print stories with an advertising value of $1,243,550.


• 328 broadcast stories with an audience estimate of 13,660,098 viewers  
and ad value of nearly $400,000.


• 635 online stories, total traffic rank of 552,036,944, and total reach rank of 513,550,189.


Engaging with Nevadans through community outreach and grassroots support, the 


team has collaborated with businesses such as Las Vegas Harley-Davidson to promote 


a donated Sesquicentennial motorcycle, Wells Fargo supports the commemorative 


medallion program through paid sponsorship and an in-branch educational program, and 


organizations such as the Nevada Women’s History Project supporting their events such as 


“First Ladies First,” the Nevada Museum of Art on the 36th Star exhibit, Nevada Humanities, 


Nevada 150 Birthday Cake Committee – the volunteers who baked a 9,000 piece cake with 


the assistance of Carson-Tahoe Hospital, the Paiute Indian Tribe, the Tonopah Chamber 


of Commerce, schools and many others who are planning and celebrating with events 


throughout the state. Programs to select the commemorative medallions have been 


another tactic to encourage participation. Nearly 5,000 of Nevada’s schoolchildren selected 


the design of the third of four Sesquicentennial medallions;  


all classes that voted were entered into a drawing to win free  


copper medallions for the students and their teacher.  


A first grade class in Yerington won the contest. 


The Nevada 150 website also provides a forum for the  


community to participate in the celebration. The Nevadan  


Stories blog was created for people to tell their stories and  


share memories and photos.


Submissions from Nevadans throughout the country and  


even a visitor from the UK inspire others to share their  


stories. When the celebration is complete the blog will  


become a significant part of our year-long historic record.  


Through social media platforms of Twitter and Facebook,  


the Sesquicentennial celebration engages with people  


throughout the country. During the month of May,  


the website had more than 10,000 unique visits.  


Throughout the last ten months, we’ve organically  


established a social media presence with more than  


1,500 Facebook fans and 800 Twitter followers.
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OUR OUTREACH CONSISTED OF:  


Social Media: Using The Glenn Group’s Instagram, Twitter and Facebook, as well as a Tumblr 


page created specifically for #1DollarOfficeSpace, to generate conversations and excitement and 


ultimately house video applications, we created engaging content that explained our motivation 


and asked people to contribute their own ideas and dreams about what the impact would be on 


their business. We asked them to share those ideas with us through multiple platforms. 


Media Relations: Leverage local media relationships to garner earned media stories, as well as 


establish new media relationships in the tech and startup industries both regionally and nationally 


with traditional media outlets and bloggers. We welcomed the media, local businesses and 


potential tenants with open houses that generated numerous earned media opportunities. 


Community Outreach: Reach out to tech startups and the downtown community through various 


outreach tactics to make them aware of #1DollarOfficeSpace. Establish relationships with 


influential stakeholders, businesses and tech and startup industry professionals who could  


act as champions and judges for the contest. 


Other Grassroots Tactics Included:


• Designed and distributed “roommate wanted” flyers around the downtown area, as well as other 
co-working spaces, SXSW V2V events and Las Vegas Startup Weekend events.


• Created interest and excitement through a series of Instagram videos teasing 
#1DollarOfficeSpace.


• Promoted video submissions through content creation, such as a “Five Tips for Creating Your 
Video Application” Tumblr post and blog.


• Attended local tech, startup or downtown events including SXSW V2V, Startup Weekend, Tech 
Cocktail and more.


• Items that were purchased for $1 were handed out at each event with stickers pushing to Tumblr 
site.


• The Glenn Group employees took turns playing “$1 Man” and passed out flyers at targeted events.


RESULTS. The campaign launched on August 1, 2013 and ended August 31, 2013. Given the reality 


of the timeframe with which we had to field the campaign and our own goals, the impact and results 


far exceeded our expectations. 


Our most important metric was specifically tied to the type and quality of submissions that were 


received. It was critical that we were able to reward the contest to a truly innovative company with 


individuals that we believed would bring something to our community and to our office environment. 


We were thrilled when we received quality submissions from a number of tech startups not only 


from Las Vegas, but also from as far away as New York and Panama. In all, we received nearly 


20 quality creative video submissions. As a surprise to even us, the campaign resulted in such a 


quality response, that we ended up announcing two winners to share the space: Record Setter and 


Computers for a Cause (a nonprofit that was able to move operations into Las Vegas based  


on winning #1DollarOfficeSpace).


As stated earlier, it was very important to The Glenn Group to insert ourselves into the conversation 


about what was happening in the community and the amount of media coverage the campaign 


received assured us that reality. We received tremendous coverage in the local market, but knew 


that our idea had legs when we were covered by national media outlets such as Inc. magazine 


highlighting the tech movement in Las Vegas and our role in making the move to Las Vegas a reality.  


In addition, we were also mentioned in other technology hotbeds, with articles in publications such  


as the Austin American Statesman and even the Korea Times.


The final result, and probably the most unexpected, if not unintended result of #1DollarOfficeSpace, 


was the impact it had on our own work environment and product. The serendipity of multiple 


organizations coming together to create an incubator for innovative ideas has resulted in positive 


outcomes for our organization including new business opportunities, relationships and talents.


ONE DOLLAR OFFICE SPACE | INSTAGRAM VIDEOS
PLEASE SEE ONLINE VIDEOS IN ATTACHED THUMB DRIVE.
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ONE DOLLAR OFFICE SPACE | COLLATERAL


The Glenn Group employees dressed as a number 1 and armed with handouts describing 1DollarOfficeSpace attended  
Las Vegas Startup Weekend and the inaugural SXSW V2V to create interest and drive traffic to 1DollarOfficeSpace.tumblr.com.


These pieces of junk were handed out at the Las Vegas Startup Weekend and the inaugural SXSW V2V to create interest and drive traffic to 1DollarOfficeSpace.tumblr.com.


WORLD’S BEST 
ROOMMATE SEEKS WORLD’S SECOND 
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We vow not to use your toothbrush. Unless you give us permission. We promise 


not to eat all your food and blame it on refrigerator gnomes. We’ll leave the toilet 


seat up, or down, or upside down. Whatever you’re into. And best of all, we’ll only 


charge you a buck. One dollar a month. If you’re a savvy, techy, startup company 


with dreams that have outgrown your garage, look us up by looking below.


STRATOSPHERE CASINO, HOTEL & TOWER
This case study is found in Part IB Confidential Technical Proposal,  


with our client’s approval, as it is proprietary and has not yet launched. 
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i.d.e.a. CASE STUDIES:


HARRAH’S RINCON CASINO & RESORT • DIVE DAYCLUB
We’ve included this case study to illustrate our ability to target Gen X/Gen Y and push  


new visitation to a stagnating destination through grassroots event creation and integrated 


marketing. (PLEASE SEE CASE STUDY VIDEO IN ATTACHED THUMB DRIVE.)


SITUATION. In the midst of a $160 million property-wide renovation and expansion, Harrah’s 


Rincon Casino & Resort (now Harrah’s Resort Southern California) was set to debut the 


first phase – a major expansion of its pool area – in early July 2013. i.d.e.a. began work 


with Harrah’s in April to discuss marketing the pool, which included not only upgrades 


to Harrah’s existing pool, but the addition of a lazy river and a swim-up bar. The Harrah’s 


marketing team decided they could take the new pool area in one of two directions: 


continue catering to the property’s existing customer base, which has traditionally skewed 


middle aged or older, or do something bold and completely different that would target  


a new, more youthful crowd.


Together we created Dive Dayclub: a 21-and-up pool experience at the Rincon property,  


featuring its wild Adult Swim Saturdays parties with well-known electronic dance music 


(EDM) DJs every weekend. We aimed to create awareness around the new pool area and 


bring in a younger crowd from Southern California – with 25- to 44-year olds as our sweet 


spot – while being careful not to alienate Harrah’s core gaming customers.


We put a five-month plan of action in place to use PR and social media in tandem with a 


standout creative campaign and ubiquitous traditional and digital media plan to overcome 


what people thought they knew about Harrah’s. The objectives:


• Earn placements in local and regional lifestyle publications and blogs, resulting  
in buzz-building coverage leading up to the opening of the pool and throughout  
the season.


• Roll out a fully integrated and instantly recognizable creative campaign in the  
San Diego, Orange County, Los Angeles and Riverside markets. 


• Place media where we knew our target audience would be, both online and in real life.


• Invite media and bloggers to preview the pool and experience it firsthand post grand 
opening.


• Establish Dive on multiple social media platforms and build an active online 
community that would engage with the brand and, most importantly, share information 
with their networks.


• Drive traffic to the Dive Dayclub website.


STRATEGY.


• Ongoing targeted local and regional media and blogger pitching  
for coverage of Dive.


• Created an eye-catching creative campaign with visual elements that 
were woven into all PR and social executions, as well as radio, print, 
billboards, bus wraps, gym advertising, aerial banners, street teams, 
online display and social advertising.


• Hosted a media preview event before the pool area’s official opening, 
giving local media and bloggers an exclusive sneak peek.


• Created a VIP lounge for media and bloggers invited to attend the first 
two Saturday parties.


• Coordinated onsite experiences for visiting media throughout the 
season and interacted with them via Dive’s social media while onsite.


• Coordinated with our partner Five Group – who oversaw the production 
of Adult Swim Saturdays – and our creative team to acquire assets  
to promote each week’s show on social and with media.


• Promoted the upcoming weekend’s DJ(s) via social media and through 
e-mail partnerships, interacting with the DJs on social and encouraging 
them to share information on their own channels.


• Posted photos and video from the previous weekend’s party every 
week, encouraging attendees to tag themselves and their friends.


• Encouraged use of the #DiveDayclub and #DiveSoCal hashtags on 
Twitter and Instagram.


• Worked with a local Yelp community manager to host a VIP day at the 
pool for 120 Elite Yelpers.


• Leveraged media buys for hosted social media contests and editorial 
coverage as added value.
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RESULTS. Both i.d.e.a. and Harrah’s deemed the launch of Dive an enormous success:


• Thousands of 21- to 35-year-olds partying at Dive every Saturday; attendance  
numbers peaked at more than 2,700 party-goers on August 24 (the parties  
continued through September).


• More than 55 placements in target local and regional lifestyle outlets such as  
San Diego Magazine, Thrillist, Inland Empire Magazine, U-T San Diego, Fox 5  
San Diego, PACIFIC Magazine and Riviera Magazine.


• Additional national placements on Fodors.com and Forbes Travel Guide.


• Coverage from all attendees of the media preview event.


• Built a total online audience of more than 13,000 people, surpassing the online 
audience and engagement of Hard Rock’s Intervention – which had a total online 
audience of 9,900 and had been on social media for more than two years – in a  
matter of three months.


• More than 2,000 photos and videos posted by guests using #DiveDayclub hashtag  
on Instagram.


• 3,000 photos geo-tagged and 7,200 check-ins at Dive on Facebook.


• 46 five-star reviews from Yelp Elite event attendees resulting from the VIP party.


• 59 million Twitter impressions. 


• Campaign resulted in 267,434 total page views from 131,681 unique visitors  
to the Dive website in three months, and paid media drove more than 43 million  
online impressions.


• Dive surpassed all of Harrah’s revenue expectations including ticket, drink  
and food sales.


A DIRECT QUOTE FROM DARRELL PILANT, HARRAH’S RINCON’S 
VICE PRESIDENT OF OPERATIONS AND MARKETING, SUMS 
IT UP: “I.D.E.A. CREATED MORE AWARENESS IN THREE 
MONTHS THAN WE HAVE IN THE PAST FIVE YEARS.”  


HARRAH’S RINCON CASINO & RESORT | DIVE DAYCLUB 
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DEL MAR THOROUGHBRED CLUB • HAUTE AS EVER
This case study is another example of reviving an existing destination and driving new 


visitation by making it more attractive to a younger audience through creative event 


development, unique outreach and promotion. (PLEASE SEE CASE STUDY VIDEO  


IN ATTACHED THUMB DRIVE).


SITUATION. The Del Mar Thoroughbred Club began using Instagram during the summer of 


2012 with mild success, garnering 849 followers who had uploaded 553 photos by the end 


of the track’s seven-week meet (compared to 37,517 total Facebook fans and 9,903 total 


Twitter followers). With the explosion of the popularity of Instagram in the following year, 


however, we wanted to emphasize the photo-sharing platform during the 2013 season in 


order to showcase the beauty of the seaside track.


One of our key measurements for social media success in 2013 was to increase user-


generated content on Instagram to drive awareness. We decided a key component of that 


would be to host a 1940s pinup-themed Instagram event, Haute As Ever – a play off Del 


Mar’s well known “Cool As Ever” slogan – at the track to introduce a new audience to 


racing and generate buzz online. In doing so, we would break the standing record for the 


world’s largest Instameet, previously set in Madrid in 2012 with 250 people. We aimed to 


combine the glamour and history of horse racing with the innovative and modern world  


of social media. Our strategies: team up with meaningful partners to bring Haute As Ever  


to life; reach out to bloggers and Instagram influencers to promote and attend the event; 


and create compelling content and leverage social channels to build awareness around  


the event, slated for late August.


STRATEGY.


• Pitched local and regional media, bloggers and Instagram influencers to promote 
Haute As Ever to drive attendance, inviting them to join us that day as well. 


• Leveraged Del Mar’s online community by promoting the event through all social 
channels: created a Facebook event page supported by Facebook ads for maximum 
reach; pinned our favorite 1940s looks on Pinterest and shared across Facebook and 
Twitter; and coordinated with Music Art Life and Instagramers San Diego to ensure 
consistent messaging across our various channels.


• Developed a promotional guide for all event partners with recommended Facebook  
and Twitter content to make it easy for them to share information about the event.


• Reached out to groups we knew would help spread the word to their networks: 
Instagramer groups worldwide, San Diego Ad Club and Social Media Club San Diego.


• Event sponsors helped build excitement by providing content and cool prizes  
for the photo challenges.


• Engaged attendees with photo challenges onsite and encouraged the use  
of #HauteAsEver13.


DEL MAR THOROUGHBRED CLUB | HAUTE AS EVER
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INTERNATIONAL MOTORCYCLE SHOWS (IMS) 
We’ve included this case study to show a creative way to jumpstart a show, which had 


stalled out, through a buzz-creating campaign that had national and international impact, 


creating more intrigue from a wider audience. Ultimately it’s another example of how 


approaching the same challenge in fresh and imaginative ways can drive awareness  


and visitation. (PLEASE SEE CASE STUDY VIDEO IN ATTACHED THUMB DRIVE.)


SITUATION. The Progressive International Motorcycle Shows (IMS) had been experiencing 


flat sales and listless engagement with its audience. Its campaigns were predictable with 


little that differentiated the brand or show. i.d.e.a. reviewed customer demographics, 


statistics on the show market by market and client goals. We then conducted our own 


topline research, compiled all this information and developed a creative brief to guide  


the team.


The development of the creative campaign became the subject of a behind-the-scenes 


video that we strategically used to ignite social buzz and PR, particularly in motorcycle 


forums and blogs.


Working with fine art and avant garde fashion body painter Trina Merry – and a band of 


highly flexible and uninhibited models – we painted bodies to mimic iconic bikes. In other 


words, we made models out of models. We sought to combine the art of the motorcycle 


with true art, thereby elevating the campaign to something people would want to look at, 


enjoy and share.


STRATEGY. i.d.e.a. tagged the video with keywords that would be searched by our target 


audience to influence discovery. We included branded terms (International Motorcycle 


Shows, IMS, human motorcycles, etc.), and terms specific to supercross personality Erin 


Bates, our primary model, to help the video be found by users familiar with the concept  


or brand.


To supercharge our outreach, we dedicated a small marketing budget to get the video in 


front of prime candidates. We utilized YouTube-featured videos and Facebook advertising 


targeting our motorcycle enthusiast demographic. We also included branded terms in the 


video title and description to help increase likelihood that the video would get picked up in 


search results. 


The campaign look was visually executed in every social channel for brand consistency. 


The same week the video was posted, our partner Spin PR pitched motorcycle trades – 


online and print – at the same time i.d.e.a. began posting on our social media channels: 


Facebook, YouTube and Instagram. Reaction was swift, with posts in most of the influential 


motorcycle outlets including embedded video or links to the YouTube page. Spin PR then 


pitched national consumer outlets while i.d.e.a. pitched the story to ad and marketing 


media and blogs with significant pickup.


RESULTS. Success – we earned the title of world’s largest Instameet!


• More than 450 attendees at Haute As Ever, including Instagramers.com founder  
Phil Gonzalez and Dan Toffey, community manager for Instagram.


• Instagramer groups from Mexico (@igersmexico), Tijuana (@igerstijuana),  
Arizona (@InstagramAZ), California (@California_Igers), Tucson (@IgersTucson),  
San Francisco (@igerssf), Temecula (@igerstemecula), Los Angeles (@igla) and 
Orange County (@IgersOrangeCounty) all present for the event.


• Upwards of 1,054 user-generated Haute As Ever Instagram photos.


• 1.1 million estimated impressions from 215 Twitter mentions by 87 users.


• Coverage on more than a dozen blogs, including Instagram’s blog, as well as 
coverage from local online and TV media.


Haute As Ever was not only a success in its own right, it played a huge part in helping us 


meet and exceed our overall Instagram goals for the season. Fans uploaded 4,661 total 


photos and videos throughout the seven-week meet – a 743 percent increase from the 


2012 season total of 553 photos (our goal was to reach 4,500 user-generated photos and 


videos in 2013).
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INTERNATIONAL MOTORCYCLE SHOWS (IMS) 


RESULTS. The video was shared across the world and crossed over from our 


identified motorcycle riding target audience to art enthusiasts and the general public. 


It had high sharing and posting on motorcycle forums and blogs – thus reaching our 


key target audience of motorcycle enthusiasts. 


The numbers:


• More than 1.1 million YouTube views to date.


• Increase in tour-wide show attendance; significant 12% increase in ticket sales  
at the NYC show.


• Traditional news media outlets: 1,103 stories or mentions worldwide 
(compared to 64 in 2011).


• Blog mentions: 1,789 (compared to 583 in 2011).


• Motorcycle forums: 1,855 posts (compared to 348 in 2011).


• 80% increase in website traffic.


• Total online audience reach: More than 5.4 million.


Twitter


• Growth in reach from 47,292 in September 2012 to 3.6 million by February 2013.


• 62 million estimated impressions from 11,465 mentions by 5,622 users.


Facebook


• Growth in likes from 23,193 in September 2012 to 40,721 in February 2013.


• Engaged users: From 6,054 in September 2012 to 57,443 in February 2013.


• 75% increase in Facebook event RSVPs (over 2011 show tour). 


INTERNATIONAL MOTORCYCLE SHOWS (IMS) 
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CREATIVE COMPONENTS HAVE BEEN INCLUDED 
IN THE CASE STUDIES IN SECTION 3.1.1.1.


3.1.1.2 INTEGRATED CAMPAIGN COMPONENTS


CICERON, INC. CASE STUDIES:


OUR EXPERIENCE. Ciceron has developed a core expertise in helping organizations  


succeed in an interconnected world. In particular, we help our clients align their  


marketing investments against the media behaviors of your audience and 


constituents. This often means helping our client “do marketing” in fundamentally 


different ways that are more distributed and less centralized, and always more 


social. With a strong background and expertise in web technologies, we work hard 


to balance these conflicting dynamics and drivers of marketing by rooting our work 


in metrics. And we use this behavioral data to share valuable insights about your 


customers and advocates with internal teams and senior executives. Because of the 


fast pace of change occurring right now, having data and facts to back up specific 


strategic recommendations are paramount.


PUTTING THE CUSTOMER FIRST. From the time we first start evaluating your 


existing website and strategizing for your future website, Ciceron will be an 


advocate for putting your audiences front and center. Finding the right way to 


combine their needs and expectations with your business and marketing goals 


should drive all of our decisions. This involves our team knowing web technologies 


through and through, and diving neck-deep and full-force into CMS systems, HTML, 


CSS, javascript, RSS feeds, Facebook’s Social Graph, live chat, customer reviews 


and recommendations, etc – but it also means being able to plan around technology 


and knowing that the tech should be invisible to the visitor. 


Simple, elegant and user-friendly are our mantras.


3.1.1.3 WEBSITE DEVELOPMENT CASE STUDIES 
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Ciceron CASE STUDIES:
ANDERSEN WINDOWS & THE HOME DEPOT
Andersen Corporation came to Ciceron requesting a microsite dedicated to their 


partnership with The Home Depot. In record time, Ciceron designed, built and launched  


a new responsive website that enabled The Home Depot to feature and better market  


the Andersen Windows brand. One unique feature is the Window Designer, an interactive 


tool that can be used anywhere from your living room to right in the aisle at Home Depot, 


allowing you to design and customize the perfect window for your home. The emphasis  


is on comparing product series, displaying big and beautiful photos of Andersen products 


in real homes, and allowing consumers to dig into the various colors and options for 


their new windows. Ciceron built the site using a heavily customized WordPress content 


management system to provide a user-friendly site admin tool for the Andersen team.


RESULTS. An engaging and engrossing experience that lets homeowners and contractors 


dream and visualize the best window features and options.


TRACKING & INSIGHTS. Google Analytics is used to not only track pageviews, but also 


location and prevalence of window options (colors, features, etc), which is used to guide 


future product development.


Visit http://andersenHomeDepot.com


FEEDING AMERICA’S HungerActionMonth.ORG
Each September is Hunger Action Month, a month-long campaign for the national hunger 


non-profit, Feeding America, to focus on raising awareness. Past years have centered on 


TV spots with celebrity spokespeople. In the last few years, Ciceron has worked to leverage 


social communities like Facebook and Twitter to ask those who like and follow Feeding 


America to help spread the word. In conjunction with local food banks across the country, 


Ciceron created a Facebook app and mobile game to push advocates for hunger issues.


RESULTS. Activities and actions take place in a game, and are shared through each 


participant’s social network. Our reach through this social competition easily met  


and beat the reach of past TV campaigns, at a fraction of the cost.


TRACKING & INSIGHTS. We track activities and shares in a custom database and via  


both Google Analytics and DoubleClick DART.
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MEET MINNEAPOLIS
As the official Convention and Visitors Association of Minneapolis, Meet Minneapolis 


markets to all kinds of visitors, from corporate meetings to city-wide conventions to 


individual tourists to local residents.


CICERON’S WORK. From site architecture and interface design to technology consulting, 


marketing strategy and consulting, analytics, and video and social media strategy, search 


marketing, online advertising and media buys. Ciceron brought results as a full-service 


digital agency.


RESULTS. Our primary driver was always “Heads in Beds.” Ciceron started with primary 


research into the needs and expectations of visitors and meetings planners, creating 


personas that drove new information architecture, wireframes, content, interface design, 


and marketing strategy. Ciceron created a highly engaging site to tell the story of the 


vibrancy of Minneapolis in fresh and sharable ways.


SLEEP NUMBER
To bring a new introduction of their beds to Australia and New Zealand, Ciceron helped 


Sleep Number create a better in-store and online experience. We wanted to provide a rich 


and guided experience for people while they shopped in department stores, as well as 


those researching at home. Ciceron’s work included designing and building a highly visual 


and highly interactive site where shoppers can explore and find their perfect bed. The new 


Sleep Number website is powered by a highly customized, yet simple-to-use WordPress 


content management system.


RESULTS. Ciceron came up with a stunning and highly visual look that was completely new 


for the Sleep Number brand, to show a much more luxurious light to this relaunch. Original 


photography sourced in Australia carries much of the weight in creating a revitalized 


emotional connection to a brand that was floundering in perception and sales figures. 


Today, Sleep Number is seeing stronger brand recognition, and more importantly, regional 


sales are booming.
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RADISSON BLU 
OBJECTIVE. To launch an exceptional new luxury hotel in North America, and redefine  


a brand.


SOLUTION. Engage and activate top local Chicago influencers, as well as global travel 


influencers as brand advocates, in order to generate buzz and awareness about the 


opening of the new Radisson Blu Aqua Hotel Chicago with targeted audience segments.


RESULTS.


• Local VIP event influencers drove 260,000 impressions in two days.


• 20 million impressions over a two month period.


• 5,502 online mentions over a six month period.


• Activated influencers continued to be engaged through social media conversations, 


driving content, reach and impressions.


Radisson Blu is Carlson’s innovative, upper upscale, contemporary hotel brand.  


We were hired by Carlson to build and execute a social media launch strategy for the 


Radisson Blu Aqua Hotel Chicago, the first Radisson Blu property in the United States.  


The overall execution of this strategy included the design, launch and management 


of branded social communities, planning and execution of integrated campaigns, and 


influencer identification and activation campaigns on both a global and local scale.  


We made a recommendation to target core local audiences that align with the brand  


image. These segments included: Chicago socialites, local foodies, and arts and 


architecture enthusiasts.


The outreach to these targeted segments was executed with a great amount of 


personalization, in order to create relationships with influencers prior to the events. 


Messaging was strategically crafted to highlight the influencers’ interests as they  


related to the hotel and restaurant, to illustrate relevance and provide value to them.  


This personalized messaging and interest-based content was key in engaging  


influencers and motivating them to attend the events.


We concepted and planned events focused on each segment’s interests, in order to offer 


content that influencers would be likely to share. The event for foodies featured speciality 


cocktails and food from the new Filini restaurant menu, with a special introduction from 


the restaurant manager. The arts and architecture event featured a tour of the on-site art 


gallery, a speech by the mural artist who was commissioned to paint the hallways of the 


hotel, and books from the architect who designed Aqua Tower.


Not only were we able to engage influencers pre-event, and drive content creation, brand 


mentions and impressions during the event, but we also continued to nurture these 


relationships and capitalize on their reach and influence in target audiences that were 


crucial to the success of Radisson Blu Aqua Hotel Chicago.


We were delighted to provide Carlson our approach for 
leveraging the digital marketplace and the social web as 
a platform for building consumer loyalty, scalable reach 
to targeted audiences, and brand appeal. We believe that 
Carlson differentiated itself from its chief competitors by 
amplifying the voices of your satisfied customers through 
their online connections. – SCOTT CONLIN


 CLIENT SERVICE MANAGER
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THE GLENN GROUP CASE STUDIES:


THE SMITH CENTER FOR THE PERFORMING ARTS
SITUATION. Following its grand opening in March, 2012, The Smith Center For The 


Performing Arts very quickly transitioned into the day-to-day challenge of promoting  


over fifty performances a year, inclusive of a subscription based Broadway season  


line-up. Could we hold people’s interests past the glow of the grand opening year?  


Could we compete with the overabundance of over-the-top performances endemic to  


the Las Vegas entertainment landscape? Could we consistently fill their main venue, 


Reynolds Hall, with capacity at 2,000 seats?


STRATEGY. Media integrated with direct efforts to deliver on optimal ticket sales activity. 


Season renewal incorporated the direct mailing of a rich Broadway Las Vegas brochure 


to both the subscriber database and the general database, complemented by in-seat 


and in-lobby messaging/sign-up. Like-minded audiences were reached through program 


placement in nearby performing arts venues, taking full advantage of the proximity of 


the Utah Shakespeare Festival and the Tuacahn Center for the Arts in St. George, Utah. 


Broadcast media placement was strategically timed to the Tony Awards, coordinated  


with an online performance-based initiative vertically targeting live theater enthusiasts.


Single ticket sales were supported by dedicated media campaigns per performer, 


integrating direct outreach with promotional efforts. The media mix was driven by the 


performance genre. Search was timed to activate with offline media. Promotions were 


leveraged at time of placement to help punctuate sales. Paid media pulsed during the 


initial on-sale period as well as leading up to the performance dates. Facebook sponsored 


3.1.1.4 INTEGRATED MEDIA PURCHASE CASE STUDIES 


posts and eblasts were inserted based upon ticket pacing. Online display corresponded 


with offline activity to benefit from mutual lift and took the form of programmatic and DSP 


exchanges/networks following a performance model. Activity was optimized and closely 


tracked to revenue generation. Retargeting was implemented to mitigate shopping cart 


abandonment. 


Integral to success was routine cross-channel collaboration. Media proceeded as 


a dynamic process, in constant response to ticket sales reporting, factoring in per 


performance pro forma to determine most favorable media spend.


RESULTS.


• Pollstar’s 2014 Midyear Worldwide Ticket Sales / Top 100 Theater Venues ranked  
The Smith Center #8, ahead of such notables as the Apollo in London, LA Live  
in Los Angeles, Radio City Music Hall in New York and Bill Graham Civic Auditoria  
in San Francisco. 


• For every digital dollar expended, the revenue multiplier ranged significantly above 
average from 18.34x – 54.45x.


• Retargeting yielded even higher revenue multipliers,  
from 42.33x – 67.72x.


• 64,330 Facebook visits, with 2,000 people actively  
talking about The Smith Center, pointed to an  
engaged patron base.
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NEVADA SECRETARY OF STATE’S OFFICE VOTER 
REGISTRATION PUBLIC EDUCATION CAMPAIGN – MEDIA
SITUATION. As said above in the integrated case study for this client, with 680,000 eligible 


unregistered Nevada residents, our job was to develop a communications plan to increase 


the number of registered voters in the state of Nevada before the 2012 presidential election. 


This case study will focus on how we strategically used paid media to educate this 


statewide target audience about the new online method.


STRATEGY. This communications effort was very short lived, starting in August of 2012, 


as that is when the Secretary of State’s office secured funding for the program, with a 


hard stop on October 6, as that was the deadline for online registrations for the upcoming 


November election. Add in budget restraints and we had quite a challenge in strategically 


buying media that would produce the desired outcome while supporting our earned, social 


and grassroots efforts.


Paid media merged the offline channels of television, radio, outdoor and out-of-home  


with online display platforms across desktop, tablet and mobile. 


• Broadcast television served not only to reach the major population centers of Reno 
and Las Vegas, but, through translator coverage, deliver a majority of the rural 
counties in Nevada, serving a message that was both educational and motivating.


• Radio was added to the mix to complete coverage in counties not reached by 
television.


• Both mass market and Hispanic market television were incorporated for thorough 
penetration of the unregistered voter base.


• As outdoor was a natural for messaging in a political environment, a variety of units 
were incorporated into the campaign. They included digital to accommodate dynamic 
messaging (i.e., countdown to election, different ways to register, excuses why you 
hadn’t registered, etc.), permanents with the Voter Registration message up 24/7, 
and posters to deliver deeper geographic market penetration, especially in Hispanic 
neighborhoods.


• Non-traditional out-of-home in the form of gas station pump toppers was utilized as 
an additional reach layer. Regardless of the demographic or psychographic, everyone 
with a driver’s license (required for online registration) visits a gas station multiple 
times a month. The pump topper was complemented by tear-away pads so patrons 
could easily take away the voter registration URL along with suggestions on other 
ways to register.


• With a primary target demographic of Adults 25 - 44 (Millennials and Gen-Xers),  
an online presence was mandatory for reaching this “always on” media-consuming 
segment.


• Also, as a primary component of the Voter Education message was the ease with 
which to register online, in-channel presence would likely find the prospect literally  
a click away from online registration.


• Endemic premium sites (i.e., reviewjournal.com; rgj.com; weather.com; fox5vegas.com),  


ad networks or DSPs that offered behavioral or look-alike targeting (i.e., resonate 


with the ability to specifically target unregistered voters in Nevada), mobile networks, 


Facebook and YouTube comprised the online platforms of the digital initiative.


RESULTS. The statewide integrated campaign launched in August 2012, and ran through 


October 6, 2012, with the primary objective of driving voters to register to vote online at 


www.registertovotenv.gov.


As stated before, campaign results were as follows:


• 55,690 total online voter registrations (new and updates) between September 10, 2012 


and October 6, 2012.


• 1,122,236 active registrants in August 2012.


• 1,187,238 active registrants in September 2012.


• 1,257,621 active registrants statewide at the close of registration in October 2012, 
representing 83.8% of those eligible to vote. As compared to California, for example, 
which reported 76.66% of eligible voters had registered as of October 22, 2012.


• 138,045 more registered voters than the 2010 general election close-of-registration 


figures.


Overall Statewide Campaign Paid Media delivery impressions: 147,905,544.


• Combined impressions all media types, Northern Nevada: 28,855,219.


• Combined impressions all media types, Southern Nevada: 119,050,325.
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THE MOB MUSEUM
SITUATION. When you think of Las Vegas, you think bright lights, neon, themed casinos, 


big production shows and celebrity restaurants. And they’re all vying for the tourist’s 


attention - 24 hours a day. Our challenge was to launch the Mob Museum as a brand-new  


Las Vegas attraction in what was and is definitely a cluttered and competitive 


entertainment landscape. We had to be integrated in approach and thoughtful with  


the media budget to overcome the all too benign perception of a “museum,” especially  


as it competed with over-the-top show offerings common to Las Vegas’ mega-resorts.


STRATEGY. The media plan was cued by the visitor path to Las Vegas, from destination 


exploration to feet on the ground. With 64% of Las Vegas visitors utilizing the Internet  


to plan their trip*, an online digital display and mobile campaign was implemented in the 


key feeder markets of Phoenix, Los Angeles, San Diego, San Francisco, New York, Miami, 


Chicago, Dallas, and Houston, targeting Las Vegas travel intenders and those viewing mob 


content, introducing prospective visitors with a category interest to the Mob Museum and 


actively getting the new museum on their list of things-to-do during their upcoming visit. 


Digital media placement afforded entry into markets that would have otherwise been cost 


prohibitive via offline media channels. Further, digital’s enhanced targeting capabilities 


allowed us to message Las Vegas intenders by serving ads to those whose online patterns 


indicated an upcoming trip, based upon search behavior (looking for airline tickets, 


restaurants and shows in Las Vegas) and online activity on Las Vegas content sites.


With 67% of visitors not deciding what shows to see until after they arrived*, in-market 


media focused upon most-likely touch points. For the drive market, we included Highway 


radio, brochure racks, and outdoor boards. For the fly market, we opted for in-flight 


magazine placements as well as airport video ads. With the abundance of other show 


advertising in Las Vegas, we knew we needed a few strategic, larger-than-life options  


to give the appearance that the Mob Museum was on par with competitive entertainment 


and attraction offerings. Dramatically wrapped double decker tour buses, taxi tops and trunks,  


on-Strip bus panels, and key visitor print placements achieved this goal. On a direct level, 


we worked with the Museum to create partnerships and FAMs with the concierges and taxi 


drivers, so this critical audience would have the knowledge and experience to talk about and 


recommend the Mob Museum.


RESULTS. The Mob Museum is now well established as a must see museum in Las Vegas 


with 419,000 visitors in their first two years. (The median number of visitors for a comparable 


museum budget is 254,000 over two years.) Readers of Nevada Magazine voted the Mob 


Museum “Best Museum in Nevada” two years in a row. NBC News and the Today Show named 


the museum as one of “10 Incredible World Landmarks You Haven’t Seen – Yet!” And, the  


New York Times calls the Museum one of the “Top 10 Places to Visit If You Only have 36 Hours 


in Vegas.”  


*2013 LVCVA Visitor Profile Survey


THE MOB MUSEUM | PRINT ADS & BUS WRAP 
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THE MOB MUSEUM | VIDEO
PLEASE SEE TELEVISION COMMERCIAL IN ATTACHED THUMB DRIVE.


3.1.1.5 CURRENT AND PAST CLIENT REFERENCES 


3.1.1.6 PROPOSED STAFFING PLAN AND STAFF RESUMES 


Current and former client references can be found as part of our response to Section 4.3, 


Tab VII, Company Background and References.


Full staff resumes can be found in Tab VIII, Attachment G, Proposed Staff Resumes.
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THE GLENN GROUP TEAM 
VALERIE GLENN, CEO, PRINCIPAL 


A long-time business and community leader in Nevada, Valerie will be involved 


in the strategic thinking and planning process for the NCOT, as well as provide 


her insights of Nevada given her many years of living and working here. She 


has worked with many clients in the travel and tourism industry such as the 


RSCVA, the Reno-Tahoe Regional Marketing Committee and NCOT, as well as 


hotel/casino properties around the country. She will bring her knowledge of 


Nevada and her wide network of contacts throughout the state to the NCOT. 


B.C. LEDOUX, PRESIDENT/EXECUTIVE CREATIVE DIRECTOR, PARTNER 


B.C. will bring his strategic smarts and creative oversight to the NCOT, not 


only in the strategic planning process, but in ensuring we have arrived at the 


ultimate communications solutions. He has directed and collaborated on a  


long list of effective, award-winning campaigns and initiatives for accounts  


like The Smith Center for the Performing Arts, Mob Museum, Mandalay Bay, 


THEhotel, Seminole Hard Rock Hotels and Casinos, Carnival Cruise Lines, 


Royal Caribbean Cruise Lines, multiple regional casino-resorts and the NCOT 


“Icons” campaign that distinctively and effectively positioned Nevada in a way 


that made it abundantly clear it was Nevada!


FLIP WRIGHT, EVP/STRATEGY AND INNOVATION 


Flip has nearly 20 years of strategic marketing and brand strategy expertise, 


having earned his MBA from the University of Oregon with an emphasis on 


brand strategy. His background also includes extensive experience in event 


management and sports marketing including work with the NBA, Nike and 


Sportspal. His work with our travel and tourism clients includes the NCOT and 


hotel/casino clients around the country where he has helped find a distinctive 


positioning in a competitive marketplace for our clients and identified 


opportunities to establish an emotional connection with target audiences 


through marketing and the ultimate customer experience.


STAFFING PLAN AND BRIEF STAFF RESUMES
We have assembled the following senior level team that represents an exceptional depth  


of tourism and gaming experience, knowledge of Nevada and industry recognition. 


The vast resources The Glenn Group, i.d.e.a. and Ciceron provide are brought together 


seamlessly and effectively for clients through your dedicated account management team. 


Working with their colleagues in strategic planning, creative, production, media, public 


relations, and digital departments, account managers apply their in-depth knowledge of 


your business, goals and parameters to coordinate integrated marketing programs that  


not only achieve your objectives, but exceed your expectations.


JENNIFER EVANS, EVP/MEDIA STRATEGY 


Jennifer has brought her media expertise and strategic smarts to our clients 


for over 30 years. Considered an expert in both traditional and digital media, 


Jennifer is a strategic thinker who goes beyond “media” to help define 


business-building strategies for clients. She has helped grow sales, profits 


and brands for many of our travel, tourism and hospitality clients including 


serving as media director for the RSCVA and NCOT, as well as implementing 


highly successful media campaigns for the grand openings of MGM Grand 


(Las Vegas), Silver Legacy (Reno), Casino Niagara (Niagara Falls), Mandalay 


Bay (Las Vegas), Buffalo Thunder (Santa Fe) and Firekeepers (Battle Creek).


TIFFANY EAST, VP/PUBLIC RELATIONS 


Tiffany leads The Glenn Group’s award-winning public relations team and 


will be integral in working with the NCOT, given your emphasis on public 


relations. Throughout her 25-year career, Tiffany has developed and 


managed creative and effective public relations programs for clients in a 


wide variety of industries, not the least of which was coordinating a visit 


from President Obama to our client’s Copper Mountain Solar Field in Boulder 


City, Nevada – no small feat, working with POTUS on three days notice! 


She is known for collaborating with our other marketing communications 


disciplines to ensure integrated success. 


KELLY GLENN, VP/ACCOUNT MANAGEMENT, PARTNER 


Kelly leads our account management division, ensuring all account 


managers are being effective and efficient stewards of our clients’ initiatives, 


timelines and budgets. Kelly has worked on many travel and tourism clients 


such as Grand Victoria (Elgin, IL), Silver Legacy (Reno), Stratosphere  


(Las Vegas), Hard Rock Hotel/Casinos (Hollywood and Tampa, FL), IGT 


and Bally Technologies. One of Kelly’s career highlights was having had 


the opportunity of being on the public relations team for the United States 


Printer in Washington D.C. when the 9/11 Commission Report was released, 


working with media from around the world.


MIKE DISBENNETT, VP/CREATIVE  


Mike began his advertising career in the great city of Chicago at Frankel 


(now Arc Worldwide) where he worked on meaty accounts like McDonald’s, 


Target, Kraft and Oldsmobile. He moved to Las Vegas in 1997 where he 


began to work on many of our hospitality clients including Mandalay Bay, 


Monte Carlo, Grand Victoria and Buffalo Thunder, and was instrumental in 


the development of the award-winning brand launch for The Smith Center for 


the Performing Arts, putting his amazing talents as an art director to work.
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BRETT RHYNE, CREATIVE DIRECTOR 


After starting his career as a copywriter and producer in Denver, Brett moved 


to Reno in 2003. He has been immersed in marketing and advertising here 


ever since. He has worked in-house for two of northern Nevada’s largest 


gaming properties, John Ascuaga’s Nugget and the Peppermill. He has 


quickly gained a reputation for developing break-through creative concepts 


that are absolutely spot-on strategically. 


AMY LOCKHART, ASSOCIATE CREATIVE DIRECTOR 


A graduate of the Art Institute of Seattle, Amy is totally committed to crafting 


her work, having been recognized with countless creative awards. Amy’s 


combination of conceptual ability, artistic flair and in-depth production 


know-how often make a huge difference, whether she’s creating a national 


TV campaign…or a button. Amy’s extensive account experience includes 


work for NCOT, Grand Victoria, Mandalay Bay, Grand Sierra Resort, Buffalo 


Thunder Resort & Casino, Seminole Hard Rock Hotel & Casino, Silver 


Legacy, IGT, Reno-Tahoe Open, Nevada Museum of Art, Mob Museum, 


Nevada Ballet Theatre, Reno Air Races and Royal Caribbean Cruise Lines.


CHUN LIM, MOTION DESIGN DIRECTOR 


Chun came to The Glenn Group with more than eight years of digital design, 


animation and motion graphics experience and now heads our motion 


design division, which creates dynamic motion content for television,  


the web and environmental digital displays.  Prior to working for The Glenn 


Group, Chun created thousands of animated ads as well as produced 


broadcast graphics packages, network brand identification, commercial 


animation and visual effects for notable clients such as TNT, Food Network, 


Discovery Channel, Charter Communications, Nestle, Suzuki, Motorola, 


Honda, Apple, MGM Studios, Sears and Paramount Pictures, to name a few.


JAN JOHNSON, PRINT PRODUCTION DIRECTOR 


Jan has the vitally important task of overseeing the many jobs that route 


through The Glenn Group’s creative department. She works closely with 


suppliers to stay up-to-date on the newest technologies to ensure cost-


effective methods, and that budgets and deadlines are met. Jan’s diverse 


background includes extensive work in pre-press print production of  


a film separation company. She has stayed involved in the industry with 


organizations like Sierra Graphics Network, International Association 


of Printing House Craftsmen (IAPHC) and AIGA. There is no one more 


knowledgeable about the print production industry than Jan, as she  


brings us over 30 years experience.


JENNIFER HILL, MEDIA DIRECTOR 


Jennifer has over 15 years of experience in media, including six of those  


years with Harrah’s Entertainment Corporate Division as their Media 


Supervisor. She oversees many of our clients’ media plans and is 


responsible for planning, negotiating and placing media locally, regionally 


and nationally. She also had the opportunity of gaining perspective by 


working on the media side, having served as a Marketing Communications 


Specialist for the Reno Gazette-Journal.


TOM DUFFY, DIGITAL/CREATIVE TECHNOLOGIES DIRECTOR 


A Silicon Valley native, Tom has been honing his digital chops since he 


wrote his first piece of software at age nine. Since then he started his own 


print and design company (age 13); edited an award-winning short film; 


worked in the printing industry as a press operator; started tech support, 


web design and web hosting companies; and been a writer and artist for 


a web-based comic called Utopia Theory. But computers and code are 


his passion. Tom brings substantial experience in a number of software 


languages including PHP, JavaScript, jQuery, and .NET, as well as several 


CMS platforms.


WILLIAM CROZER, SOCIAL MEDIA DIRECTOR 


William has a long history of working in Nevada tourism that was founded 


in earning his Hotel & Casino degree at UNLV. Much of his early career 


was spent in the food and beverage side of the industry, working with 


“celebrity chefs,” but eventually transitioned into a career focusing on 


emerging marketing channels. As owner of Fast Track Moving Media, he led 


the innovative implementation of guerilla mobile marketing campaigns for 


clients, and then used his experience to implement effective social media 


campaigns utilizing software tools for businesses to publish social media 


content to manage their brands in real time. 


NICOLE CARLSEN, PUBLIC RELATIONS ACCOUNT EXECUTIVE 


Nicole began her career in public relations and soon realized she wanted 


to know more about how the digital world could benefit her clients. So after 


working in the industry for a few years, she decided to go back to school in 


2011 and received her M.A. in interactive journalism from the University of 


Nevada, Reno. Nicole brings expertise in social media, community outreach, 


marketing, content strategy and digital strategy to The Glenn Group team.


DENNIS WANBAUGH, SENIOR ART DIRECTOR 


Dennis may be the silent type, but his creative ideas and designs always 


have the volume cranked up to 11. A smart, innovative (and largely self-


taught) senior art director and web designer, Dennis is known for pushing 


the limits of design, creating work that’s edgy but totally on brand. Dennis’ 


skills run the gamut from old school to new; throughout the day he moves 


easily from working on traditional print and publication design and TV 


and photo shoots to working with Flash animation and other cutting edge 


interactive design platforms. After working for a few start-ups and a dot-com, 


Dennis found his niche working in creative at The Glenn Group.
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i.d.e.a. TEAM 
JONATHAN BAILEY, FOUNDER/CHIEF RELATIONSHIPS OFFICER 


Jon has nearly 30 years of direct experience in the marketing communications 


industry, starting at a boutique agency in San Francisco. He brings to brands 


an unusual integrated perspective earned by having worked in both the Public 


Relations and Advertising disciplines, as well as bringing the perspective 


of having served on both the client and agency sides. As an early pioneer in 


integration, Jon sees clarity in breaking down barriers between marketing 


functions, and instead focuses on how one strategic brand idea can succeed 


across multiple platforms. He leads the Relationships Teams at i.d.e.a. and 


speaks regularly on integrated marketing at industry events nationwide. 


JULIE MESSING-PAEA, VP/REPUTATION 


Julie developed a passion for the media and public relations while in school 


where she studied Mass Communications. After a brief stint on-camera, 


she moved behind-the-scenes where she has spearheaded media events, 


program development and strategic partnerships for clients over her 15+ year 


career. She spent five years at CBS Television in New York City as Director 


of Marketing and Promotion and at Fox Television/Raycom Media where she 


developed many cross-promotional public and community relations initiatives. 


She has extensive experience in the tourism/hospitality arena, including work 


with clients like KSL Resorts, Seaport Village and Harrah’s Southern California 


Resort.


LAUREN FIMBRES WOOD, REPUTATION DIRECTOR 


Lauren came to i.d.e.a. after spending eight years managing the PR division at 


TeamWorks Media in Chicago. While there, she developed and executed award-


winning PR campaigns for clients such as Bank of America, Chicago Marathon, 


Levy Restaurants and Crown Imports (Corona, Pacifico, St. Pauli Girl). Her 


media relations efforts and big picture thinking resulted in placements with 


NBC’s “Today,” CNN, New York Times, Wall Street Journal, E!’s “Chelsea 


Lately,” ESPN the Magazine and more. She has also supported PR for high-


profile events including the Super Bowl, Kentucky Derby, U.S. Open, MLB  


All-Star Game and Grammy Awards. 


BRYAN HANSEN, REPUTATION MANAGER 


Bryan’s career in public relations started in New York City working on a myriad 


of high-profile and event-oriented tourism, entertainment, cultural and sports 


accounts. He transitioned to an agency specializing in the travel, hospitality 


and lifestyle industries where he refined his media relations and pitching 


abilities working for clients like Visit St. Petersburg/Clearwater, Sheraton Hotels 


& Resorts Worldwide and Waldorf Astoria Chicago. He has been instrumental 


in creating new strategies in social media and is known for securing broadcast, 


print and online placements for hospitality clients internationally, nationally, 


regionally and locally. 


COLIN BAUGH, PUBLICIST 


It’s all about relationships, and Colin Baugh brings that with his experience 


as a public relations professional in the travel, hospitality, food and beverage, 


and consumer products spaces. His relationships with top-level national 


media include GQ, Playboy, Playboy.com, CNBC, Maxim, Maxim.com, Esquire, 


Condé Nast Traveler, Travel & Leisure, Food & Wine, Saveur and more. He has 


used those relationships to secure media placements for a variety of travel 


and tourism clients such as the Louisiana Office of Tourism, The Most Perfect 


View (a collection of luxury hotels worldwide), SpaFinder’s Wellness Week and 


others.


STERLING DOAK, VP/CONSUMER BEHAVIOR 


Sterling knows Nevada well, having lived and started his career in Reno.  


He specializes in conducting focused research, uncovering key consumer 


insights and brand development strategies that meet clients’ business 


objectives. Sterling prides himself on fully grasping the whens and ways  


a brand and consumer instersect, having developed solutions for  


KSL Resorts, Ringling Brothers and Barnum and Baily Circus and PUMA Golf.


STEPHANIE GARCIA, SOCIAL STRATEGY DIRECTOR 


Stephanie fuses creativity with her background in psychology to make the 


most of social media marketing. She is a seasoned social media strategist with 


a proven track record for constructing successful social media and search 


engine marketing programs for her brand partners. She has consulted with 


more than 100 brands during her agency career and has won many awards 


for integrated campaigns including an OMMA Award for Online Advertising 


Creativity and Forrester Award for driving social impact. Her favorite 


campaigns to-date include the launch of Dive Dayclub for Harrah’s Resort 


Southern California and hosting the World’s Largest Instameet at the Del Mar 


Thoroughbred Club.
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CICERON TEAM 
ANDREW EKLUND, FOUNDER & CEO 


Andrew has been instrumental in helping companies make the fundamental 


organizational changes necessary to thrive in a socially networked world.  


His counsel is rooted in metrics and accountability with a keen eye on changing 


consumer behaviors and buying habits. Entire markets have emerged as a 


result of disintermediation and disruption of traditional customer relationships 


and business models. Andrew has worked with clients like Delta Vacations, 


Vonage, NCOT, Meet Minneapolis, Radisson Blu Hotels, Carlson Rezidor, 


MakeMeusic and The Home Depot. Andrew is a frequent speaker and moderator 


at national and international conferences, including the E-Tourism Summit, 


MarketingSherpa, MIMA Summit and other influential organizations.


KRAIG LARSON, FOUNDER & CHIEF CREATIVE OFFICER 


Kraig is one of the founders of Ciceron, and as Chief Creative Officer for the  


last 18 years, is responsible for the design and development output of the firm. 


Kraig is a rare breed of creative who is equally at home with visual design and 


programming and technology. This convergence of interests and expertise 


makes him an ideal translator, communicator and strategist. Kraig has consulted  


on the marketing strategy, website UI and campaign design for many clients 


including Meet Minneapolis, NCOT, Carlson Rezidor Hotel Group, Radisson 


Hotels and Delta Vacations.


DAWN HEPPER, VP OF STRATEGY 


Dawn has spent the last 15 years working in the travel and tourism industry. 


Prior to joining Ciceron, she led online product development and interactive 


marketing for Carlson Hotels Worldwide, now Carlson Rezidor Hotel Group. 


Dawn is an advocate of the customer experience, and has championed award-


winning website redesigns with complex, proprietary booking engines and 


custom-built applications. Most importantly, Dawn works with brands to 


define key interactions that lead to delighted customers who willingly share 


their experiences with family and friends, creating the foundations of brand 


advocacy.


AMBER VERHULST, DIGITAL INSIGHTS & OPTIMIZATION SPECIALIST 


Amber has a wide array of knowledge across all aspects of digital marketing. 


She got her start by establishing search marketing campaigns and executing 


search engine optimization for clients. She has the innate ability to focus 


on how to extract results and value for each client’s program, and as a 


Google AdWords certified partner, Amber has a proven track record for 


improving the performance of search engine marketing efforts and continually 


conducting data analyses to extract valuable insights and provide optimization 


recommendations in real time.


3.1.2 STRATEGIC APPROACH 
At The Glenn Group, our strategic approach is tied directly to the goals and measurable 


objectives identified by the client or determined through a process of dedicated diligence 


and understanding of the environment in which our client is operating. With this initial 


intelligence, we will identify what strategies and tactics will most effectively achieve 


the KPI’s and other expectations for the communications. As important, we can better 


understand where our capabilities can be bolstered through strategic partnerships within 


our network of best-of-breed partner agencies to more efficiently meet the demands 


associated with the marketing plan. 


GOALS AND OBJECTIVES


• The goal of this program is to increase revenue to the State through tourism-related 
activities;


• The tourism and cultural affairs activities should result in overnight visitation to the 
State from domestic travelers who live in targeted geographic locations; and


• Overnight visitation will be enhanced by broadening the awareness of the “Nevada A 
World Within. A State Apart.” brand, further expanding the reach and awareness of the 
“Don’t Fence Me In” integrated marketing campaign, and offering differentiating and 
compelling reasons to visit the State.


The primary objective for every marketing campaign is the same. Any communications 


should support the end goal of increasing revenue through the conversion from an 


interested party into a paying customer. For the NCOT, it’s critical that communication 


efforts properly position Nevada as a meaningful and rewarding destination, creates 


interest and understanding of the value and experiences they can have visiting our state, 


and finally is able to move them from merely a lead to a visitor and advocate for our state 


through well thought out integrated communications. These communications will vary in 


type to direct one-to-one to one-to-many through creative and innovative media planning 


and will leverage interactive and experiential marketing channels, as well as proven 


outbound channels. We know that everyone who has an opportunity to come into contact 


with our state is a lead, and our job is to convert them to visitors and advocates for our 


state’s brand. 


Another important step in increasing visitation to Nevada is not only making sure that 


people are aware of its brand, its position and an understanding of its offerings, but 


creating opportunities for action and conversion though engaging experiences and 


content. This engagement will enable visitors and stakeholders alike the ability to 


understand the vision and goals of the Commission and create an emotional connection 


and advocacy leading to more effective conversion of future visitors to our state. 
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STRATEGIC PLANNING PROCESS


The Glenn Group’s skill in providing effective strategic planning begins with an 


understanding of the insights and opinions of all stakeholders and the audience to whom 


we speak. The insights in many instances exist through institutional knowledge and 


through primary research. Often we look to supplement those viewpoints with additional 


research specific to the competitive marketplace and best practices necessary to clearly 


define a path for meeting your goals and objectives through relevant and inspiring 


messaging and engaging brand interactions. 


Our planning program includes:


Scope and Outcome  


It’s critical to any strategic planning process to clearly articulate a shared understanding  


of the goals and objectives for marketing. Any objectives must be realistic and attainable 


and should be tied to specific metrics required by all stakeholders for a clear consensus 


and understanding of what success means.


Strategic Insights (Internal, Consumer and Competitive) 


We will work with the NCOT to gain an immediate perspective of the marketing landscape 


they are operating under and any observations they have for messaging strategy. With this 


internal perspective, review existing primary research or conduct additional research to 


support or refute any hypothesis about the motivations, interests, need states, etc. of the 


Nevada visitor. Finally, look at the competitive landscape to make sure that any messaging 


strategy and communications have a value proposition that is easily recognizable as 


belonging to Nevada and acts in concert with the realities of the internal situation and the 


audience perspective. 


Strategic Channel Evaluation 


Work with strategic planning team representing all strategic competencies to review 


situation and identify immediate opportunities for innovative and integrated marketing 


programs most relevant to the communication goals and objectives. 


Current Brand Asset and Communications Audit 


Review existing creative strategy and identify current assets available. Identify areas  


in need of refresh or new creative development.


KPI and other Success Metrics 


Identify which metrics will be most important to the stakeholders within the NCOT that 


will enable it to continue with its mission for Nevada tourism. Metrics could include Lead 


Attribution, Cost per Lead, Qualified Leads to Conversion, Leads by Campaign Type, 


Marketing ROI by Campaign Type. Numerous KPI’s exist and the correct dashboard will  


be determined in conjunction with the other planning elements. 


The true impact of effective marketing activities cannot only be measured in reach and 


impressions, but ultimately on the collective economic impact of those activities. A firm 


belief in measuring true economic impact as it relates to the visitor journey was the 


impetus behind Ciceron’s original work with the Division of Tourism back in 2008-2009. 


Developing the foundation of an ROI model around which to measure marketing activities 


helped to adjust media spend to channels providing the greatest impact and identified 


opportunities to free up spend to test new market opportunities. Since that time, new 


methodologies and technologies have matured to paint a more complete picture of the 


visitor journey across multiple touchpoints, so The Glenn Group, I.d.e.a. and Ciceron team 


looks forward to collaborating with your research partners to align around key performance 


indicators and other metrics to provide timely and actionable insights and intelligence into 


the behaviors of your visitors before, during and after they visit Nevada.


Tactical Planning 


With the understanding of what the expected goals and outcomes are and an 


understanding of the best strategic channels to meet those expectations, a tactical plan 


will be developed that lists out the individual initiatives and programs determined to meet 


each specific objective. 


Project Action Plan 


Finally a detailed task list across all programs and initiatives will be developed with proper 


resource allocation, reporting hierarchy, dependencies, milestones and project timelines. 


As the lead agency, The Glenn Group will manage the project and act as the liaison 


between partner agencies and internal resources at NCOT.


3.1.3 CREATIVE 


3.1.4 STATE-REQUIRED DOCUMENTATION 


Creative examples are included in the case study section 3.1.1.1.


All state-required Documentation is found as part of our response in Tab IV,  


State Documents.
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3.	 Generate	significant	coverage	in	traditional	and	digital	outlets,	ensuring	appropriate	 
message	inclusion	(measures	to	be	determined);


 The Glenn Group will work closely with i.d.e.a. and Ciceron to enhance our traditional 


and digital executions.  The depth of experience among this highly experienced team 


of practitioners, including former journalists and freelancers, demonstrates that we 


know how the media thinks and are focused on staying several steps ahead of them.  


Our efforts have produced measurable results in some of the top broadcast, print and 


online media outlets in the world including:  Conde Nast,  Travel + Leisure, New York 


Times, Wall Street Journal, Good Morning America, USA Today, Sunset Magazine, 


GQ, San Francisco Chronicle and many others.  Our team is adept at finding the story, 


placing it in the right media outlets with intended positive results.  We will work with 


NCOT to establish key performance indicators (KPIs) and create programs that align 


with those objectives.  In order to measure all of this activity, we use a variety of 


services that fits with the needs and budgets to monitor and track our efforts.


4.	 Educate	all	key	stakeholder	groups	on	the	value	of	tourism;


 Developing consistent communications, reporting on successes and showcasing 


accomplishments to our list of stakeholders will demonstrate the value that tourism 


brings to the state. Through stakeholder groups, travel and tourism partners and 


trade associations, The Glenn Group will identify opportunities for national press 


statements, blog posts and video testimonials for use at the Nevada Legislature, 


Governor’s Conference and territory meetings. We will continue to encourage and 


enable our stakeholders, like NCOT has already done, to tell their own destination 


stories, creating additional buzz and awareness.


5.	 Provide	a	resource	for	the	Nevada	tourism	industry	for	learning	how	to	maximize	 
public	relations	in	their	marketing	mix;	and


 As we develop our communications strategy, it will be important to create overarching 


messaging and materials for industry partners to utilize as they build their own public 


relations programs and campaigns. The Glenn Group will provide opportunities for 


educating industry partners through speaking engagements at conferences, events 


and territory meeting. As well, we will assist them in developing their campaigns 


offering a communications tool kit with sample press materials, content strategy 


suggestions, ideas for an integrated online presence, and messaging. 


6.	 Enhance	the	overall	reputation	of	the	State	of	Nevada.


 We believe that through the execution of our strategic communications plan, social 


media engagement, placement of national stories and the creation of brand sharing 


programs, we will organically elevate and enhance the state’s reputation gaining 


credibility through third-party engagement. The Glenn Group will develop unique and 


innovative ideas to create brand-sharing opportunities that will demonstrate Nevada’s 


“Don’t Fence Me In” spirit, and we will make it easy for Gen “C” travelers to join in 


the conversation and find their unique story. Highlighting the successes of Nevada’s 


tourism industry will enhance and solidify our reputation as a destination.


3.2 PROGRAM SCOPE OF WORK
Proprietary Initial NCOT Research Findings and Initial Thought Starters to  


evolve the “Don’t Fence Me In” campaign are included in attached thumb drive.
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As	a	key	strategic	driver	for	this	account,	the	external	communications	team	will	drive	 
the	overall	public	outreach	strategy	and	provide	the	key	day-to-day	contact	with	the	Division	 
of	Tourism.


As public relations professionals with vast experience heading up accounts and 


initiatives, The Glenn Group will lead the Nevada Commission on Tourism account with 


collaboration and integration from agency partners i.d.e.a. and Ciceron. With more than 


30 years of regional and national travel and tourism knowledge and expertise, we will 


achieve full brand exposure through strategic integration. We understand that there is a 


need to develop a robust communications and positioning strategy to support the Nevada 


Commission on Tourism’s offerings, as well as the evolution and expansion of its current 


“Nevada – A World Within. A State Apart” brand position and the tourism campaign,  


“Don’t Fence Me In.” 


A.	 Objectives


1.	 Ensure	consistent	and	compelling	overarching	messages	and	specific	messaging	 
for	each	target	audience;


 By focusing on connecting with the appropriate target segments, the team will build 


a PR strategy that creates loyalty and advocacy among active young Gen “X” and 


Millennial travelers. With this in mind, our planning process will create integrated 


strategic executions that ensure consistent and compelling messaging is delivered to 


each audience, resonating through the variety of relevant earned and paid channels. 


In order to achieve this, our team of strategists will dig in and research what active 


travelers want to do, what platforms they use, how they get their information, who 


are their trusted voices and how they want to experience Nevada. We will develop a 


comprehensive plan that outlines the connectivity with them, messaging and their 


preferred method for interacting with us. 


2.	 Ensure	that	all	public	relations	efforts	seamlessly	align	and	integrate	with	overall	 
marketing	strategy;


 Our planning process will encompass all strategic and tactical areas of the overall 


marketing plan and will ensure that each discipline is always working in tandem toward 


achieving shared objectives. This focus on integrated strategic executions guarantees 


that consistent and compelling messaging is delivered to each audience segment.  


3.2.1.1 EXTERNAL COMMUNICATIONS/PUBLIC RELATIONS







B.	 Activities	and	Deliverables


	 The	contracted	vendor(s)	will	provide	a	strategic	direction	and	program	execution	for	the	
Division	of	Tourism	within	the	areas	of:


1.	 Strategic	Planning	


 The Glenn Group public relations team will work closely with and oversee all aspects of 


the strategic direction and planning process with our “sister” disciplines of advertising 


and media as well as partner agencies i.d.e.a. and Ciceron.  We begin our process by 


developing strategic plans, communication schedules and reporting systems.  As the 


lead on the award-winning Secretary of State’s online voter registration campaign, The 


Glenn Group drove the integrated strategic direction of the initiative while ensuring 


that all messaging, grassroots engagements, multiple platforms of earned and paid 


media were integrated and working cohesively to meet the goals and objectives of the 


program.   


2.	 Communications	Strategy


 Our planning process will focus on integrated strategic executions to ensure that 


consistent and compelling messaging is delivered to each audience resonating 


through stakeholder, consumer, trade, social media and other components of the 


campaign. We know that in order to elevate the brand, the messaging needs to be 


authentic; it needs to inspire but it needs to be on target. The Glenn Group will conduct 


a full audit of our communications channels and platforms and the information within 


each to ensure that all are working together to convey our messaging cohesively, 


efficiently and effectively.


3.	 Consumer	Media	Relations


 Utilizing The Glenn Group and i.d.e.a. teams’ extensive travel and tourism media 


relationships, we will organize coast-to-coast targeted media missions and campaigns 


on behalf of the Nevada Commission on Tourism - from morning television to long-


lead glossy print and online coverage.  We will all work simultaneously to expand your 


presence to a national audience, attracting some of the most influential and interesting 


people in the world, while also reaching those who are more aspirational and will  


target markets including key “fly-to” and “drive-to” DMAs. We will pitch Nevada  


for regular inclusion in national trend round-up stories on top-tier outlets such as 


“http://usatoday.com/”USAToday.com, “http://nbcnews.com/”NBCNews.com,  


“http://abcnews.com/”ABCNews.com, “http://cnn.com/”CNN.com and develop pitch 


angles for inclusion in niche categories like LGBT, “men’s interest” publications,  


and more. 


 Press trips are planned with budgets, outcome and timing in mind. We recognize that 


these opportunities need to be planned and coordinated to ensure we are reaching 


the right audiences and demographics.  At the beginning of the year, we will work 


with you to establish a plan for press trips and annual budget that includes hard costs 


and a list of partners who will host or offer accommodations at cost. Our team will 


coordinate the trips ensuring that all journalists are on assignment.  As we do with our 


overall earned media coverage, we will provide the same level of tracking and reporting 


analysis to demonstrate the value of each trip.


 Creating consumer interest and appeal for the Hotel del Coronado, i.d.e.a. had the 


primary goal to position the hotel as the premiere destination for five-star coastal 


luxury by delivering continual top-tier national, regional and local media coverage 


that captured The Del’s history of excellence.  As part of their goal to elevate The 


Del’s reputation to national and international audiences, they identified key feeder 


markets for in-person media relations blitzes to showcase creative programming 


such as Skating by the Sea and offerings such as the rollout of Del Beach.  The 


agency strategically identified key influencers within each media landscape and, on 


behalf of Hotel del Coronado, pitched these journalists to secure attendance at media 


receptions and scheduled one-on-one meetings with hotel executives.  The team also 


regularly pitched to national media opportunities surrounding hotel and industry 


trends.  This is an example of sharing the brand through the experiences of journalists 


allowing them to interact with the brand in a positive way, offering context to their 


content.  They believe this type of program will play a large role in generating interest 


and intrigue within our travel and tourism FAM trips and one where we can create 


lasting affinity for the Nevada Commission on Tourism.  


 We understand that in-market press trips are opportunities for us to tell others what 


we know and love about our beautiful state.  Through The Glenn Group’s work with 


the Nevada Sesquicentennial, we have seen firsthand the excitement and interest 


Nevadans have in showcasing their communities and events.  Whether it was an event 


in Panaca, highlighting activities over July 4th or planning activities at whistle stops for 


the “Union Pacific Battle Born Express” Heritage train visit, The Glenn Group touched 


many events and communities throughout the state.  This experience will allow us 


to identify natural opportunities to bolster in-market press trips while highlighting 


signature events such as Cowboy Poetry, Artown and golf/ski trips.


   The Glenn Group will develop ideas to showcase the endless attributes our state 


has to offer.  We believe that once the Travel Nevada app is developed, the realm of 


possibilities are endless.  Juxtaposing innovative technology to the far reaching roads 


less traveled throughout the state, are the types of stories the media hasn’t yet seen 


or experienced.  Inviting them to try it for themselves offers them context and content.  


Through the use of the app, they will experience and document (photo, video, essays) 


their journeys through Nevada organically creating content.  We know that national 


publications are looking for human interest, innovation, creativity, recreation and 


social responsibility stories that get to the heart of their audiences.  This is merely an 


extension of the “Discover & Do” program.
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4.	 Trade	Media	Relations


 When promoting a destination brand partner through trade publications, The Glenn 


Group customizes every story pitch to meet our partner’s specific needs.  We increase 


the brand’s profile by maximizing reach both online and offline by raising awareness 


among consumers to create a buzz.  We will use our collective experience and 


compelling storytelling to secure placements and FAM trips.  


 Tracking and measuring all of our earned media is integral to our plans.  It’s how we 


gauge our effectiveness and whether our plans are working in tandem with other 


communications programs.   We will provide monthly monitoring reports that will 


include: quality press coverage, media, influencer and blogger visits, monthly KPI 


report analysis and activity, and a social media report.


5.	 Social	Media


 Social media is obviously an integral part of any good marketing program.  We see 


social programs as marketing bridges, vital to the integration of advertising and public 


relations strategies into connective, authentic conversations with a brand’s many 


audiences.  Travel and tourism is a highly social experience. Potential visitors are 


asking for recommendations from trusted sources long before they consider booking 


a hotel room or getting on the road.  We understand that your visitors trust each other 


and trust expert travelers who either live in Nevada or have traveled there before more 


than they trust the NCOT. We see the evidence of that in our own proprietary research 


(SEE INITIAL NCOT RESEARCH FINDINGS TO NCOT ATTACHED IN THUMB DRIVE), 


as well as from other third-party sources such as Edelman’s 2014 Trust Barometer.  


More often than not, that means that potential visitors to Nevada will look within their 


own personal social networks, on forums such as TripAdvisor and on other external 


social media channels first before they engage with your owned social channels. 


Daily and weekly monitoring not only of channels, but more importantly, of relevant 


conversations that are channel agnostic is an essential part of a proactive social media 


strategy. 


 Using PR and social media in tandem has always proven to be effective for The Glenn 


Group, and it proved to be highly effective for i.d.e.a. when creating a completely 


integrated marketing strategy to promote the completion of a significant upgrade to 


Harrah’s Rincon Casino & Resort (now Harrah’s Resort Southern California) pool area.  


The firm garnered awareness of the pool area through extensive consumer behavior 


research and strategy, regional PR, social media, creative, media placement, events 


and digital strategy, with results that far surpassed the goals and expectations of 


the client.  This is the type of planning and thinking we will employ to maximize each 


channel.  


 We understand that monitoring not only your owned social channels, but more 


importantly, the conversations about Nevada are key to understanding the mindset of 


visitors in all stages of their decision journey.  We would recommend implementing 


a robust monitoring and response plan to proactively identify prospective visitors as 


well as to encourage advocacy from past visitors.  We have relationships with many of 


the leading social listening platforms, and Ciceron was a beta partner of Radian6, the 


premier social listening platform, since 2008.  


 While there will always be conversations that occur on owned social channels such 


as Facebook, Twitter and Instagram, the reality is that these channels are not truly 


“owned”.  At best, they are “rented”.  Visitors have opted-in to receive communications 


from you via these networks, but they are in charge of who or how often they receive 


them.  The opportunity then becomes to augment your social engagement strategy 


with a more robust community of expert Nevada travelers who create original content 


on a platform that you own.  Aligning your digital experience around content your 


visitors trust will instill a true sense of authenticity in the experience, and will allow 


all visitors to collaborate and celebrate their travels with other like-minded Nevada 


visitors.


 Based on our past experience, we’ve created an example of what a platform you own, 


full of trusted content, may look, feel and function like.
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6.	 Stakeholder	Communications/Public	Affairs


 Developing consistent communications, reporting on successes and showcasing 


accomplishments to our list of stakeholders will demonstrate the value that tourism 


brings to the state. The Glenn Group will develop opportunities to communicate with 


our stakeholder groups, travel and tourism partners and trade associations. Where 


applicable, we will utilize appropriate stakeholders in national press statements and 


video testimonials for use at the Nevada Legislature, Governor’s Conference and 


territory meetings. We will encourage and enable our stakeholders to tell their own 


destination stories, creating additional buzz and awareness.  


7.	 Online	Press	Room


 Our planning will include an audit of the online pressroom. As one of the most 


important tools we have, online pressrooms are still the foremost destination for 


journalists seeking fact sheets, images, press kits, and historical information. The 


2014 BusinessWire Media Survey revealed that these items along with branded pieces, 


event information and contacts are still highly sought after by journalists. As your 


public relations team, The Glenn Group will ensure that your online newsroom is 


not only content rich but we will drive journalists to it as we pitch and deliver stories 


through our media relations executions. 


8.	 Annual	Report	Development


 It’s important to convey the value of the department’s work by documenting and 


communicating the achievements and success of the multiple campaigns. The Glenn 


Group will assist you in chronicling the activities through press clips, images, blog 


posts, social media tracking and monitoring to be included in an annual report.


9.	 Governor’s	Conference	on	Tourism	Coordination


 The Glenn Group’s PR team has extensive experience in event planning and will work 


with you to bring new ideas to the Governor’s Conference on Tourism’s success. 


Through our strategic communications plan, we will identify opportunities for 


significant press announcements, emerging trends in tourism, partnerships, story 


angles, and engagement from speakers, media and stakeholders.


 As the agency of record for Sempra U.S. Gas & Power’s Nevada presence,  


The Glenn Group was called on to assist with President Barack Obama’s energy policy 


announcement at Sempra’s Copper Mountain Solar Complex. Keeping in mind that 


they were planning an event for the leader of the free world in less than five days,  


the team managed strategic planning, internal and external expectations, 


communications and an onslaught of local and national media attention. Managing 


the earned media side of the event required an understanding of the media’s needs, 


deadlines and the hierarchy under which they operate. While the team on the ground 


was managing the details, the behind-the-scenes team was supporting requests such 


as 80’ of banners and signage to block “lines of sight.” Due to the limited size of the 


event, the selection of guests was crucial to the security and profile of not only the 
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This	includes	strategic	planning,	integrated	communications	strategy,	campaign	planning	 
and	execution	timelines,	ideation	and	all	production.


All	advertising	will	be	provided	exclusively	for	the	Division	of	Tourism	to	promote	the	State	as	
a	tourism	destination.	Compelling	components	of	all	department	agencies	may	be	included	in	
the	advertising,	as	appropriate,	but	the	goal	is	to	drive	tourism.	The	Division	of	Tourism	has	a	
comprehensive	research	program	already	in	place.	All	research	will	be	available	to	the	vendor(s)	
to	ensure	all	creative	direction	is	evidence-based.


At The Glenn Group, our ideation process begins long before our teams start creating 


elaborate post-it note matrixes and mapping out ideas on white boards. It all starts with  


the detailed strategic approach we outlined in section 3.1.2.


The information we get from research allows our integrated teams to step into the 


shoes of the audience and see the world – and the brand – through their eyes. So the 


comprehensive research you would provide us will truly help us share your brand more 


than push your brand. And this information would be boiled down and included in a 


strategic brief, which would be approved by the NCOT team before any concept work 


began. The brief would act as a North Star for the integrated team, keeping everyone  


on the same page.


A.	 Objectives


1.	 Create	and	deliver	the	brand	personality	and	messaging	using	media	channels,	partnerships	
and	creative	execution	that	connects	with	target	audiences	and	cuts	through	the	clutter	of	a	
fragmented	media	and	marketing	landscape;


 We specialize in audience-centric, hyper-targeted messaging, so once we have a 


solid understanding of the brand and the people we’ll be communicating with – what 


motivates them, what excites them and ultimately what moves them to take action –  


we start getting down to the fun stuff: creating all the pioneering ideas, messages  


and tactics that form a well-planned, thoughtful and impactful campaign. 


2.	 Raise	awareness	of	Nevada	as	a	compelling	destination	for	domestic	travelers;	


 To raise awareness of Nevada, it will be important to highlight the state’s unique 


attributes through bold, pioneering, “Don’t fence me in” thinking that speaks the 


language of our target audience. During our ideation process, including a fully 


integrated team, we will devise several different integrated campaign concepts, 


in collaboration with the NCOT team, that will build awareness and consideration 


for Nevada as a destination by sharing the brand in resonant ways. Each of these 


campaigns will include multiple ideas within earned, owned and paid that create 


emotional connections and drive response. Our integrated efforts will also utilize the 


current NCOT database with targeted and segmented/tiered direct communications, 


both digital (email) and traditional direct mail.


3.2.1.2 ADVERTISING/CREATIVE/CRM/DIRECT MARKETINGclient but the state. With the help of the White House advance team, Secret Service  


and their trusted event vendors, every expectation was met. Sempra’s solar field  


was on the cover of most major metropolitan print publications – in fact the agency 


was able to identify at least 2,179 stories with nearly 600,000 page views per million 


and an audience estimate of 38 million. The Glenn Group’s team is often called upon  


to manage details and limited timeframes. When we have the opportunity to work  


with you on your events, we will extend the same attention and level of detail to  


every event. 


10.	 Education


 Assisting industry partners with the creation of campaign messaging, materials and 


ideas for co-promotions will ensure that our industry partners are aware of all of 


the PR opportunities available to them. The Glenn Group welcomes the opportunity 


to develop communications tools and/or presentations at territory meetings, the 


Governor’s Conference and other venues to assist industry partners with ongoing 


programs, partnerships and communication campaigns. 
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3.	 Develop	a	research-based	advertising	program	that	conveys	the	brand	while	generating	
increased	inquiry	and	engagement	on	www.TravelNevada.com	through	targeted	campaigns;	
and


 We specialize in sharing compelling brand stories while driving visitation—to websites, 


venues, properties and destinations. We’ve been developing research-based direct 


response campaigns that lead with the brand message for decades, and based on the 


results we see we are constantly experimenting, testing and retooling our messaging 


to optimize action and engagement.


4.	 Ensure	that	all	tactical	advertising	execution	seamlessly	integrates	with	the	related	marketing	
components.


 Our thinking always begins with the brand, what it stands for and the persona it speaks 


to, so it’s second nature for us to ensure that marketing integration occurs seamlessly 


through every channel. The brand and the audience guide that process, and our 


method of “connection management” shepherds fully integrated ideas and executions.


 Throughout ideation, concepts are generated internally by teams consisting of 


creative/content, PR, strategy, digital, social, creative technology and account 


management. And as they are fleshed out, they are consistently reviewed by leads 


from each expertise. This assures that every idea and potential execution we ultimately 


present is on point strategically, that they blend with all other aspects of the campaign 


and they work toward accomplishing the client’s objectives.


 All concepts will be on target strategically or they won’t survive our own cuts. We have 


no “weak sister” concepts when we share ideas with clients. Everything we show is 


strategically sound, a reflection of the brand, and will work hand-in-hand with all other 


aspects of a client’s marketing mix. Print ads, PR initiatives, social content, landing 


pages, contests, strategic partnerships – every piece, working together, will form  


a singular and unique brand voice.


B.	 Activities	and	Deliverables


	 Provide	strategic	direction,	creative	ideation,	production	and	program	management	for	the	
following	activities:


1.	 Strategic	Planning	–	Contribute	to	the	overall	marketing	strategic	direction	as	identified	by	the	
Division	of	Tourism	and	develop	the	advertising	portion	of	the	plan.	The	strategy	must	detail	
how	all	marketing	components	integrate	with	one	another	to	effectively	propel	the	marketing	
efforts	over	the	course	of	the	annual	plan	period.


 As stated in section 3.1.2., every Glenn Group project begins with a process of 


strategic planning. Through a greater understanding of the goals and objectives 


identified by the NCOT, we will work with our marketing partners to establish the best 


course of action with the best strategic approach across our integrated disciplines 


to exceed the expectations put forth in the agreed upon annual marketing plan. And 


we will create a detailed “integration map” to illustrate the path execution will follow 


toward the end goal.


2.	 Research	Integration	–	Work	closely	with	the	Division	of	Tourism’s	research	firms	to	ensure	
all	campaigns	are	based	on	the	proprietary	research,	industry	trends	and	consumer	behavior	
(external	research	e.g.	KBM,	MRI,	TNS	US,	LLC).


 The Glenn Group will rely heavily on the Division of Tourism’s existing primary 


research to fit into our own brand planning methodology. The perspective of the 


audience and the competitive marketplace is crucial in our ability to fully understand 


the position inhabited by the NCOT brand and the nuances necessary across its 


messaging platform. 


3.	 Brand	Development	–	Provide	direction	for	evolving	the	current	brand	through	messaging,	
creative	execution	and	content	delivery;	create	brand	usage	standards	program	for	broad	
distribution.


 With the supplied research and the existing brand platform materials and usage 


standards as guidelines, The Glenn Group and its partners will continually look 


at opportunities to evolve the brand from its current form to better represent 


communication trends in the marketplace, in technology and changes to the 


competitive environment. Changes to the messaging strategy and campaigns will  


be developed based on agreed upon directives, timelines and tactical executions.  


Any changes to the campaign will also result in appropriate changes deemed 


necessary to the existing brand guidelines. The brand guidelines will define the 


brand’s practical uses and include a brand usage outline that explains to stakeholders 


how to incorporate the brand in partner marketing outreach.


 Our reputation has been built on providing our clients with unexpected, thought-


provoking, innovative ideas that launch and evolve brand and share them with 


consumers. We have created and launched brands like MGM Grand and Mandalay Bay; 


repositioned brands like NCOT, the Stratosphere in Las Vegas and the Silver Legacy  


in Reno; and have helped other brands like Seminole Hard Rock evolve in new  


generationally targeted directions.


4.	 Campaign	Production	–	Develop	and	produce	all	creative	elements	of	seasonal	campaigns	
that	drive	inquiry	and	consumer	purchase	decision.


 We always find a way to make a client’s message stand out and resonate, whether that 


audience is Boomer grandmas with loads of disposable income or Gen Y/Gen Xers 


with a zeal for authentic adventures on a shoestring budget. With bold, pioneering 


ideas we’re able to create and extend brand awareness, but we don’t stop there. Our 


goal is always to not only share a brand, make it part of a larger conversation and 


to help people think about it and see it in unexpected, imaginative ways, but to also 


ultimately convert audiences into visitors and brand advocates.


  Our team has extensive experience with all aspects of implementation and production, 


from environmental, grassroots, broadcast and print to collateral and content to direct 


mail and digital and pretty much everything in between.
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6.	 Video	Production	–	In	conjunction	with	the	Division	of	Tourism,	develop	and	inventory	 
of	video	content	for	use	on	TravelNevada.com	as	well	as	at	trade	shows	and	other	 
public	forums.


 As we mentioned before, we actually share office space with a nationally published 


photographer and nationally recognized production company, so our production 


knowledge is extensive, ever-growing and every-evolving.


 In addition to those relationships, we’ve also developed partnerships with other 


incredible partners over the years, including some of the world’s leading advertising 


photographers, illustrators and directors, as well as agents and producers, allowing us 


to provide our clients with a world-class creative product from partners we’ve already 


closely vetted. 


 In addition to relationships with these partners, we have extensive production 


resources in-house, including gMotion (our motion graphics arm) as well as digital 


development and content creation capabilities. This allows us to take a campaign from 


concept to completion almost entirely in-house, if that is what resources require.


7.	 New	Media	–	working	in	collaboration	with	PR	(social	media,	digital,	mobile	and	interactive)	
drive	retail-based	advertising	campaigns	within	traditional	and	new	media.


 As you will see throughout this response, The Glenn Group and our team of partners 


are not limited to “traditional” media or thinking. We will continually look to the 


online environment through online display and mobile banners, paid search, paid 


social, thoughtful web design, mobile application design and development, inbound 


content marketing and lead generation, social platforms as well as offline grassroots, 


experiential marketing and creative technology to work in conjunction with legacy 


media channels and communication tactics to meet the goals and specific success 


metrics identified in the marketing communications plan.


8.	 Account	Administration–	Provide	administration	for	identified	subcontractors	and	detailed	
monthly	marketing	budget	expenditure	reporting;	and


 Please refer to Section 3.2.1.4 Digital, C. General Account Management


9.	 Work	with	the	Division	of	Tourism	to	develop	tracking	and	reporting	metrics	(as	close	to	real-
time	as	possible).


 We work with our clients to identify specific KPI’s and success metrics assigned to 


the clients’ key campaign goals and objectives. We develop specific strategies and 


tactics with conversion points that will provide us with the pertinent information and 


data aligned with those KPI’s. Success metrics may include new business acquisition, 


sentiment analysis, response and conversion, as well as marketing impressions 


and awareness. And efforts specific to public relations efforts will be tracked with a 


business metrics dashboard, through media impressions, media monitoring, with a  


bi-monthly status and through research if necessary.


Our media planning process is one that necessarily courses through a number of variables 


to determine the optimal plan approach. In a marketing environment where options are 


vast, fueled by technology, it is our team’s experienced knowledge of the various media 


channels and how they behave that deliver on our client’s key objectives.


A.	 Objectives


1.	 Create	and	execute	a	media	buy	that	laser	pinpoints	target	audiences	as	defined	in	the	
annual	marketing	plan;


 We specialize in hyper-targeting to drive visitation through various channels, and 


we have done so for tourism entities, casino resorts, museums and entertainment 


venues. Each media channel offers clear strengths, and it is the unique mixture of each 


channel’s attributes that will deliver to the NCOT a media buy that is “laser focused.”  


At the same time, outreach requires scale in order to be measurable, thus the need  


3.2.1.3 MEDIA BUYING


 Nurturing effective relationships between NCOT and its customers also requires a tight 


integration of CRM data and a collection of actions and data points across multiple 


customer touchpoints.


 Once achieved, enhanced integration across channels can allow NCOT to use data  


in the following ways:


• Targeted email communications before, during and after their visit to Nevada


• Guide media buys and retargeting


• Target “partner ads” on HYPERLINK  
 “http://travelnevada.com/” \t “_blank”TravelNevada.com and new mobile app 
  •   as people surf locations, activities, itineraries 
  •   as people create itineraries (suggest better matches)


• Inform staff monitoring & responding on social media 
 


Collecting new actions and data points across multiple touchpoints can result  


in the ability to:


• Track and collect customer activity on website, in mobile app, emails, etc.


• Track sources of online and offline ad campaigns


• Track if/when/where customers use coupons or deals for Nevada partner businesses


• Append social CRM data, too — not just name, email and zip


• Provide a single source for stakeholders to adjust their communications preferences 
 


In the end, integration of CRM data across channels is the key to making all marketing 


efforts smarter and more effective.
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to partner mass reach vehicles with technological platforms that bring granularity.


2.	 Identify	legacy,	emerging	and	growth	markets	and	identify	opportunities	to	maximize	outreach	
in	each	as	appropriate;	and


 Targeting parameters, whether geographic, demographic or psychographic, are 


methodically researched via available primary, secondary and third party resources 


to arrive at most likely prospects.   At the same time, we must give consideration 


to the traveler’s path to purchase, understanding that it bounces back and forth in 


a multi-channel media environment, from offline exposure during awareness and 


discovery…to online exposure during research, planning and reservations…as well as 


during the sharing of experiences, either while traveling or after returning home. This 


continuum requires support throughout the digital ecosystem, fully understanding the 


use and role of each digital touchpoint in that process. It also demands a more year-


round digital/content focused effort which aligns digital marketing channels with the 


customer journey.


3.	 Provide	a	buy	that	uses	funding	in	the	most	efficient	and	strategic	manner	possible.


 Plan implementation finely balances a multitude of considerations:  weighing 


respective cost efficiencies between media channels to determine best value; flight 


length and strategic timing of the exposure period; supporting sufficient media weight 


to not only create awareness but to motivate to a desired action. While this does not 


represent an all-inclusive list, it does articulate the thoroughness that is required to 


deliver upon a strategic media plan.


 Plan implementation also naturally incorporates cost factors. We have been in the 


media marketplace to such an extent that we have an arsenal of market intelligence 


and firmly established relationships with our media partners. This gives our buyers the 


power they need to leverage favorable pricing, value-added exposure and promotional 


opportunities. And unlike mega media agencies, The Glenn Group’s media team 


remains nimble and responsive, with an entrepreneurial spirit that routinely seeks buy 


enhancements.


B.	 Activities	and	Deliverables


1.	 In	collaboration	with	the	internal	team	and	the	Commission	on	Tourism,	create	a	campaign	
media	plan	that	includes	media	outlets,	flight	dates,	and	funding	per	channel/outlet.		Plan	
must	be	completed	on	or	before	45	days	prior	to	campaign	start	date;


2.	 Work	closely	with	the	Division	of	Tourism	research	group	to	manage	campaign	tracking	
implementation,	ensuring	all	tracking	mechanisms	are	identified	at	least	fourteen	(14)	days	
prior	to	the	start	of	the	buy,	and	implemented	at	least	seven	(7)	working	days	prior	to	the	start	
of	the	buy;


3.	 Provide	ongoing	campaign	monitoring	to	ensure	all	channels	are	working	at	the	highest	level	
of	efficiency	possible;	and


Digital	marketing	and	support	are	critical	needs	for	the	Division	of	Tourism.	The	contracted	vendor 
will	be	responsible	for	working	with	the	Division	of	Tourism	staff	to	create	successful	digital	
marketing	campaigns	that	drive	visitors	to	the	Division	of	Tourism’s	websites	and	promote	
activities	and	lodging	in	Nevada.	The	contracted	vendor	also	will	be	responsible	for	providing	
strategic	direction	based	on	nationwide	best	practices	to	ensure	the	Division	of	Tourism’s	digital	
efforts	are	innovative,	engaging,	and	create	a	strong	return	on	investment.


For today’s digitally-connected travelers, travel is an experience meant to be shared 


with others. Unlike generations past, today’s travelers are making decisions based 


on recommendations, reviews and stories from other travelers found online and, 


most important, people they trust within their social networks. Whether it’s asking for 


recommendations on Facebook, finding an amazing Airbnb listing, or posting real time 


photos of the beautiful Nevada landscape from their mobile phones, the rise of social 


networking and the sharing economy have fundamentally changed the way people travel. 


To put this in remarkable business context, Airbnb – a company that didn’t exist a few 


years ago – just became the largest “hotelier” in the world.


In an environment where everyone is a publisher with a very real audience, this explosion 


of self-published content makes it difficult to find trusted sources of information. As 


a result, vacation travelers find themselves researching up to 38 different sites before 


actually booking a trip (Expedia/Compete study, 2013). Our vision as your partner is to 


strategically surround the Nevada traveler at all digital touchpoints with relevant and 


shareable digital experiences, leveraging your trusted internal expertise, creating strong 


connections, and building a community of Nevada travel enthusiasts who drive bookings, 


local business, and new connections.


3.2.1.4 DIGITAL


4.	 Provide	a	post-campaign	measurement	that	includes	information	needed	for	the	advertising	
effectiveness	study	conducted	by	marketing	partner	TNS.


 Our media process is also one that relies on collaboration and transparency,  


which is pivotal in the establishment of an executable plan and the development  


of key performance indicators (KPIs). These need to be mutually established and 


agreed-upon at the outset with a clear time horizon and the understanding that some 


media channels are more measurable than others. While online initiatives are highly 


trackable and can be optimized to the KPI, offline media channels will typically require 


a proxy approach. We will work closely with the NCOT and its marketing partners  


to provide the necessary results reporting, as we do comprehensively every day with 


our existing clients.
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Ciceron has developed a core expertise in helping organizations succeed in an 


interconnected world by aligning their marketing investments against the actual media  


and social habits of your audiences and constituents. This often means helping our 


clients “do marketing” in fundamentally different ways that are more distributed and less 


centralized, and therefore more scaled. We believe this approach is particularly relevant 


to state organizations who are accountable to taxpayers. With a strong background 


and expertise in web technologies, we work hard to balance these constantly evolving 


dynamics by rooting our work in metrics and data. And we use this data to share valuable 


insights about your audiences, advocates with internal teams, senior executives, and 


legislative bodies. Because of the fast pace of change occurring right now, having data  


and facts to back up specific strategic recommendations are paramount.


Putting the Consumer First 


From the time we first start evaluating your existing digital experiences and thinking 


about your future, Ciceron will be an advocate for putting your audiences front and center. 


Finding the right way to combine their needs and expectations with your business and 


marketing goals should drive all of our decisions. “Simple, elegant and user-friendly” are 


our guiding principles. Ciceron believes in the power of brand advocacy – that enthusiastic 


visitors will introduce you to your new visitors. We are thoughtful in our approach and 


execution, and build insights along every step of the way to continually make any digital 


experience better.


A.	 Objectives


1.	 Work	with	the	Division	of	Tourism	marketing	and	IT	staff	to	continue	to	develop	and	enhance	
www.TravelNevada.com	and	its	sub-sites;	


Great states are built on great experiences with the state. In the same way, great online 


businesses are built on great web and mobile experiences. At Ciceron, we listen, 


absorb and learn, then plot, engage and astound. We believe that any online problem, 


large or small, has a simple and elegant digital solution. We just need to be creative 


problem solvers, both visually and technologically. We create pixel-perfect and pitch-


perfect websites, marketing campaigns and mobile apps. Making something great 


matters to us. It matters to you. It matters to your customers. The joy and engagement 


experienced by your visitors that help build brand advocates and advocacy is the core 


of a great business, especially in the travel market as our clients experience every day 


through their work with us.


People Come First 


We loathe the word “user.” It’s dehumanizing. Instead, we consciously design 


and develop for people. We advocate for their goals. We start all projects with a 


conversation about objectives and the people involved – developing personas and 


behavior scenarios and business roles that will inform the functionality, architecture, 


content and design of your digital experience. We know that websites and smartphone 


apps are how your people connect and interact with your state and the destinations 


therein, so we want to understand the why behind the needs and demands and 


emotions of everyone involved, from your visitors to those inside NCOT. This 


fundamental understanding guides us in creating astounding and elegant experiences.


 It Takes Work to Build Relationships and Teams 


Ciceron believes in building open and long-term working relationships with our clients.  


We want to earn your trust to be your long-term trusted partner, like we have for 


companies like Delta Vacations. We will work hard everyday in meetings in Carson 


City, in daily stand-up meetings at Ciceron, in Google Hangouts and Skype calls, 


and in emails, texts, and chats, to bring intimacy to our work together. A true 


partner is present. A vendor is not. We will collaborate across all the marketing 


and communication teams, of course, but also with IT staff responsible for servers, 


programming and delivering technology. The only path to a great web and mobile 


experience for our customers (travellers and partners) is when we can rely on well-


oiled cross-departmental teams to all push in the same direction. We’ve seen it too 


many times, when marketing and IT are at odds, and sometimes don’t even speak the 


same language. Ciceron helps bridge that divide. As a purely digital agency, Ciceron 


marketers speak geek. And PHP, HTML, CSS, javascript, Drupal, Wordpress, Joomla,  


as well as PhoneGap, Objective C, and now Swift for iOS & mobile apps.


2.	 Assist	the	Division	of	Tourism’s	IT	staff	to	ensure	all	sites	are	fully	functional	and	easily	
navigable;


 Ciceron advocates for including your site visitors and your various constituents in the 


process of defining “ease of use.” By incorporating their feedback before and after 
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any major site improvements, we can baseline satisfaction and establish a return on 


investment for these site enhancements. We may use a combination of site analytics, 


online usability testing, intercept satisfaction surveys and social sentiment analysis to 


evaluate the health of the Division of Tourism’s digital properties at any time. Ciceron’s 


team is well-versed in a wide variety of website analytical tools, including, but not 


limited to, Google Analytics, Omniture SiteCatalyst and WebTrends.


 In addition to the satisfaction of your website visitors, we recommend the use of 


monthly executive dashboards to provide insight into how the various websites are 


meeting their business objectives. Our approach to analytics and insights is focused 


on the ability to take action on the information provided. To us, reporting is nothing 


but numbers, and true insights are a direct result of a strong partnership between the 


Division of Tourism, your target audiences and Ciceron.


3.	 Develop	digital	advertising,	search	engine	marketing	strategies	and	search	engine	
optimization	plans	and	executable	strategies	in	partnership	with	the	Division	of	 
Tourism’s	staff;


 At Ciceron, we understand that the day you launch a website is just another day in 


business. We also understand that the digital experiences Nevada travelers have with 


the Division of Tourism begins long before they arrive at your website. Our approach 


toward optimizing the entire digital ecosystem begins with fully understanding and 


documenting the use and role of each digital touchpoint in that process, before, 


during and even long after they visit TravelNevada.com and other NCOT-hosted web 


properties. Generating awareness of Nevada’s unique offerings is critical to the overall 


digital experience, and as such, we are a strong proponent of aligning the appropriate 


digital marketing channels with the customer journey to build awareness and drive 


traffic. But our job does not end with the execution of a search engine or display 


network ad. We take the time to understand your site visitors’ true motivations, their 


digital footprints, and provide experiences that will exceed their expectations. In 


particular for digital advertising, search marketing and optimization, we do not just 


stop at the click-through-rate; we look at the users’ entire experience with your brand 


and optimize the whole picture to improve results. We often bring a much more critical 


approach to metrics and performance as we demonstrated during our previous work 


with NCOT, resulting in robust ROI models that were shared with legislators and their 


committees.


 Ciceron is a certified Google Partner agency and has a number of Google Adwords 


Certified personnel on staff. Ciceron is also very in tune with the revolutionary changes 


that have impacted the search engine optimization industry over the past few years, 


namely the major impact that the Penguin and Panda updates had on the measured 


influence of social content. By and large, we see these as favorable changes, and see 


a tremendous opportunity to continue and expand the current content creation efforts, 


identifying and inviting influential Nevada travel enthusiasts to increase the frequency 


of publishing unique, original content to enhance your overall search rankings. We’ll 


work with your IT team to identify on-site optimization opportunities, conduct the 


keyword research to incorporate into your overall content creation efforts, and report 


weekly and monthly on your success. For paid search management, we’ll begin with 


the same keyword research and target customer targeting, create relevant campaigns 


and provide landing page optimization and testing to improve results. Lastly, we’ll 


provide executive reporting and insights, identification opportunities and next steps.


 Ciceron also recommends considering additional paid digital media opportunities 


such as highly targeted paid social ads on sites such as Facebook and Twitter to reach 


potential visitors. In particular with Facebook’s industry-leading targeting capabilities, 


we have seen tremendous success in generating interest and driving qualified traffic to 


our clients’ websites and Facebook pages.


4.	 Develop	and	execute	a	best	practices	mobile	strategy	that	helps	drive	consumer	retail	
offerings	for	all	agencies;	and


 The best mobile websites and smartphone apps are the simple ones. Our strategy for 


mobile cannot be to push everything on our website into an app. Instead, we need to 


figure out how to prioritize, then say “no,” and cut back to a simple experience that 


meets the needs of people interacting with the Nevada travel info on the go. We cut  


to the core, and get the UI out of the way of delivering information. 


 At Ciceron, we’ve built enough responsive sites and mobile experiences over the last 


several years to have earned our stripes. We know the technology. We can connect 


databases and content management systems to power mobile apps and responsive 


websites. We’ve built engaging games to push activity and social sharing. What 


direction is best for tourism in Nevada? That’s a decision to be made when we’ve 


listened to the people, understood how they want to interact with the state, and nailed 


down a vision for digital engagement on mobile.


 We also know that Nevada is often a rural experience with unpredictable internet 


and data connections. We want visitors to carry their phones and take pictures and 


videos to document their great trips. Thus, we need to build and offer robust mobile 


tools that can gather stored photos, sounds and videos, and let people stitch together 


compelling stories in this offline environment, and then document and share their 


great Nevada experiences with us post-visit or when they arrive in better coverage. 


 Truth be told, the best mobile strategies are not only about building mobile tools  


for visitors, but about utilizing existing apps and sites that people already use to tell 


their stories. Our job is to curate these stories and interact with already established 


communities. Our experience proves that existing platforms, like Instagram, Facebook,  


and review sites like TripAdvisor and Yelp, provide a much richer and scalable  


environment for us to tap and then syndicate back into our own branded environments. 


Attempting to compete with these sites is a futile and expensive proposition. 


5.	 Identify	opportunities	and	execute	programs	for	reaching	travel	professionals	through	mobile	 
or	interactive	outreach.


 Given our long-standing history and experience in the travel and tourism industry, 


we understand that the travel professional is still an essential partner in the travel 
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B.	 Activities	and	Deliverables


1.	 Review	all	current	websites	and	provide	recommendations	for	improvement	(incorporating	
web	usability	and	other	applicable	research	conducted	by	an	outside	firm).	Recommendations	
must	be	accomplished	within	the	specified	budget	and	outlined	in	the	annual	marketing	plan;


 


 We begin this process by creating one of Ciceron’s “Digital Snapshots™” of your 


digital awareness and channel performance, as compared to your major competitors.  


For Nevada, we’ll review the tourism sites and other digital channels for surrounding 


western border states such as Utah, Idaho, Arizona and New Mexico.  The Ciceron 


Digital Snapshot™ is designed to provide a glimpse into the current state of your 


brand, competitors and industry. The areas of evaluation are aligned with the 


Marketing Ecosystem and are driven by industry benchmarks, best practices and 


public data.  This becomes our baseline, and provides a recipe for achieving success 


in not just a single digital channel, but across multiple channels, as they all play a role 


in the Nevada visitor experience.


2.	 Provide	ongoing	updates	regarding	the	best	practices	of	other	tourism	marketing	
organizations,	consumer	brands	and	award-winning	development	programs	for	the	Web	 
and	mobile	applications;	


 Our approach to competitive benchmarking extends beyond your typical competitive 


set to include other websites, apps, social networks and digital tools your visitors 


may be using before, during and after their trip to Nevada. Our deep connections and 


experience in the travel and tourism industry give us a strategic understanding of the 


needs of your visitors, but we also look for “the white space” to identify opportunities 


not currently being met by the Division of Tourism or the market in general. Not only 


are we familiar with these best practices, but in many cases, we are avid users of the 


websites, tools and mobile applications. We consider our team to be the ultimate 


test bed for our clients to ensure they are always aware of the latest and greatest 


developments in technology, as well as providing insights into those new “shiny 


objects” that generate a lot of buzz, but aren’t strategically aligned with your marketing 


goals and objectives.


ecosystem – many times helping visitors navigate the plethora of travel content on the internet. 


Through our own first-hand experiences with other travel clients, we see travel professionals 


embracing the nature of the social web as an outreach tool to the end traveler. Our approach to 


working with these travel professionals is to proactively provide them with the “inside track” on 


Nevada destinations and experiences, and allow them to customize and share their knowledge 


with their customers via social channels. These aptly-named “advocacy platforms” bring scale and 


efficiencies to interactive and mobile outreach, and can increase the reach of your messaging by 


up to 10X than if you were to solely use your own channels, or rely on more manual efforts such as 


Twitter outreach alone. We have successfully deployed similar solutions for current clients in the travel 


industry, which has been met with rave reviews by travel professional partners.


 The more savvy travel professionals have become media channels of their own – amassing 


thousands of followers on social channels as they create, curate and develop relationships with 


their customers. Those relationships are built on a foundation of trust and expertise, and those traits 


are ones we recommend tapping into as part of an influencer outreach strategy, for both certified 


travel professionals as well as socially-connected travel enthusiasts. For these top influencers, we 


recommend going above and beyond simple online outreach, and giving key travel advocates the 


opportunity to experience Nevada in real life. These may take the form of socialized FAM trips that allow 


the travel professionals the opportunity to experience Nevada in unique and interesting ways, giving 


them the opportunity to blog, post, Instagram and tweet their experiences to their networks.
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3.	 Develop	strategic	recommendations	on	best-of-breed	architecture	for	each	website;


 Ciceron believes that website content strategy and website architecture go hand and 


hand – both should be research driven and neither can stand alone. We ask people – 


via card-sorting exercises to help us arrange categories of content and for opinions 


and advice on early iterations of page layouts and site prototype experiences. We 


must look to our key target audiences to help us develop the content and functionality 


paths for our website and mobile experiences. The primary navigation and primary 


messaging must be clear and easy to understand, as well as being a sound reflection 


of our audiences’ needs and expectations. This holds true for primary site structure 


and navigation, but also for the layout of individual web pages. Our strategic mantras 


should be: (1) are we helping people get the information they need in an easy and 


accessible way, and (2) are we helping people interact with the brand and experience 


Nevada in an excellent, memorable and sharable fashion. By asking the people directly 


for their help, finding out what really matters, and filtering that advice through our 


strategic filters, we will come up with a best-of-breed site architecture. Not all sections 


of a site should be given equal weight. Not all words and functionality are equally 


important to the larger story. The following challenge, then, is to use our creativity and 


expertise to highlight what’s most important and arrange the site or app to ensure a 


cohesive story for the brand. Of course, for smaller projects and sites, we can often fall 


back on past experiences and our vision to shortcut this architecture process. In either 


case, an agile and adaptable approach, free from the constraints of “we’ve always done 


it this way” or “this is how our business is structured”, works best.


4.	 Coordinate	with	advertising,	media	buying,	and	external	communications	team	to	ensure	
successful	integration	with	www.TravelNevada.com	and	other	of	the	Division	of	Tourism	online	
properties;


 As an advocate for the complete visitor experience, Ciceron understands the 


importance of integration across not only all digital touchpoints, but also across 


offline media. We consider ourselves to be a true partner in the sense that we work 


well not only with our clients, but also other agency partners to ensure that we satisfy 


the needs of Nevada visitors. We commonly use digital collaboration tools, in-person 


meetings, video and phone calls to ensure that we not only get the job done, but that 


we develop long-lasting relationships with our clients and other agency partners. 


5.		 Work	with	the	Division	of	Tourism	to	maintain	and	improve	all	websites;


 Ciceron actively seeks out nimble UX designers and developers for our team. Each 


feels equally at home with design tools like Photoshop, as with HTML, CSS, javascript 


and various coding languages. We believe this broad skill base makes us the best 


creators of the best digital experiences. Understanding the limitations and possibilities 


of the many angles of our building environment lets us be creative on several levels 


(from design to front-end interactivity to backend CMS programming) and expand the 


boundaries of what can be done in digital.


 At the same time, we are diligently focused on creating the best experience for the 


people visiting our sites and using our apps. Small changes to a design, or tweaking 


how fast a web server delivers a page are huge wins for us and you. Again, creating 


great experiences makes it that much easier to ask people to become advocates for 


your brand.


6.	 Work	with	staff	to	develop	content	management	tools	on	www.TravelNevada.com	and	its	sub-
sites	that	effectively	disseminate	vibrant	content	to	consumers;


7.	 Develop	and	enhance	back-end	administrative	tools	for	www.TravelNevada.com	and	its	sub-
sites	that	allow	the	Division	of	Tourism	staff	to	update	the	site	as	needed;


 Ciceron is a platform agnostic shop. We all have our favorite systems and 


technologies, of course, but our designers and developers have broad knowledge 


across many CMS (content management systems), such as Wordpress, Joomla, 


Concrete 5, Expression Engine, PhoneGap and, of course, Drupal. And each of our 


team members is active in developer communities – both giving back to the community 


and learning new techniques from experts from around the world. 


 We also play well with others. In many projects, we work with the internal design and 


IT teams on-staff with our clients. In fact, for one hospital client, Ciceron’s developers 


needed to be certified as HIPPA-compliant, so we take the twice-yearly assessments 


right along with the hospital web team and server administrators. And we often set up 


code-sharing repositories (Git, Subversion, etc) to ease integration across teams and 


to keep a detailed history of code changes. On top of that, as geeks at heart, we love 


any chance to talk tech with a new team.


 Regardless of the platform or designer or programmer, our goal is to develop and 


custom-fit the CMS to be easy-to-use not for the developers but for the staff and 


partners who will be using the tools. The designer in us wants an elegant experience 


not just for the public, but for those adding stories and content. Our goal is to require 


zero (or next to zero) training, as our content tools are meant to be that intuitive.


8.					Create	and	develop	tactical	digital	components	that	support	integrated	strategy;


 Please refer to No. 10 on next page.


9.	 Provide	a	monthly	web	analytics	report	(components	to	be	determined	at	a	later	date);	and
 Nevada travellers are consulting more sources than ever before making a decision, 


because the information is available to them. Using web analytics, social media 


monitoring tools, search activity and online surveys, Ciceron can help you capture 


this information and make strategic decisions from insights extracted from this data. 


We can help you better understand your travelers and their increasingly complex 


consideration process.


  We have deep experience in a variety of analytics platforms to help translate the digital 


footprint of your website visitors. From Google Analytics to Omniture SiteCatalyst to 


WebTrends to Radian6 and others, we move beyond simple reporting to create insights 
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to cut time to market for new campaign concepts, help you keep your competitive edge 


and uncover real opportunities for the Division of Tourism.


10.			Work	as	part	of	the	overall	strategic	planning	team	to	ensure	all	interactive	solutions	are	
mapped	and	cohesive	with	all	marketing	efforts.


 Integration requires on-going and close collaboration with both the Division of 


Tourism as well as additional agency partners.  Our vision to surround the Nevada 


traveler at all touchpoints requires close integration to define comprehensive 


campaign strategies, design memorable engaging experiences and maximize each 


channel’s strengths and capabilities.  Ciceron employs a team of talented digital 


experts across a variety of tactics, and our agile approach to marketing ensures we 


have the right resources available at the right time to deliver exceptional integrated 


digital experiences. 


11.			Assist	with	developing	and	creating	executable	strategies	for	search	engine	marketing	
programming.


 Please refer to 3.2.1.4 Digital, A., 3.


C.	 General	Account	Management


 We fully understand the importance of account management and administration and 


use a variety of methods to ensure we manage our work on behalf of our clients in 


an exemplary fashion. We have demonstrated the use of and effectiveness of these 


processes with our work with State agencies including NCOT.


 Our account management and public relations teams act as project managers and 


continually monitor progress with our clients, internal teams and subcontractors 


to ensure that goals, timelines and budgets are being met, improvements to the 


processes are implemented when necessary and to ensure program integration across 


all marketing/communication components. Details and timing of campaign activity 


and projects are communicated with clients through regular status reports and status 


meetings. With an office in Reno, attending meetings at the Division of Tourism offices 


is very convenient. Many of our team members have attended both the Governor’s 


Conference on Tourism and Rural Roundup and look forward to attending again as well 


as helping to plan and execute the events.


 When it comes to your finances, safeguards are always in place. All marketing and 


advertising plans are approved before a penny is committed. We have state-of-the-art 


agency management and accounting systems with a variety of reporting options to let 


you know exactly what has been accrued against each and every project we work on 


– both financial information as well as employee time. Budget recaps are provided on 


a monthly basis to ensure we are always on budget. You’ll never have to guess where 


your money is being spent.


TO SEE MORE WORK AND LEARN MORE  
ABOUT THE GLENN GROUP, I.D.E.A. AND CICERON,  
PLEASE VISIT OUR WEBSITES.
Proprietary Initial NCOT Research Findings and Initial Thought Starters to  


evolve the “Don’t Fence Me In” campaign are included in attached thumb drive.


theglenngroup.com


theideabrand.com


ciceron.com
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4. COMPANY BACKGROUND AND REFERENCES 
 


4.1      VENDOR INFORMATION 
 


Question Response 
Company name: The Glenn Group 
Ownership (sole proprietor, partnership, etc.): Corporation 
State of incorporation: Nevada 
Date of incorporation: 1969 
# of years in business: 45 years 
List of top officers: Valerie Glenn, CEO & Principal;  


B.C. LeDoux, President/Creative 
Director & Partner; 
Gina Brooks, EVP/Operations & 
Partner;  
Jennifer Evans, EVP/Media & 
Partner;  
Kelly Glenn, VP/Account 
Management & Partner; 
Flip Wright, EVP/Strategy & 
Innovation; 
Tiffany East, VP/Public Relations; 
Mike Disbennett, VP/Creative; 
Brett Rhyne, Creative Director 


Location of company headquarters: Reno, Nevada 
Location(s) of the company offices: 50 Washington Street 


Reno, NV 89503 
 
241 W. Charleston Blvd., Ste. 111 
Las Vegas, NV  89102 


Location(s) of the office that will provide the 
services described in this RFP: 


50 Washington Street 
Reno, NV 89503 
 
241 W. Charleston Blvd., Ste. 111 
Las Vegas, NV  89102 


Number of employees locally with the 
expertise to support the requirements identified 
in this RFP: 


30 


Number of employees nationally with the 
expertise to support the requirements in this 
RFP: 


30 


Location(s) from which employees will be 
assigned for this project: 


Employees from both our Reno and 
Las Vegas offices will be assigned to 
this account as needed. 
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Question Response 
out-of-home, Internet), Collateral, Plan 
and Place Media throughout Nevada, 
Website Design and Development 


Total dollar value of the contract: $4,505,000 
 


Question Response 
Name of State agency: Nevada Commission on Tourism 
State agency contact name: JoLyn Laney 
Dates when services were 
performed: 


2003 – January 2009 


Type of duties performed: Brand Positioning, Advertising 
Campaigns (print, television, radio, 
Internet, out-of-home), Collateral, Plan 
and Place Regional, National and 
International Media 


Total dollar value of the contract: $11,350,918 
 
 


Question Response 
Name of State agency: State of Nevada Treasurer’s Office 
State agency contact name: Brian Krolicki 
Dates when services were 
performed: 


2002 - 2006 


Type of duties performed: Advertising Campaigns (print, 
television, radio, Internet), Direct Mail 
Campaigns, Plan and Place Media, 
Public Relations, Event Planning 


Total dollar value of the contract: $185,000 per year 
 


4.1.6 Are you now or have you been within the last two (2) years an employee of the State of 
Nevada, or any of its agencies, departments, or divisions? 


 
Yes  No X 


 
4.1.7 Disclosure of any significant prior or ongoing contract failures, contract breaches, civil or 
criminal litigation in which the vendor has been alleged to be liable or held liable in a matter 
involving a contract with the State of Nevada or any other governmental entity.  Any pending 
claim or litigation occurring within the past six (6) years which may adversely affect the 
vendor’s ability to perform or fulfill its obligations if a contract is awarded as a result of this RFP 
must also be disclosed. 


 
Does any of the above apply to your company? 


 
Yes  No X 


 
 
 


4.1.3 The selected vendor, prior to doing business in the State of Nevada, must be appropriately 
licensed by the State of Nevada, Secretary of State’s Office pursuant to NRS76.  Information 
regarding the Nevada Business License can be located at http://sos.state.nv.us.  


 
Question Response 


Nevada Business License Number: NV19691001772 
Legal Entity Name: MPR 


 
Is “Legal Entity Name” the same name as vendor is doing business as? 


 
Yes  No X 


 
If “No”, provide explanation. 
The Glenn Group’s Legal Entity Name is “MPR,” doing business as “The Glenn 
Group.” 


 
4.1.5 Has the vendor ever been engaged under contract by any State of Nevada agency?   


 
Yes X No  


 
If “Yes”, complete the following table for each State agency for whom the work was 
performed.  Table can be duplicated for each contract being identified. 


 
Question Response 


Name of State agency: Nevada Secretary of State 
State agency contact name: Ross Miller 
Dates when services were 
performed: 


August 2012 – October 2012 


Type of duties performed: Public Relations, Event Planning, 
Advertising, Statewide Media Planning 
& Placement 


Total dollar value of the contract: $800,000 
 


Question Response 
Name of State agency: Nevada Department of Wildlife 
State agency contact name: Edwin Lyngar 
Dates when services were 
performed: 


March 2011 – June 2013 


Type of duties performed: Plan and place media throughout the 
State of Nevada 


Total dollar value of the contract: $150,000 
 


Question Response 
Name of State agency: Nevada Department of Public Safety 
State agency contact name: Traci Pearl 
Dates when services were 
performed: 


2005 – April 2011 


Type of duties performed: Public Relations, Event Planning, 
English & Spanish Advertising 
Campaigns (print, television, radio, 
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B. Describe how the work of any subcontractor(s) will be supervised, channels of 


communication will be maintained and compliance with contract terms 
assured; and 
The Glenn Group will act as the “lead agency,” responsible for marketing 
integration and account management. So i.d.e.a. and Ciceron, Inc. are truly 
an extension of our public relations and digital teams and will work through 
our integration experts.  
 
Communication and supervision will be similar to that of working with 
other internal team members. 


 
C. Describe your previous experience with subcontractor(s). 


We have worked with Ciceron, Inc. on a number of accounts including 
work for the Nevada Commission on Tourism, EMPLOYERS Insurance 
and Renown Health, and we have collaborated with Ciceron, Inc. on Luxor 
and Hard Rock Punta Cana projects. 
  
i.d.e.a. is  part of our TAAN Worldwide network, which is one of the world’s 
largest and most successful networks of independent communications 
agencies, featuring 51 members operating on every continent, 32 countries 
and 67 cities. So i.d.e.a. is not just a convenient partner for the purposes of 
this RFP. They are a true sister agency with which we collaborate, consult 
each other, assist each other, learn from each other, share successes, 
failures, ideas and even financial statements. 


 
     4.2.1.3 Vendors must describe the methodology, processes and tools utilized for: 


 
A. Selecting and qualifying appropriate subcontractors for the project/contract; 


Due to our previous experience with both i.d.e.a. and Ciceron, Inc., we are 
aware of their expertise in public relations and digital strategy respectively 
and more than confident in their ability to collaborate with The Glenn 
Group to achieve the NCOT’s goals. 


 
B. Ensuring subcontractor compliance with the overall performance objectives 


for the project;  
C. Ensuring that subcontractor deliverables meet the quality objectives of 


the project/contract; and 
As the “lead agency” we will hold both i.d.e.a. and Ciceron, Inc. to the same 
high standards we hold The Glenn Group to, through communication, 
strategic evaluation and our integration experts, which in turn will ensure 
excellence and effectiveness. 


 
D. Providing proof of payment to any subcontractor(s) used for this 


project/contract, if requested by the State.  Proposal should include a plan by 
which, at the State’s request, the State will be notified of such payments. 
Proof of payment to i.d.e.a. or Ciceron, Inc. can be provided at any time if 
requested by the State. 


 


4.1.8 Vendors must review the insurance requirements specified in Attachment E, Insurance 
Schedule for RFP 2081.  Does your organization currently have or will your organization be 
able to provide the insurance requirements as specified in Attachment E. 


 
Yes X No  


 
4.1.9 Company background/history and why vendor is qualified to provide the services described 
in this RFP.  Limit response to no more than five (5) pages. 
The Glenn Group’s company background/history and our qualifications to provide the 
services described in this RFP are included in the Introduction, Tab VI – Section 3 – Scope of 
Work section.	  
 
4.1.10 Length of time vendor has been providing services described in this RFP to the public 
and/or private sector.  Please provide a brief description. 
The Glenn Group has been providing a full integration of marketing communications services  
since 1969. We have worked with a wide variety of clients (both private and public) in many 
different industries and in many different geographic areas. Some of our clients have required 
marketing support on an international, national or regional level, some just in Nevada or in 
the local markets of Reno or Las Vegas. But suffice it to say, we possess the skills and talent as 
an agency to provide our clients with a full range of integrated marketing solutions, 
regardless of the scope. 


 
4.1.11 Financial information and documentation to be included in Part III, Confidential Financial 
Information of vendor’s response in accordance with Section 9.5, Part III – Confidential 
Financial Information.  
The Glenn Group’s financial information and documentation are included in our 
Confidential Financial, Part III response of this RFP in accordance with the submittal 
instructions. 


 
4.2 SUBCONTRACTOR INFORMATION 


 
Does this proposal include the use of subcontractors? 


 
Yes X No  


 
If “Yes”, vendor must: 


 
4.2.1.1    Identify specific subcontractors and the specific requirements of this RFP 
               for which each proposed subcontractor will perform services. 
i.d.e.a. – National External Communications/PR, including Strategic Planning, 
Communications Strategy, Consumer Media Relations and Trade Media Relations. 
 
Ciceron, Inc. – Digital Strategy, Content Strategy, Social Strategy/Implementation and 
Online/Mobile Development and Execution. 


 
4.2.1.2    If any tasks are to be completed by subcontractor(s), vendors must: 


 
A. Describe the relevant contractual arrangements; 


The Glenn Group, i.d.e.a. and Ciceron, Inc. are three separate companies 
but are collaborative partners who will work as one on the NCOT account. 
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Are you now or have you been within the last two (2) years an employee of the State of 
Nevada, or any of its agencies, departments, or divisions? 


 
Yes  No X 


 
Disclosure of any significant prior or ongoing contract failures, contract breaches, civil or 
criminal litigation in which the vendor has been alleged to be liable or held liable in a matter 
involving a contract with the State of Nevada or any other governmental entity.  Any pending 
claim or litigation occurring within the past six (6) years which may adversely affect the 
vendor’s ability to perform or fulfill its obligations if a contract is awarded as a result of this RFP 
must also be disclosed. 


 
Does any of the above apply to your company? 


 
Yes  No X 


 
Vendors must review the insurance requirements specified in Attachment E, Insurance 
Schedule for RFP 2081.  Does your organization currently have or will your organization be 
able to provide the insurance requirements as specified in Attachment E. 


 
Yes X No  


 
Company background/history and why vendor is qualified to provide the services described in 
this RFP.  Limit response to no more than five (5) pages. 
i.d.e.a. is an award-winning, integrated marketing company and Certified B Corporation that 
moves people, products and culture through its nine core disciplines: strategy, creative, design, 
reputation, social media, digital, brand management, media and brand purpose. i.d.e.a. makes 
brands matter by creating right-sized ideas that live in all the places consumers play. To learn 
more, find i.d.e.a. online at www.theideabrand.com. 
 
Reputation Management Capabilities 
Reputation management is every department’s business, and at i.d.e.a. we consider this an 
important element to be baked into our DNA. Our reputation team consists of experts trained 
in strategic media relations, national and international editorial outreach, story placement, 
crisis management and more. With former reporters, journalists and published authors on our 
team, we know how the media thinks and are focused on staying several steps ahead of them. 
 
i.d.e.a. has a team with deep expertise in social media – an integral part of any good marketing 
program. We see social programs as marketing bridges, vital to the integration of advertising 
and public relations strategies into connective, authentic conversations with a brand’s many 
audiences. Our team uses a variety of tools to engage these audiences in compelling ways, 
keeping them close and feeling part of our brand partner’s ambassador program. Whether it’s 
the mastery of a particular social media platform, or careful analysis of a brand’s position in 
online conversation, i.d.e.a. builds social programs that are designed to achieve a measureable 
goal. 
 
The PR team has managed a plethora of circumstances, both proactively and reactively, in the 
media and digital spaces. No one likes a crisis, but when a bad situation occurs it’s reassuring 
to know your team is qualified and trained to react with speed and efficiency, acting from 
experience to manage you through and out as quickly as possible. On the proactive side, the 


     Provide the same information for any proposed subcontractors as requested in Section 
     4.1, Vendor Information. 


 
Below please find information on i.d.e.a., our national PR partner/subcontractor: 
Subcontractor Company Profile 


 
Question Response 


Company name: i.d.e.a. (The I.D.E.A. Brand Inc.) 
Ownership (sole proprietor, partnership, etc.): partnership 
State of incorporation: CA 
Date of incorporation: March 1, 2012 
# of years in business: 2.5 
List of top officers: Jonathan Bailey, Chief Relationships 


Officer; Indra Gardiner, Chief 
Influence Officer; Ryan Berman, 
Chief Creative Officer 


Location of company headquarters: San Diego, CA 
Location(s) of the company offices: San Diego, CA 
Location(s) of the office that will provide the 
services described in this RFP: 


444 West Beech St. Suite 400 
San Diego, CA 92101 


Number of employees locally with the 
expertise to support the requirements identified 
in this RFP: 


62 


Number of employees nationally with the 
expertise to support the requirements in this 
RFP: 


62 


Location(s) from which employees will be 
assigned for this project: 


San Diego & New York 


 
The selected vendor, prior to doing business in the State of Nevada, must be appropriately 
licensed by the State of Nevada, Secretary of State’s Office pursuant to NRS76.  Information 
regarding the Nevada Business License can be located at http://sos.state.nv.us.  


 
Question Response 


Nevada Business License Number: TBD  
Legal Entity Name: The I.D.E.A. Brand, Inc. 


 
Is “Legal Entity Name” the same name as vendor is doing business as? 


 
Yes X No  


 
Has the vendor ever been engaged under contract by any State of Nevada agency?   


 
Yes  No X 
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USA Today 
Wall Street Journal 
Sunset Magazine 
Playboy 
GQ 
Saveur 
Robb Report 
O! Magazine 
Huffington Post 
Forbes Life 
AAA Westways 
Los Angeles Times 
San Francisco Chronicle 
Chicago Sun Times 
Denver Post 
Arizona Republic 
HBO’s “Entourage” 
Today Show 
Good Morning America 
FOX News 
The Early Show 
Nightline 
20/20 
Larry King LIVE! 
E! Entertainment 
CNN 
CNBC 
 
Global Reach 
Our abilities are complemented by membership in TAAN, one of the world’s oldest, largest 
and most successful networks of independent marketing agencies. Today there are 51 member 
companies operating on every continent, in 32 countries and 67 cities worldwide. Since 1936, 
this network of affiliated agencies and resources has offered unparalleled access to a world of 
communications experts. 
 
i.d.e.a. has been part of the TAAN network since 2010, and chief relationships officer/founder 
Jonathan Bailey serves on the organization’s Board of Governors. i.d.e.a. and our brand 
partners have enjoyed numerous benefits and connections made through TAAN, allowing our 
San Diego-based agency access to the expertise of agencies around the globe, across many 
languages and cultural sensitivities. We’ve successful tapped our sister agency resources when 
necessary to help us with media-specific requirements in countries such as China, Japan, 
Australia, Mexico, Canada and the UK. When the need arises for overseas assistance, we’ve 
got the network through TAAN to get it done quickly and efficiently. 


 
Length of time vendor has been providing services described in this RFP to the public and/or 
private sector.  Please provide a brief description. 
Please see above.  


  


i.d.e.a. team is adept at finding the story, and then placing it in the right media outlets with 
intended positive results. 
 
Combining these forces of PR and social media with the other marketing disciplines at i.d.e.a. 
allows us to harness the perfect storm: full brand dominance through strategic integration. 
 
Category Expertise 
Our team has worked their entire careers in destination and hospitality marketing and public 
relations. Agency founders have worked in the destination marketing industry for more than 
30 years, and team members are carefully chosen for their additive expertise in this category. 
 
Destination marketing is a core competency at i.d.e.a. Our team has worked with some of the 
most prominent brands in the category, including: 
 
San Diego Tourism Authority 
Madame Tussaud’s 
The San Diego Museum of Art 
Seaport Village 
Del Mar Racetrack 
Harrah’s Resorts/Casinos 
Ringling Brothers 
The Palms 
Station Casinos & Resorts 
California Horse Racing Board 
Barona Casino 
Pala Casino 
Sheraton Hotels 
Hilton Hotels 
W Hotels 
Marriott Hotels 
Kimpton Hotels 
Westin Hotels 
Hard Rock Hotels 
L’Auberge Resorts 
Six Flags 
San Diego Zoo 
Universal Studios 
Westfield Shopping Centers 
US Open Golf 
USE Open Tennis 
Major League Baseball 
Madison Square Garden 
New York City Marathon 
Chicago Marathon 
London Olympics 2012 
 
Our efforts have produced measurable results in some of the top broadcast, print and online 
media outlets in the world, including:  
 
Condé Nast Traveler 
Travel + Leisure 
New York Times 
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If “Yes”, complete the following table for each State agency for whom the work was 
performed.  Table can be duplicated for each contract being identified. 


 
Question Response 


Name of State agency: Nevada Commission on Tourism 
State agency contact name: JoLyn Laney 
Dates when services were 
performed: 


April 2008 – January 2010 


Type of duties performed: Digital marketing services: digital 
strategy; ROI financial modeling; 
SEO; digital campaigns; social media 
training; interactive design. 


Total dollar value of the contract: $200,000 
 


Are you now or have you been within the last two (2) years an employee of the State of 
Nevada, or any of its agencies, departments, or divisions? 


 
Yes  No X 


 
Disclosure of any significant prior or ongoing contract failures, contract breaches, civil or 
criminal litigation in which the vendor has been alleged to be liable or held liable in a matter 
involving a contract with the State of Nevada or any other governmental entity.  Any pending 
claim or litigation occurring within the past six (6) years which may adversely affect the 
vendor’s ability to perform or fulfill its obligations if a contract is awarded as a result of this RFP 
must also be disclosed. 


 
Does any of the above apply to your company? 


 
Yes  No X 


 
Vendors must review the insurance requirements specified in Attachment E, Insurance 
Schedule for RFP 2081.  Does your organization currently have or will your organization be 
able to provide the insurance requirements as specified in Attachment E. 


 
Yes X No  


 
Company background/history and why vendor is qualified to provide the services described in 
this RFP.  Limit response to no more than five (5) pages. 


In Some Ways the History of Ciceron, Inc. is the History of the Internet 
By Andrew Eklund | Founder 
 
Whenever we bring on new people at Ciceron, Inc., I get a lot of questions about the 
history of this funky company. Invariably, I hear someone say, “Dude, that’s like the 
history of the Web!” Aside from wanting to punch them in the neck for calling me 
old, I suppose they’re right, to some extent. 
 
In the early ‘90s, I was fortunate to be spending a lot of time in the Bay area where 
the Web was beginning to explode. Sure, I had downloaded the Mosaic browser and 
hated websites that had pictures on them because we were accessing the Internet 


 
Below please find information on Ciceron, Inc., our digital partner/subcontractor: 
Subcontractor Company Profile 


 
Question Response 


Company name: Ciceron, Inc. Inc 
Ownership (sole proprietor, partnership, etc.): S Corp 
State of incorporation: MN 
Date of incorporation: Oct 1, 1995 
# of years in business: 19 
List of top officers: Andrew Eklund, Founder; Kraig 


Larson, Co-founder 
Location of company headquarters: Minneapolis 
Location(s) of the company offices: Minneapolis 
Location(s) of the office that will provide the 
services described in this RFP: 


Minneapolis 


Number of employees locally with the 
expertise to support the requirements identified 
in this RFP: 


0 


Number of employees nationally with the 
expertise to support the requirements in this 
RFP: 


15 


Location(s) from which employees will be 
assigned for this project: 


Minneapolis 


 
 


The selected vendor, prior to doing business in the State of Nevada, must be appropriately 
licensed by the State of Nevada, Secretary of State’s Office pursuant to NRS76.  Information 
regarding the Nevada Business License can be located at http://sos.state.nv.us.  


 
Question Response 


Nevada Business License Number: TBD  
Legal Entity Name: CICERON, INC.  


 
Is “Legal Entity Name” the same name as vendor is doing business as? 


 
Yes X No  


 
Has the vendor ever been engaged under contract by any State of Nevada agency?   


 
Yes X No  
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mostly mobile and, as a result, instantaneous, making broadly scaled brand advocacy 
an absolute reality. 
 
We no longer pontificate about the Internet. It’s just an amazing fact of life and our 
future. As we used to joke, “You know. Someday this Internet thing is really going to 
take off.” In 1995, that wasn’t a joke. 
 
Today, I’m less concerned about the Internet taking off than what we are going to do 
with it. How will technology improve our lives and generations ahead of us? I’ve 
committed my career so far to getting people addicted to it; how can I use the rest of 
my career to help people put technology and life in balance? I have teenage kids now. 
They never knew what it was like to not have technology, to have to roll around in the 
dirt because there was nothing better to do, to not know something because they 
didn’t have Google, or to find a mate through something other than a mathematical 
algorithm. 
 
I love technology. I love Ciceron, Inc.. I love brands. But most important, I love 
people. I love being a part of a company that cares about people, not just those who 
work here but those who we get to serve everyday as clients. I don’t want to waste 
their time chasing new shiny buzzwords, and frankly, stuff that’s just not going to 
work. The work we all do together is meaningful. We’re in this to serve people, both 
clients and their customers. We’re not here to win fancy awards. We’re here to create 
content, technology, and relationships that actually matter. I don’t even think this is 
marketing anymore. It’s something else. I guess I’ll need another 18 years to figure 
that out. 


 
Length of time vendor has been providing services described in this RFP to the public and/or 
private sector.  Please provide a brief description. 


Please see above. We are in our 20th year as a pure digital marketing agency. 
 
4.2.1.5 Business references as specified in Section 4.3, Business References must be provided for any 
proposed subcontractors. 


Please refer to Section 4.3 for Subcontractor Business References.   
 


  


from 2400 baud rate modems. But the Web was really just a fascinating new thing — 
like computer kits in the mid-70s. 
 
By early 1995, I knew I wanted to start a company in this exciting new field. I was 26 
and too stupid not to. My hometown, the Twin Cities,  was the 6th largest ad market 
in the country. “Why not start a web ‘strategy, design & ventures’ company?” So I 
did, along with Evan Weisenfeld for the first year, then Kraig Larson for the next 18 
years. 
 
In 1996, Kraig and I started IndiSonic.com, one of the first ecommerce websites. 
Because we were focused on indie bands and labels, we found ourselves on the 
forefront and convergence of a ton of change. First, there were literally no such 
things as streaming music, portable music players, or functional downloading. We 
were taking :30 second samples of music, put into RealAudio 1.0, then sending CDs 
to people by mail order. Even with the invention of the Diamond Rio, portable music 
was impractical: the Rio only stored 8 songs so you had to choose which four you 
didn’t want. 
 
From 1996-2000, we ran IndiSonic and grew Ciceron, Inc.. We had fun growing a 
company. We invented one of the web’s first WYSIWYG HTML editors that we called 
GeekFree. Ultimately, we got threatened with a lawsuit over the name by a big bad 
ass Texan with a radio show, so we renamed it The Adminimizer. The idea that you 
didn’t have to have a bunch of geeks to keep your website up to date was fresh, and 
started our long commitment to empowering widespread content creation.  
 
Over the years, Ciceron, Inc. has been the earliest adopters of now household tech 
names. We were beta testers for Overture which went on to become the keyword 
bidding system for Yahoo!. We then became beta testers for a brand new service by 
the name of Google AdWords. You may have heard of it. It’s at the center of now the 
world’s largest media company. 
 
In 2002, we subleased office space to a couple of friends who were starting an email 
marketing software called ExactTarget. We were their first agency partner and 
helped them integrate many of their “private labeled” service offerings. We became 
embedded into the fast emerging world of highly targeted, highly relevant, highly 
personalized messaging, and we remain that way today. 
 
You may have heard the news. ExactTarget was sold last year to Salesforce.com for 
$2.5 Billion. I’d like to exchange my rent money for stock options, please. 
 
In recent years, Ciceron, Inc. has become immersed into the world of the networked 
consumer. Frankly, I had been waiting for the explosion of this era since 1993 when 
I had launched a professional online community on America Online (don’t laugh) 
and had seen and experienced the power of the community over individual brands. 
The onslaught of Twitter, Facebook and (the re-emergence) of LinkedIn all within a 
24 month period was staggering. The world of business is still reeling from the 
impact their own social communities are having upon day-to-day operations, 
marketing, and relationships. 
 
Let’s face it, things have changed. I used to say that nothing has changed except for 
the fact that over ½ of the world’s population is online using broadband connections, 
but of course this has changed everything. Add to the mix that we’re becoming 
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Reference #: 2 
Company Name: The Glenn Group 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 
Project Name: Nevada Department of Education’s Nevada Ready! 


Primary Contact Information 
Name: Dale Erquiaga 
Street Address: 700 E. Fifth Street, Suite 100 
City, State, Zip: Carson City, NV 89701 
Phone, including area code: 775-687-9200 
Facsimile, including area code: 775-687-9101 
Email address: derquiaga@doe.nv.gov 


Alternate Contact Information 
Name:  
Street Address:  
City, State, Zip:  
Phone, including area code:  
Facsimile, including area code:  
Email address:  


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


Public relations program that includes 
media and community relations 
strategy and execution designed to 
create a higher level of awareness and 
understanding about the Nevada 
Department of Education’s Nevada 
Ready! initiative. 


Original Project/Contract Start Date: February 1, 2014 
Original Project/Contract End Date: January 31, 2015 
Original Project/Contract Value: Confidential 
Final Project/Contract Date: TBD 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


N/A, current contract end date of 
January 31, 2015 


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


N/A, current contract end date of 
January 31, 2015 


 
  


4.3 BUSINESS REFERENCES 
 


The Glenn Group Current Client References: 
 


Reference #: 1 
Company Name: The Glenn Group 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 
Project Name: Nevada Sesquicentennial Celebration 


Primary Contact Information 
Name: Lori Nelson 
Street Address: P.O. Box 29500 
City, State, Zip: Las Vegas, NV 89126-3000 
Phone, including area code: 702-495-4248 
Facsimile, including area code: 702-495-4234 
Email address: Lori.nelson@stationcasinos.com 


Alternate Contact Information 
Name:  
Street Address:  
City, State, Zip:  
Phone, including area code:  
Facsimile, including area code:  
Email address:  


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


NV 150th celebration through events 
and projects.  Services:  Media 
relations, community outreach, event 
planning 


Original Project/Contract Start Date: June 1, 2013 
Original Project/Contract End Date: December 31, 2014 
Original Project/Contract Value: $157,500 
Final Project/Contract Date: TBD – in progress 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


N/A – in progress.  Currently, all 
projects have been completed on time. 


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


N/A – in progress.   
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Reference #: 4 
Company Name: The Glenn Group 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 
Project Name: Stratosphere Casino, Hotel & Tower (American Casino and 


Entertainment Properties, LLC) 
Primary Contact Information 


Name: Frank Riolo 
Street Address: 2000 Las Vegas Blvd. South 
City, State, Zip: Las Vegas, NV 89104 
Phone, including area code: 702-383-4778 
Facsimile, including area code:  
Email address: Frank.riolo@acepllc.com 


Alternate Contact Information 
Name:  
Street Address:  
City, State, Zip:  
Phone, including area code:  
Facsimile, including area code:  
Email address:  


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


The Glenn Group created a new 
campaign for the Stratosphere Hotel 
and Casino in Las Vegas. The 
campaign included television, radio, 
print, digital and web development. 


Original Project/Contract Start Date: June 2013 
Original Project/Contract End Date: N/A - ongoing 
Original Project/Contract Value: Confidential 
Final Project/Contract Date: N/A - ongoing 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


The original timeline did push back a 
bit due to the fact that the client was 
not ready to launch the campaign 
internally once it was nearing 
completion. 


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


All projects are completed within 
budget or under budget. 


 
  


Reference #: 3 
Company Name: The Glenn Group 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 
Project Name: Silver Legacy Resort & Casino 


Primary Contact Information 
Name: Mary Beth Olson 
Street Address: 407 N. Virginia Street 
City, State, Zip: Reno, NV 89501 
Phone, including area code: 775-325-7342 
Facsimile, including area code:  
Email address: molson@silverlegacy.com 


Alternate Contact Information 
Name:  
Street Address:  
City, State, Zip:  
Phone, including area code:  
Facsimile, including area code:  
Email address:  


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


The Glenn Group provides integrated 
marketing services for this property.  
Services include:  Advertising, public 
relations, media planning and 
placement. 


Original Project/Contract Start Date: September 2012 
Original Project/Contract End Date: N/A – ongoing 
Original Project/Contract Value: N/A - ongoing 
Final Project/Contract Date: N/A - ongoing 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


All projects are completed on time. 


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


All projects are completed within 
budget or under budget. 
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The Glenn Group Former Client References: 
 


Reference #: 1 
Company Name: The Glenn Group 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 
Project Name: Buffalo Thunder Resort (Full House Resorts) 


Primary Contact Information 
Name: Wes Elam 
Street Address: 4670 South Fort Apache Road, Ste 190 
City, State, Zip: Las Vegas, NV 89147 
Phone, including area code: (702) 221-7800 
Facsimile, including area code: (702) 221-8101 
Email address: welam@fullhouseresorts.com 


Alternate Contact Information 
Name:  
Street Address:  
City, State, Zip:  
Phone, including area code:  
Facsimile, including area code:  
Email address:  


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


The Glenn Group is the Agency of 
Record for Buffalo Thunder providing  
marketing services including 
Advertising production, Direct Mail 
production, Media Planning and 
Placement, and Collateral production. 


Original Project/Contract Start Date: November 2011 
Original Project/Contract End Date: N/A - Ongoing 
Original Project/Contract Value: N/A – Monthly Retainer 
Final Project/Contract Date: N/A - Ongoing 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


Yes.  All projects are completed on 
time. 


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


Yes.  All projects are completed within 
budget or under budget.   


 
 
  


Reference #: 5 
Company Name: The Glenn Group 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 
Project Name: ASNY Hospitality 


Primary Contact Information 
Name: Todd Spector 
Street Address: 801 S. Rampart 
City, State, Zip: Las Vegas, NV 89145 
Phone, including area code: 702-967-5035 
Facsimile, including area code:  
Email address: tspector@asny.com 


Alternate Contact Information 
Name:  
Street Address:  
City, State, Zip:  
Phone, including area code:  
Facsimile, including area code:  
Email address:  


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


The Glenn Group has worked with 
ASNY Hospitality on three projects: 
The Chateau, Tahiti Village and ASNY 
Hospitality. Brand development was 
done for both The Chateau and Tahiti 
Village and research has been done for 
ASNY Hospitality to date. 


Original Project/Contract Start Date: 2012 
Original Project/Contract End Date: Ongoing 
Original Project/Contract Value: Confidential 
Final Project/Contract Date: Ongoing 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


All projects are completed on time. 
 


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


All projects are completed within 
budget or under budget. 
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Reference #: 3 
Company Name: The Glenn Group 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 
Project Name: Nevada Secretary of State Voter Registration 


Primary Contact Information 
Name: Ross Miller 
Street Address: 101 North Carson Street, Suite 3 
City, State, Zip: Carson City, NV 89701 
Phone, including area code: 775-684-5708 
Facsimile, including area code: 775-684-5725 
Email address: rossmiller@sos.nv.gov 


Alternate Contact Information 
Name:  
Street Address:  
City, State, Zip:  
Phone, including area code:  
Facsimile, including area code:  
Email address:  


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


Voter registration campaign for the 
2012 Nevada general election. 
Services: Public Relations, Event 
Planning, Advertising, Statewide Media 
Planning & Placement 


Original Project/Contract Start Date: August 14, 2012 
Original Project/Contract End Date: October 31, 2012 
Original Project/Contract Value: $800,000 
Final Project/Contract Date: October 31, 2012 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


Yes.  The project/contract was 
completed on time. 


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


The project contract was completed 
under budget. 


 
  


Reference #: 2 
Company Name: The Glenn Group 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 
Project Name: Seminole Hard Rock/Seminole Coconut Creek 


Primary Contact Information 
Name: Dawn Neils 
Street Address: 1 Seminole Way 
City, State, Zip: Hollywood, FL 33314 
Phone, including area code: 954-7975430 
Facsimile, including area code: 954-585-5698 
Email address: Dawn.neils@stofgaming.com 


Alternate Contact Information 
Name:  
Street Address:  
City, State, Zip:  
Phone, including area code:  
Facsimile, including area code:  
Email address:  


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


The Glenn Group creates integrated 
campaigns for Seminole Hard Rock 
and Seminole Coconut Creek.  The 
campaigns include local/regional 
television and radio, outdoor boards, 
players’ publications, in-room guest-
books and social marketing.   


Original Project/Contract Start Date: 2009 
Original Project/Contract End Date: N/A – Various projects 
Original Project/Contract Value: Varies depending on project 
Final Project/Contract Date: N/A - Ongoing 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


Yes.  All projects were completed on 
time. 


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


Yes.  All projects were completed within 
budget or under budget.   
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Reference #: 5 
Company Name: The Glenn Group 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 
Project Name: The Mob Museum 


Primary Contact Information 
Name: Jonathan Ullman 
Street Address: 300 E. Stewart Ave. 
City, State, Zip: Las Vegas, NV 89101 
Phone, including area code: 702-724-8625 
Facsimile, including area code:  
Email address: jullman@themobmuseum.org 


Alternate Contact Information 
Name:  
Street Address:  
City, State, Zip:  
Phone, including area code:  
Facsimile, including area code:  
Email address:  


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


The Glenn Group created a brand 
launch campaign for The Mob 
Museum.  The campaign used a mix of 
cable television, radio, local print, 
airline publications, videos in the 
McCarran airport baggage claim, out-
of-home and online executions. All of 
these mediums had a call-to-action 
driving consumers to The Mob 
Museum’s website. 


Original Project/Contract Start Date: September 2011 
Original Project/Contract End Date: January 2013 
Original Project/Contract Value: N/A – Various Projects/Budgets 
Final Project/Contract Date: January 2013 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


Yes.  All projects were completed on 
time. 


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


Yes.  All projects were completed within 
budget or under budget.   


 
 
 
 
 
 
 
 


Reference #: 4 
Company Name: The Glenn Group 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 
Project Name: National Championship Air Races (Reno Air Races) 


Primary Contact Information 
Name: Mike Houghton 
Street Address: 10558 Joy Lake Road 
City, State, Zip: Reno, NV 89511 
Phone, including area code: 775-742-3103 
Facsimile, including area code:  
Email address: m.houghton@att.net 


Alternate Contact Information 
Name:  
Street Address:  
City, State, Zip:  
Phone, including area code:  
Facsimile, including area code:  
Email address:  


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


Advertising program for the annual 
National Championship Air Races in 
Reno.  Services includ media planning 
and placement, advertising, collateral 
development (program) and event 
support. 


Original Project/Contract Start Date: 2000 
Original Project/Contract End Date: N/A – ongoing 
Original Project/Contract Value: N/A – ongoing 
Final Project/Contract Date: N/A - ongoing 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


Yes.  All projects were completed on 
time. 


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


Yes.  All projects were completed within 
budget or under budget.   
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a must-see destination for visitors, 
while keeping the center top-of-mind 
for locals.  


Original Project/Contract Start Date: 2004  
Original Project/Contract End Date: Ongoing  


Original Project/Contract Value: $79,600 
Final Project/Contract Date: Ongoing 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


Yes, past projects have been completed 
in time originally allotted.  


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


Yes, past projects have been completed 
within budgets.  


 
  


i.d.e.a. Current Client References: 
 


Reference #: 1 
Company Name: i.d.e.a. (The I.D.E.A. Brand, Inc.) 


Identify role company will have for this RFP project 
(Check appropriate role below): 


 VENDOR X SUBCONTRACTOR 
Project Name: Seaport Village 


Primary Contact Information 
Name: Megan Madrigal  
Street Address: 849 West Harbor Drive, Suite D 
City, State, Zip: San Diego, CA, 92101 
Phone, including area code: 619-235-4014 
Facsimile, including area code: 619-696-0025 
Email address: MMadrigal@terramarcenters.com 


Alternate Contact Information 
Name:  
Street Address:  
City, State, Zip:  
Phone, including area code:  
Facsimile, including area code:  
Email address:  


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


As the public relations agency of record 
for Seaport Village, i.d.e.a., has been 
responsible for attracting locals and 
tourists to the waterfront shopping and 
dining center for more than a decade. 
i.d.e.a. supports Seaport Village on a 
number of  initiatives throughout the 
year, focusing on media relations 
outreach, event planning, ideation, 
SEO strategy and social media support. 
Through ideation and internal 
brainstorming, i.d.e.a. has created a 
number of signature events for Seaport 
Village – including one of the only 
Busker Festivals in the nation – which 
generate buzz for the center and attract 
thousands of attendees annually. 
Leveraging relationships with local and 
national media contacts, i.d.e.a. has 
secured placements in top-tier 
publications such as USA Today, 
Chicago Tribune, Alaska Airlines 
Magazine, and Los Angeles Times. 
Strategic public relations planning and 
implementation has allowed i.d.e.a to 
successfully position Seaport Village as 
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opportunities surrounding hotel and 
industry trends. For instance, i.d.e.a. 
pitched and secured placement of Del 
Beach, Hotel del Coronado’s new full-
service beachfront amenity, in a NBC 
News story by Rob Lovitt on the rise of 
the “daycations.” The team is regularly 
in contact with on-staff and freelance 
journalists from major outlets such at 
The New York Times, Travel + Leisure, 
Conde Nast Traveler, CNN, ABC News, 
Fox News and more to contribute 
timely story angles for consideration on 
behalf of the client.  
 
The agency was tasked with elevating 
the existing dining reputation at Hotel 
del Coronado within drive-to markets. 
To create top-of-mindedness for locals 
to view The Del as a dining destination, 
the agency regularly conducts targeted 
outreach to local and regional media 
surrounding timely events such as 
creating themed cocktails for Comic-
Con and pitching the “Roast – S’mores 
on the Beach” activity to time with 
National S’mores Day. Additionally, 
i.d.e.a. ideates and executes signature 
and seasonal media events, such as 
Sea+Food and Oktoberfest at The Del, 
to highlight the culinary masterminds 
found within the various restaurants at 
the hotel to regional audiences. 


Original Project/Contract Start Date: March 2014 


Original Project/Contract End Date: N/A - ongoing 


Original Project/Contract Value: $150K / annual + international PR 
(separate scope) 


Final Project/Contract Date: $150K/ annual + international PR 
(separate scope) 


Was project/contract completed in 
time originally allotted, and if not, 
why not? 


N/A - ongoing 


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


N/A - ongoing 


 
 
 
 


Reference #: 2 
Company Name: i.d.e.a. (The I.D.E.A. Brand, Inc.) 


Identify role company will have for this RFP project 
(Check appropriate role below): 


 VENDOR X SUBCONTRACTOR 
Project Name: Hotel del Coronado 


Primary Contact Information 
Name: Sara Harper 
Street Address: 1500 Orange Avenue 
City, State, Zip: Coronado, CA 92118 
Phone, including area code: 619-522-8253 
Facsimile, including area code:  
Email address: sharper@hoteldel.com 


Alternate Contact Information 
Name: Sara Baumann 
Street Address: 1500 Orange Avenue 
City, State, Zip: Coronado, CA 92118 
Phone, including area code: 619-522-8041 
Facsimile, including area code:  
Email address: sbaumann@hoteldel.com 


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


i.d.e.a. is the agency of record for Hotel 
del Coronado and has the primary goal 
to position the hotel as the premiere 
destination for five-star, coastal luxury 
by delivering continual top-tier 
national, regional and local media 
coverage that captures The Del’s 
history of excellence.  
 
As part of our goal to elevate The Del’s 
reputation to national and international 
audiences, i.d.e.a. has identified key 
feeder markets such as Phoenix and 
Scottsdale, AZ, San Francisco, CA and 
Vancouver, Canada for in-person 
media relations blitzes to showcase 
creative programming such as Skating 
by the Sea and offerings such as rollout 
of Del Beach. For said initiatives, the 
agency strategically identifies key 
influencers within each media 
landscape and, on behalf of Hotel del 
Coronado, pitches these journalists to 
secure attendance media receptions and 
schedule one-on-one meetings with 
hotel executives.  
 
The team also regularly pitches Hotel 
del Coronado to national media 
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within or under the original budget/ 
cost proposal, and if not, why not? 


the original budget. 


 
  


Reference #: 3 
Company Name: i.d.e.a. (The I.D.E.A. Brand, Inc.) 


Identify role company will have for this RFP project 
(Check appropriate role below): 


 VENDOR X SUBCONTRACTOR 
Project Name: Harrah’s Rincon Casino & Resort 


Primary Contact Information 
Name: Ryan Thompson 
Street Address: 777 Harrah’s Resort Southern 


California Way 
City, State, Zip: Valley Center, CA 92082 
Phone, including area code: 760-751-7728 
Facsimile, including area code:  
Email address: rythompson@caesars.com 


Alternate Contact Information 
Name:  
Street Address:  
City, State, Zip:  
Phone, including area code:  
Facsimile, including area code:  
Email address:  


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


Harrah’s Rincon Casino & Resort 
(now Harrah’s Resort Southern 
California) tasked i.d.e.a. with creating 
a completely integrated marketing 
strategy to promote the completion of a 
significant upgrade to the resort’s pool 
area. The upgrade was the first 
completed as part of a $160 million 
property-wide renovation and 
expansion. Over six months, i.d.e.a. 
garnered awareness of the pool area – 
and its brand new Saturday pool 
parties – through extensive consumer 
behavior research and strategy, 
regional PR, social media, creative, 
media placement, events and digital 
strategy, with results that far surpassed 
our goals and the expectations of the 
client. 


Original Project/Contract Start Date: April 2013 
Original Project/Contract End Date: September 2013 
Original Project/Contract Value: $278,000 
Final Project/Contract Date: Ongoing 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


Yes, the project was completed on time 
and resulted in an ongoing relationship 
with Harrah’s. 


Was project/contract completed Yes, the project was completed within 
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within or under the original budget/ 
cost proposal, and if not, why not? 


 
  


i.d.e.a. Former Client References: 
 


Reference #: 1 
Company Name: i.d.e.a. (The I.D.E.A. Brand, Inc.) 


Identify role company will have for this RFP project 
(Check appropriate role below): 


 VENDOR X SUBCONTRACTOR 
Project Name: IMS/Progressive International Motorcycle Shows 


Primary Contact Information 
Name: Allison Lombardo 
Street Address: 2801 Colorado Blvd, Ste. 280 
City, State, Zip: Santa Monica, CA 9040 
Phone, including area code: 310-857-7500 
Facsimile, including area code:  
Email address: Allison_lombardo@yahoo.com 


Alternate Contact Information 
Name:  
Street Address:  
City, State, Zip:  
Phone, including area code:  
Facsimile, including area code:  
Email address:  


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


Generate consumer awareness for the 
Progressive International Motorcycle 
Shows and drive attendance in local 
markets. IMS utilized i.d.e.a. to provide 
the following services: 


• Brand planning and strategy 
• Media planning and buying 


(traditional and digital) 
• Consumer targeting 
• Development of core creative 


platform 
• Development of integrated 


communications campaign and 
production of all materials 


• Creation of specific marketing 
executions in multiple mediums 


• Social media support  
Original Project/Contract Start Date: August 1, 2012 
Original Project/Contract End Date: July 31, 2013 
Original Project/Contract Value: $350,000 – Agency Fee 


$908,000  - Paid Media   
Final Project/Contract Date: July 31, 2013 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


Yes, completed in time.  


Was project/contract completed Completed within budget.  
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Reference #: 3 
Company Name: i.d.e.a. (The I.D.E.A. Brand, Inc.) 


Identify role company will have for this RFP project 
(Check appropriate role below): 


 VENDOR X SUBCONTRACTOR 
Project Name: LEAD San Diego 


Primary Contact Information 
Name: Vicky Carlson 
Street Address: 110 West A Street, Suite 960 
City, State, Zip: San Diego, CA 92101 
Phone, including area code: 619-280-5323 
Facsimile, including area code: NA 
Email address: vcarlson@leadsandiego.com 


Alternate Contact Information 
Name:  
Street Address:  
City, State, Zip:  
Phone, including area code:  
Facsimile, including area code:  
Email address:  


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


i.d.e.a. provided branding, public 
relations, advertising, digital and social 
media outreach for LEAD San Diego 
in the region, including outreach for 
event attendance and recruitment. 


Original Project/Contract Start Date: 2004 
Original Project/Contract End Date: 2013 
Original Project/Contract Value: WND 
Final Project/Contract Date: May, 2013 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


Yes, all projects completed on time. 


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


Yes. All projects completed within 
budget. 


 
  


Reference #: 2 
Company Name: i.d.e.a. (The I.D.E.A. Brand, Inc.) 


Identify role company will have for this RFP project 
(Check appropriate role below): 


 VENDOR X SUBCONTRACTOR 
Project Name: Tiffany & Co. 


Primary Contact Information 
Name: Cathryn Ramirez 
Street Address: 7007 Friars Road, Suite 642 
City, State, Zip: San Diego, CA 92108 
Phone, including area code: 619-297-7200 
Facsimile, including area code: 619-297-5252 
Email address: cathryn.ramirez@tiffany.com 


Alternate Contact Information 
Name:  
Street Address:  
City, State, Zip:  
Phone, including area code:  
Facsimile, including area code:  
Email address:  


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


i.d.e.a. provided public relations, event 
planning and social media outreach for 
Tiffany & Co. in the Southern 
California market, including outreach 
to visitors from leisure and group travel 
outlets. 


Original Project/Contract Start Date: 1992 
Original Project/Contract End Date: 2014 
Original Project/Contract Value: NA – Monthly Retainer 
Final Project/Contract Date: May, 2014 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


Yea, all projects completed on time. 


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


Yes. All projects completed within 
budget. 
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Reference #: 2 
Company Name: Ciceron, Inc. 


Identify role company will have for this RFP project 
(Check appropriate role below): 


 VENDOR X SUBCONTRACTOR 
Project Name: Children’s Hospitals & Clinics of MN/Digital Agency Of 


Record 
Primary Contact Information 


Name: Jen Swanson 
Street Address: 2545 Chicago Avenue South 
City, State, Zip: Minneapolis, MN 55404 
Phone, including area code: 612-813-6603 
Facsimile, including area code:  
Email address: Jen.Swanson@childrensmn.org 


Alternate Contact Information 
Name:  
Street Address:  
City, State, Zip:  
Phone, including area code:  
Facsimile, including area code:  
Email address:  


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


- Web Redesign 
- Digital Strategy 
- Brand Advocacy 
- Social Media Strategy 
- Search Marketing 
- Content Management 
- Integrated campaign ideation, design, 
development and execution - Email 
Marketing 
- Consumer Insights 


Original Project/Contract Start Date: June 2014 with Children’s Hospital; 
since 2004 with Jen Swanson at 
various companies 


Original Project/Contract End Date: Ongoing 
Original Project/Contract Value: Confidential 
Final Project/Contract Date: Ongoing 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


Ongoing retainer 


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


N/A 


 
  


Ciceron, Inc. Current Client References: 
 


Reference #: 1 
Company Name: Ciceron, Inc. 


Identify role company will have for this RFP project 
(Check appropriate role below): 


 VENDOR X SUBCONTRACTOR 
Project Name: Delta Vacations /Digital Marketing 


Primary Contact Information 
Name: Christina Wood 
Street Address: 700 South Central Avenue 
City, State, Zip: Atlanta, GA 30354 
Phone, including area code: 404-559-2124 
Facsimile, including area code:  
Email address: cwood@mltvacations.com 


Alternate Contact Information 
Name:  
Street Address:  
City, State, Zip:  
Phone, including area code:  
Facsimile, including area code:  
Email address:  


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


Digital marketing strategy, consulting 
and execution related to all channels 
and aspects of digital.  
- Search marketing 
- Paid media (search, social, display) 
- Integrated campaign ideation, design, 
development and execution 
- Social media management 
- Content creation 
- Design and optimization 


Original Project/Contract Start Date: 2007 
Original Project/Contract End Date: Ongoing 
Original Project/Contract Value: Confidential 
Final Project/Contract Date: Ongoing 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


Ongoing retainer 


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


Retainer has grown over years as a 
reflection of success achieved  
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Reference #: 4 
Company Name: Ciceron, Inc. 


Identify role company will have for this RFP project 
(Check appropriate role below): 


 VENDOR X SUBCONTRACTOR 
Project 
Name: 


Tennant Company/Digital Marketing  


Primary Contact Information 
Name: Darice Norton (Former client contact, 


currently at Vonage Business 
Solutions) 


Street Address: 701 Lilac Drive North 
City, State, Zip: Minneapolis, MN 55422 
Phone, including area code: 651-303-6628 
Facsimile, including area code:  
Email address: Darice.norton@vonagebusiness.com 


Alternate Contact Information 
Name: Dan Platt 
Street Address: 701 Lilac Drive North 
City, State, Zip: Minneapolis, MN 55422 
Phone, including area code: 763-513-2274 
Facsimile, including area code:  
Email address: Dan.platt@tennantco.com 


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


- Website redesign 
- Search marketing 
- Paid search marketing 
- Integrated campaign ideation, design, 
development and execution 
 
 


Original Project/Contract Start Date: 1997 
Original Project/Contract End Date: Ongoing 
Original Project/Contract Value: Confidential 
Final Project/Contract Date: Ongoing 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


Ongoing retainer 


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


 


 
  


Reference #: 3 
Company Name: Ciceron, Inc. 


Identify role company will have for this RFP project 
(Check appropriate role below): 


 VENDOR X SUBCONTRACTOR 
Project Name: Andersen Windows/Digital Partner 


Primary Contact Information 
Name: David Nix 
Street Address: 100 4th Avenue North 
City, State, Zip: Bayport, MN 55003 
Phone, including area code: 651-264-5441 
Facsimile, including area code:  
Email address: david.nix@andersencorp.com 


Alternate Contact Information 
Name:  
Street Address:  
City, State, Zip:  
Phone, including area code:  
Facsimile, including area code:  
Email address:  


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


- Website redesign 
- App and tool design/development 
- Site architecture / IA 
- Development 
- Usability and Testing 
- Consumer Insights 
- Search Marketing 
- Email Marketing 


Original Project/Contract Start Date: 2006 
Original Project/Contract End Date: Ongoing 
Original Project/Contract Value: Confidential 
Final Project/Contract Date:  
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


Ongoing 


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 
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Reference #: 2 
Company Name: Ciceron, Inc. 


Identify role company will have for this RFP project 
(Check appropriate role below): 


 VENDOR X SUBCONTRACTOR 
Project Name: Meet Minneapolis/Digital Agency of Record 


Primary Contact Information 
Name: Laura McCarthy 
Street Address: 250 Marquette Avenue South 
City, State, Zip: Minneapolis, MN 55401 
Phone, including area code: 612-373-9602 
Facsimile, including area code:  
Email address: lmccarthy@msp-c.com 


Alternate Contact Information 
Name:  
Street Address:  
City, State, Zip:  
Phone, including area code:  
Facsimile, including area code:  
Email address:  


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


- Web Redesign 
- Digital Strategy 
- Social Media Strategy 
- Search Marketing 
- Content Management 
- Integrated campaign ideation, design, 
development and execution - Email 
Marketing 
- Consumer Insights 


Original Project/Contract Start Date: 2004 
Original Project/Contract End Date: 2009 
Original Project/Contract Value: Confidential 
Final Project/Contract Date: 2009 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


Yes 


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


Yes 


 
  


Ciceron, Inc. Former Client References: 
 


Reference #: 1 
Company Name: Ciceron, Inc. 


Identify role company will have for this RFP project 
(Check appropriate role below): 


 VENDOR X SUBCONTRACTOR 
Project Name: Carlson Companies, Radisson Blu Aqua/Digital Marketing  


Primary Contact Information 
Name: Tammy Lee Stanoch 
Street Address: 701 Carlson Parkway 
City, State, Zip: Minnetonka, MN 55305 
Phone, including area code: 763-212-1243 
Facsimile, including area code:  
Email address: Tammy.lee.stanoch@carlson.com 


Alternate Contact Information 
Name:  
Street Address:  
City, State, Zip:  
Phone, including area code:  
Facsimile, including area code:  
Email address:  


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


- Digital Strategy 
- Brand Advocacy 
- Social Media Strategy and 
Management 
- Integrated campaign ideation, design, 
development and execution 
- Influencer identification, outreach 
and management 
- Event management 
- Email Marketing 
- Consumer Insights. 


Original Project/Contract Start Date: October 2011 
Original Project/Contract End Date: December 2012 
Original Project/Contract Value: Confidential 
Final Project/Contract Date: December 2012 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


Yes 


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


Yes 
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Reference #: 3 
Company Name: Ciceron, Inc.  


Identify role company will have for this RFP project 
(Check appropriate role below): 


 VENDOR X SUBCONTRACTOR 
Project Name: Capella University/Brand Advocacy & Influencer Program 


Primary Contact Information 
Name: Jen Swanson 
Street Address: 225 South 6th Street 
City, State, Zip: Minneapolis, MN 55402 
Phone, including area code: 612-860-5540 
Facsimile, including area code:  
Email address: Jen.Swanson@childrensmn.org 


Alternate Contact Information 
Name:  
Street Address:  
City, State, Zip:  
Phone, including area code:  
Facsimile, including area code:  
Email address:  


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


- Brand advocacy program design and 
development 
- Influencer identification and program 
design and development 
- Consumer insights 
- Messaging framework; content 
guidance 


Original Project/Contract Start Date: 2008 
Original Project/Contract End Date: 2012 
Original Project/Contract Value: Confidential 
Final Project/Contract Date: 2012 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


Yes 


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


Yes 


 


ATTACHMENT G  
PROPOSED STAFF  
RESUME


VIII - ATTACHM
ENT G - PROPOSED STAFF RESUM


E


PAGE 144







Revised:  09-25-13 Resume Form Page 1 of 2 


PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Glenn Group 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Valerie Glenn Key Personnel: 
(Yes/No) Yes 


Individual’s Title: CEO, Principal 
# of Years in Classification: 25 # of Years with Firm: 25 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
A long-time business and community leader in Nevada, Valerie’s accomplishments in advertising, 
public relations and beyond have been widely in the business community and marketing 
communications industry.  Valerie attributes much of her professional success to her extensive 
community involvement and has served as chairman of the board of many business, cultural and 
industry organizations, including the Reno-Sparks Chamber of Commerce, EDAWN, Nevada 
Museum of Art and Nevada Women’s Fund. She currently serves on the board of Employers (EIG 
on the NYSE), the Government Affairs Committee for the Las Vegas Metro Chamber of Commerce 
and is incoming President of the International Women’s Forum (Nevada). After earning her 
Bachelor of Arts degree in journalism/advertising at the University of Nevada, Valerie began her 
marketing communications career at Dancer Fitzgerald Sample Advertising in San Francisco 
working with blue chip clients such as Toyota, Procter & Gamble and Budweiser. Valerie stays 
involved with clients in the strategic planning process and provides access to her extensive 
contacts throughout Nevada. 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Rose/Glenn Group: 
1998-2001: Reno-Sparks Convention & Visitors Authority 
President & CEO 
Strategic planning, consultation, client service 
Agency handled all aspects of marketing communications 
 
2001-2002: Regional Marketing Committee 
President & CEO 
Strategic planning, consultation, client service 
Agency handled all aspects of marketing communications 
 
The Glenn Group: 
2008-2009: Nevada Commission on Tourism 
CEO 
Strategic planning, consultation 
Agency handled all aspects of marketing communications 
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Revised:  09-25-13 Resume Form Page 1 of 2 


PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Glenn Group 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: B.C. LeDoux Key Personnel: 
(Yes/No) Yes 


Individual’s Title: President/Creative Director, Partner 
# of Years in Classification: 14 # of Years with Firm: 14 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
A graduate of the University of Nevada, Reno’s School of Journalism (with a focus on 
advertising), B.C. actually began his career with The Glenn Group as a copywriting intern. After 
more than a decade working in and heading up our creative department, B.C. now helps guide 
not only our creative product but the overall vision of the agency, leading the continued 
integration of our many disciplines, keeping us one step ahead when it comes to marketing 
innovations and bringing a creative perspective and energy to everything we do. Over the years, 
B.C. has led the strategic and creative collaboration on a long list of effective, award-winning 
travel, tourism and hospitality campaigns and initiatives for accounts such as the Nevada 
Commission on Tourism, RSCVA, Mandalay Bay Resort and Casino, THEhotel, Hard Rock 
International, Seminole Hard Rock Hotels and Casinos, Carnival Cruise Lines, Royal Caribbean 
Cruise Lines, The Mob Museum, The National Championship Air Races and many casino resorts 
across the country.  
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
The Glenn Group: 
2003 - 2009 – Nevada Commission on Tourism 
Creative Director 
Strategic Messaging and Creative Ideation/Implementation 
 
2000 - 2008 – Mandalay Bay Resort & Casino 
Copywriter, Creative Director 
Messaging Strategy, Creative Ideation/Implementation 
 
2000 - 2014 – Grand Victoria Casino, Elgin, IL 
Copywriter, Creative Director, President/Creative Director 
Account Management, Brand Strategy, Messaging Strategy, Creative Direction, Copywriting 
 
2008 - 2012 – Buffalo Thunder Casino, Santa Fe, NM 
Creative Director, President/Creative Director 
Account Management, Brand Strategy, Messaging Strategy, Creative Direction 
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2008-2014: Grand Victoria Casino, Elgin, IL 
CEO 
Strategic planning, consultation 
Agency handled all aspects of marketing communications 
 
2008-2012: Buffalo thunder Casino, Sante Fe, NM 
CEO 
Strategic planning, consultation 
Agency handled all aspects of marketing communications 
 
2008-2011: Firekeepers Casino, Battle Creek, MI 
CEO 
Strategic planning, consultation 
Agency handled all aspects of marketing communications 
 
2009-2011: Table Mountain Casino, Friant, CA 
CEO 
Strategic planning, consultation 
Agency handled all aspects of marketing communications 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
University of Nevada, Reno, Bachelor of Arts in Journalism/Advertising emphasis, 1976 
Harvard Business School, Finance for Senior Executives, Executive Management Course, 2013 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
1986:  Advertising Person of the Year, Reno Ad Club 
1992: Reno Women in Advertising "Roastee" at annual "Roast and Toast" fundraiser 
1993: Named as honorary member of the University of Nevada, Reno College of Business 


Administration  chapter of Beta Gamma Sigma 
1997:  Named “Ad Woman of the Year” by Reno Women in Advertising 
1998: Received “Hall of Fame” award from the Public Relations Society of America, Sierra 


Nevada Chapter 
1999: Received “Business Leaders Hall of Fame” award from Junior Achievement of 


Northern Nevada 
2001: Received Thomas C. Wilson Lifetime of Service Award from Advertising 


Association of Northern Nevada 
2001: Received University of Nevada Alumni Association Professional Achievement 


Award 
2004: Received Girl Scouts of Sierra Nevada Women in Leadership Award 
2007: Named “Master Entrepreneur of the Year” by The Business Report of Northern 


Nevada 
2008: Named Civic Leader of the Year by Reno-Sparks Chamber of Commerce 
2009: American Heart Association Heart of Gold award  
2011: Leadership Reno-Sparks Distinguished Alumni Award 
2012:  Muscular Sclerosis Society Hope Award 
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Revised:  09-25-13 Resume Form Page 1 of 2 


PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Glenn Group 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Flip Wright  Key Personnel: 
(Yes/No) Yes 


Individual’s Title: EVP Strategy and Innovation 
# of Years in Classification: 20 # of Years with Firm: 8 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
With nearly 20 years of strategic marketing and brand expertise, Flip is integrally involved in 
guiding strategic development for brand, digital and social initiatives at The Glenn Group. Flip 
has worked with numerous clients to increase their business through innovative and strategic 
solutions as a key component of integrated marketing strategies. His strategic recommendations 
have been executed through results-driven campaigns and initiatives for accounts such as The 
Smith Center, Nevada State Bank, Anthem Blue Cross Blue Shield, The National Championship 
Air Races, Nevada Commission on Tourism, The Mob Museum, Renown Health, EMPLOYERS®, 
Reno Philharmonic, Capriotti’s Sandwich Shop, Nevada Ballet Theatre, Bally Technologies, 
Grand Victoria Casino in Elgin, Ill., Seminole Hard Rock located in Hollywood and Tampa, Fla. 
and Buffalo Thunder Resort and Casino in Santa Fe, N.M.  Flip also has extensive experience in 
event management and sports marketing working with the NBA and as a marketing consultant for 
Nike and Sportspal.  
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
The Glenn Group: 
2008 - 2009 – Nevada Commission on Tourism 
VP/Brand Strategy and Account Planning 
Account planning and brand positioning 
 
2008 - 2014 – Grand Victoria Casino, Elgin, IL 
EVP/Strategy and Innovation 
Consumer Research, Account Planning, Campaign Messaging Strategy, Brand Strategy and 
Communication Planning  
 
2008 - 2012 – Buffalo Thunder Casino, Santa Fe, NM 
EVP/Strategy and Innovation 
Consumer Research, Account Planning, Campaign Messaging Strategy, Brand Strategy and 
Communication Planning 
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2009 - 2012 – Seminole Hard Rock, Hollywood and Tampa Bay, FL 
Creative Director, President/Creative Director 
Account Management, Brand Strategy, Messaging Strategy, Creative Direction 
 
2008 - 2010 – Carnival Cruise Lines, Miami, FL 
Creative Director, President/Creative Director 
Account Management, Brand Strategy, Messaging Strategy, Creative Direction 
 
2009 - 2012 – Table Mountain Casino, Fresno, CA 
Creative Director, President/Creative Director 
Account Management, Brand Strategy, Messaging Strategy, Creative Direction 
 
2013 to Present – Stratosphere Resort and Casino, Las Vegas, NV 
President/Creative Director 
Account Management, Brand Strategy, Messaging Strategy, Creative Direction 
 
2012 - 2013 – Royal Caribbean Cruise Lines 
President/Creative Director 
Account Management, Messaging Strategy, Creative Direction 
 
2013 to Present – Silver Legacy Resort and Casino, Reno, NV 
President/Creative Director 
Account Management, Brand Strategy, Messaging Strategy, Creative Direction 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
2000 – BA in Journalism (Advertising Emphasis)/Psychology Minor – University of Nevada, Reno 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
2011 - 40 under 40 – In Business Las Vegas 
2013 - AAF Reno Ad Person of the Year 
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Glenn Group 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Jennifer Evans Key Personnel: 
(Yes/No) Yes 


Individual’s Title: EVP/ Media, Partner 
# of Years in Classification: 34 # of Years with Firm:   32 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Jennifer brings 30+ years of media expertise and strategic planning to The Glenn Group. She has 
helped grow sales, profits and brands across a broad spectrum of industries, such as gaming, 
hospitality, tourism, performing arts, theme parks, telecommunications, gaming manufacturing, 
financial services, healthcare, real estate, fast food, leisure sales, group sales and dot coms. She 
was media director for both the Reno Sparks Convention and Visitors Authority as well as the 
Nevada Commission on Tourism.   She developed and implemented the very successful media 
campaigns for the grand openings of the MGM Grand Hotel Casino, Las Vegas, the Silver Legacy 
in Reno, Casino Niagara in Niagara Falls, Mandalay Bay Resort & Casino in Las Vegas, Buffalo 
Thunder Resort and Casino in Santa Fe and Firekeepers Casino in Battle Creek, Michigan.  She 
marshaled her extensive media experience and cultivated relationships in the convention sales 
arena to launch Mandalay Bay’s 1.8 million square foot convention center.  She was part of the 
team active in the opening celebration of Las Vegas’ first performing arts center, The Smith 
Center, and continues to promote subscription and ticket sales for ongoing performances.  On 
top of her expertise in both traditional and digital media, Jennifer is a strategic thinker who often 
goes beyond “media” to help define business-building brand strategies for our clients. She is 
also very adept at evaluating and optimizing the effectiveness of plans while they are in active 
state.  
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
The Glenn Group: 
2013 to Present – Silver Legacy Resort Casino, Reno, NV 
EVP / Media Strategy 
Media strategy, planning, buying, stewardship 
 
2013 to Present -  Stratosphere Resort and Casino, Las Vegas, NV 
EVP / MedIa Strategy 
Customer Profiling; media plan consultation 
 
2011 to Present – The Smith Center For The Performing Arts 
EVP /  Media Strategy 
Grand opening and sustaining media strategy, planning, buying, stewardship 
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2008 - 2010 – FireKeepers Casino, Battle Creek, MI  
EVP/Strategy and Innovation 
Account Planning, Campaign Messaging Strategy, Communication Planning.  
 
2009 - 2012 – Seminole Hard Rock, Hollywood and Tampa Bay, FL,  
EVP/Strategy and Innovation 
Account Planning, Campaign Messaging Strategy, Communication Planning. (Including Hard 
Rock and Coconut Creek Properties) 
 
2008 - 2010 – Carnival Cruise Line, Miami, FL 
EVP/Strategy and Innovation 
Account Planning, Campaign Messaging Strategy, Communication Planning. 
 
2009 - 2012 – Table Mountain Casino, Fresno, CA 
EVP/Strategy and Innovation 
Account Planning, Campaign Messaging Strategy, Brand Strategy and Communication Planning 
 
2013 - Present – Stratosphere Resort and Casino, Las Vegas, NV 
EVP/Strategy and Innovation 
Account Planning, Campaign Messaging Strategy, Brand Strategy and Communication Planning 
 
2013 - Present – Silver Legacy Resort and Casino, Reno, NV 
EVP/Strategy and Innovation 
Account Planning, Campaign Messaging Strategy, Brand Strategy and Communication Planning 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
1993 – BA – University of Arizona 
2005 – MBA – University of Oregon 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
2004 – 2005 Awarded Graduate Fellow Honors in Brand Strategy at University of Oregon. 
Rebranding Project for School of Law.  
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AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
Woman of Achievement 2014  Nevada Women’s Fund 
Ad Person of the Year 1987  Reno Ad Club 
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2009 - 2012 – Table Mountain Casino, Fresno, CA 
EVP / Media Strategy 
Media strategy, planning, buying, stewardship 
 
2008 - 2012 - Buffalo Thunder Resort, Santa Fe NM 
EVP / Media Strategy 
Grand opening and sustaining media strategy, planning, buying, stewardship 
 
2008 - 2009 - Firekeepers Casino Hotel, Battle Creek, MI 
EVP / Media Strategy 
Grand opening media strategy, planning, buying, stewardship 
 
2006 - 2012 - Grand Sierra Resort Reno, Reno, NV 
EVP / Media Strategy 
Media strategy, planning, buying, stewardship 
 
2003 - 2009 - Nevada Commission on Tourism 
EVP / Media Strategy 
Media strategy, planning, buying, stewardship 
 
1999 - 2014 – Grand Victoria Casino, Elgin, IL 
EVP / Media Strategy 
Media strategy, planning, buying, stewardship 
 
1998 - 2009 - Mandalay Bay Resort and Casino, Las Vegas, NV 
EVP / Media Strategy 
Grand opening and sustaining media strategy, planning, buying, stewardship 
Grand opening of convention center expansion 
 
1998 - 2005 - Monte Carlo Resort and Casino, Las Vegas, NV 
EVP / Media Strategy 
Media strategy, planning, buying, stewardship 
 
1996 – 1997 – Casino Niagara, Niagara Falls, Ontario, Canada 
VP / Media Director 
Grand opening media strategy, planning, buying, stewardship 
 
1994 - 1998 - MGM Grand Hotel Casino, Las Vegas, NV  
VP / Media Director 
Grand opening and sustaining media strategy, planning, buying, stewardship 
 
1994 -1999 - Incline Villlage Crystal Bay Visitors Bureau 
VP / Media Director 
Media strategy, planning, buying, stewardship 
 
1994 - 1999 - Reno Sparks Convention and Visitors Authority 
VP / Media Director 
 Media strategy, planning, buying, stewardship 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
University of California, Berkeley, Bachelor of Science / Mathematics, 1973 
University of California, Berkeley, Secondary Teachers Credential / Mathematics, 1974 
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2013 to present – Nevada Sesquicentennial Celebration 
VP/Public Relations 
As the public relations team for the Nevada Sesquicentennial, we developed an integrated 
campaign of media relations, social media and community outreach to create statewide 
awareness and buzz around the Nevada 150 campaign. Media tours with our northern and 
southern Nevada media partners has proven to be invaluable to our success through ongoing 
columns, features and the support of more than 400 statewide events. 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
University of Nevada, Reno 
Reynolds School of Journalism, Public Relations emphasis 
1982-1986 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
2003 – Community Contribution of the Year – Advertising Association of Northern Nevada 
2008 – Gold Spike Award for Community Excellence – PRSA, Silver State Chapter 
2013 – Woman of Achievement, Nevada Women’s Fund 
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Glenn Group 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Tiffany East  Key Personnel: 
(Yes/No) Yes 


Individual’s Title: VP of Public Relations 
# of Years in Classification: 29 # of Years with Firm: 7 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Tiffany East leads The Glenn Group’s award-winning public relations team. Throughout her more 
than 25-year career, Tiffany has developed and managed public affairs, media relations and 
community relations outreach programs in the business, energy, special events, environmental, 
real estate/development and governmental industries. She has collaborated with professionals 
representing diverse industries to develop strategic communications plans while managing 
communications teams, messaging, crisis communications and fostering community interest and 
awareness. Tiffany has worked with a variety of media outlets at the local, state and national 
levels developing various angles and story content. Most recently, she helped a client facilitate a 
presidential policy announcement at the Copper Mountain Solar field in Boulder City, Nevada. 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
PR Concepts, Reno, NV 
2000 - 2005 – Hot August Nights, Reno, NV 
Owner 
For five years, PR Concepts managed all of the public relations activities for Hot August Nights.  
At that time, Hot August Nights was one of northern Nevada’s largest special events and played 
host to more than 6,000 classic cars, thousands of participants and national and international 
media.  As the agency, we worked year-round for the event pitching and placing long-lead stories 
and responding to hundreds of media requests outside of event week.  The success of the event 
was measured on “heads in beds” and a $32 million economic impact was an indication of the 
overall success. 
 
The Glenn Group: 
2009 - 2010 – FireKeepers Casino, Battle Creek, MI 
VP/Public Relations 
The Glenn Group PR team helped launch FireKeepers Casino in 2009.  Working with the 
Nottawaseppi Huron Band of the Potawatomi, we managed media and community relations 
activities including: press visits, promotions, special events, food/beverage announcements, 
online press room, creating a comprehensive press kit and other initiatives during the final 
stages of construction through the opening.  
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2009 to present- Seminole Hard Rock Hotel & Casino Tampa, Tampa, FL 
VP/Account Management/Partner 
Account management and strategy, oversee photo shoots, television shoots, etc. 
 
2009 to present – Seminole Hard Rock Hotel & Casino Hollywood, Hollywood, FL 
VP/Account Management/Partner 
Account management and strategy, oversee photo shoots, television shoots, etc. 
 
2011 - 2012 - Buffalo Thunder Resort & Casino, Santa Fe, NM 
VP/Account Management/Partner 
Account management and strategy, oversaw day-to-day activities with client  
 
2012 - 2013 - Apache Hotel & Casino, Lawton, OK 
VP/Account Management/Partner 
Account management and strategy, oversaw day-to-day activities with client and hotel grand 
opening 
 
2012 to present - Silver Legacy Resort Casino, Reno, NV 
VP/Account Management/Partner 
Oversee account executives and strategic direction of campaigns 
 
2013 to present - Chicken Ranch Casino, Jamestown, CA 
VP/Account Management/Partner 
Oversee account executives and website production 
 
2013 to present - Stratosphere Resort and Casino, Las Vegas, NV 
VP/Account Management/Partner 
Oversee account executives and strategic direction of campaigns 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
University of Nevada, Reno 
Reno, NV 
Bachelor of Science Business Management 
June 2006 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
20 Under 40 Professional – Young Professionals Network and Reno Gazette-Journal – October 
2012 
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Glenn Group 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Kelly Glenn  Key Personnel: 
(Yes/No) Yes 


Individual’s Title: VP, Account Management, Partner 
# of Years in Classification: 13 # of Years with Firm: 9 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


Kelly leads the account management team for The Glenn Group, overseeing and helping guide 
numerous accounts as well as our proactive account management philosophy. Kelly began her 
career as an editorial coordinator for the Reno/Tahoe Visitor and soon joined The Glenn Group’s 
account management division. She uses her extensive experience to lead the strategic 
development of advertising campaigns and promotions for clients in many industries including 
gaming/hospitality, travel and healthcare. Kelly’s background also includes serving as a public 
relations student trainee while still in college for the Government Printing Office in Washington 
D.C., where she planned international media staging for the release of the 9/11 Commission 
Report.  


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
The Glenn Group: 
2006 to present - Grand Victoria Casino, Elgin, IL 
VP/Account Management/Partner 
Oversee account executives and strategic direction of campaigns 
 
2006 - 2012 - Grand Sierra Resort & Casino, Reno, NV 
VP/Account Management/Partner 
Account management and strategy, oversaw day-to-day activities with client including photo 
shoots, television shoots, etc. 
 
2007 - 2009 - River Rock Casino, Geyserville, CA 
VP/Account Management/Partner 
Account management and strategy, oversaw day-to-day activities with client including photo 
shoots, television shoots, etc. 
 
2007 to present - Feather Falls Casino, Oroville, CA 
VP/Account Management/Partner 
Account management and strategy, oversee photo shoots, television shoots, etc. 
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2008 - 2010 – Carnival Cruise Lines, Miami, FL 
Creative Director,  
Messaging Strategy, Creative Direction 
 
2009 - 2012 – Table Mountain Casino, Fresno, CA 
Creative Director, VP/Creative Director 
Messaging Strategy, Creative Direction 
 
2013 to Present – Stratosphere Resort and Casino, Las Vegas, NV 
VP/Creative Director 
Messaging Strategy, Creative Direction 
 
2012 - 2013 – Royal Caribbean Cruise Lines 
VP/Creative Director 
Messaging Strategy, Creative Direction 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
1992 – Associates Degree, Central Academy of Commercial Art, Cincinnati, OH 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
N/A 
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Glenn Group 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Michael Disbennett  Key Personnel: 
(Yes/No) Yes 


Individual’s Title: VP/ Creative  
# of Years in Classification: 22 # of Years with Firm: 17 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Having begun his advertising career in the great city of Chicago at Frankel (now Arc Worldwide), 
“Mike D” worked for more than five years on meaty accounts including McDonald’s, Target, Kraft 
and Oldsmobile. In 1997, he moved to DRGM (now The Glenn Group) in Las Vegas as an art 
director. Mike now manages our Las Vegas creative department as VP/Creative Director and has 
worked on and led the creative direction of numerous tourism and hospitality accounts, from the 
NCOT to Mandalay Bay, THEhotel, Monte Carlo, Stratosphere, Hard Rock International, Seminole 
Hard Rock, Carnival Cruise Lines, Royal Caribbean Cruise Lines, The Mob Museum and 
numerous casino resorts around the country.  
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
The Glenn Group: 
2003 - 2009 – Nevada Commission on Tourism 
Art Director/Associate Creative Director 
Strategic Messaging and Creative Ideation/Implementation 
 
2000 - 2008 – Mandalay Bay Resort & Casino 
Art Director, Associate Creative Director 
Messaging Strategy, Creative Ideation/Implementation 
 
2012 - 2014 – Grand Victoria Casino, Elgin, IL 
VP/Creative Director 
Messaging Strategy, Creative Direction 
 
2008 - 2012 – Buffalo Thunder Casino, Santa Fe, NM 
Creative Director, VP/Creative Director 
Messaging Strategy, Creative Direction 
 
2009 - 2012 – Seminole Hard Rock, Hollywood and Tampa Bay, FL 
Creative Director, VP/Creative Director 
Messaging Strategy, Creative Direction 
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2009 - 2012 – Hard Rock Casinos, Hollywood & Tampa Bay, Florida 
Creative Director & Copywriter 
Concepts and copywriting for a number of campaigns for Hard Rock Casino properties in Florida. 
Primarily concepts for brand television advertising. 
 
2008 - present – Reno Air Races 
Creative Director & Copywriter 
Creative concept development, copywriting and creative direction for Reno Air Races print and 
television campaigns. 
 
2012 - present – Wolf Creek Golf Course, Mesquite, NV   
Creative Director & Copywriter 
Creative concept development, copywriting and creative direction for print and digital campaigns. 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
Washington College, Chestertown, Maryland, BA in History 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
Number of local, regional and national ADDY awards since 2006 
Gaming Voice Awards from the American Gaming Association 
Work featured in Communication Arts, Print and HOW magazines (2007/2008) 
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Glenn Group 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Brett Rhyne Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Creative Director 
# of Years in Classification: 15 # of Years with Firm: 7 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Copywriter and creative director with 15 years of advertising experience in a number of business 
categories. Brett has created award-winning campaigns for a number of clients across a variety 
of media, including traditional TV, print and radio to digital and social. He has worked in-house 
for companies in the automotive and casino industries before moving to the agency side seven 
and a half years ago. 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
2005 - 2007 - Peppermill Hotel Casino, Reno  
In-house Copywriter, PR, Producer 
Served in several roles at a major hotel/casino property in Reno. As PR lead, worked closely with 
RSCVA on tourism initiatives, organizing FAM tours, fielding interviews; as copywriter and 
producer, conceptualized, wrote and produced a number of campaigns and video projects. 
 
The Glenn Group: 
2007 - 2008 – Nevada Commission on Tourism 
Senior Copywriter 
Wrote copy and concepts for print and digital campaigns for NCOT, particularly for the Division 
of Museums. 
 
2012 - present – Silver Legacy Resort & Casino, Reno 
Creative Director & Copywriter 
Provided integrated campaign concepts for major property rebranding efforts. Served as CD on 
those projects, overseeing all aspects of concept creation, presentation, and campaign 
production. 
 
2012 - present – Stratosphere Resort, Casino & Tower, Las Vegas 
Creative Director & Copywriter 
Provided creative concepting, integrated rebranding campaign of Las Vegas Strip property. 
Concepts included ideas for a number of mediums both traditional and non-traditional. 
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The Glenn Group  
2008 - 2012 – Buffalo Thunder 
Concept of advertising campaigns, overseeing brand and brand look, design of   
logos/print/collateral/Web, production and production management 
 
The Glenn Group  
2012 - 2014 – Silver Legacy 
Concept of advertising campaigns, photo shoot direction, TV shoot direction, logo development, 
design of print/collateral/web, creating brand guidelines, photo tracking, production and  
production management 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
1991-1993, Art Institute of Seattle, Seattle, Washington, Associate of Arts (visual 
communications) 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
1999, Addy Awards, Las Vegas, Gold Addy & National Addy for Summerlin Birth Place Invitation 
2001, Neenah Paper, Silver Medal, Western Regional Winner 
2006, Addy Awards, Reno, Best of Show for Nevada Commission on Tourism Campaign 
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Glenn Group 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Amy Lockhart Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Associate Creative Director  
# of Years in Classification: 15 # of Years with Firm: 12 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
A graduate of the Art Institute of Seattle, Amy is an overachieving perfectionist who pays close 
attention to every detail. Totally committed to crafting her work, her devotion has paid off in many 
local, regional and national creative awards. Amy’s combination of conceptual ability, artistic flair 
and in-depth production know-how often make a huge difference whether she’s creating a 
national TV campaign…or a button. Amy’s extensive account experience includes work for 
Nevada Commission on Tourism, Grand Victoria Casino, Mandalay Bay Resort and Casino, Grand 
Sierra Resort, Buffalo Thunder Resort & Casino, Feather Falls Casino, Circus Circus Casino, 
Seminole Hard Rock Hotel & Casino, Silver Legacy Casino, IGT, Food Bank of Northern Nevada, 
University of Nevada Reno, Boys & Girls Club, Montrêux Golf and Country Club, the Reno-Tahoe 
Open, Reno Philharmonic, Nevada Museum of Art, The Mob Museum, Nevada Ballet Theatre, the 
Reno Air Races, Employers Insurance, Royal Caribbean and Renown Health. 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
DRGM/The Glenn Group:  
2003 - 2009 – Nevada Commission on Tourism 
Concept of advertising campaigns, overseeing brand and brand look, photo shoot direction, TV 
shoot direction, logo development, design of print/collateral/Web, creating brand guidelines, 
photo tracking, production and production management 
 
2002 - 2014 – Grand Victoria Casino 
Concept of advertising campaigns, overseeing brand and brand look, photo shoot direction, TV 
shoot direction, logo development, design of print/collateral/Web, creating brand guidelines, 
photo tracking, production and production management 
 
The Glenn Group: 
2006 - 2009 – Grand Sierra Resort 
Concept of advertising campaigns, overseeing brand and brand look, photo shoot direction, logo 
development, design of print/collateral/Web, creating brand guidelines, production and 
production management 
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2013 to present – Stratosphere Resort and Casino, Las Vegas, NV 
Director of Motion Design – The Glenn Group 
Design, animation and editing production for advertising campaigns. 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
Associates Degree in Multimedia Design from the Art Institute of Colorado, 2003 
Graduated with “par excellence” (best portfolio)  
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
Chun has contributed to many awards won by the Glenn Group including several Addy’s for 
broadcast advertising and promotions.  Individually Chun was awarded a Certificate of Senatorial 
Recognition by Senator Dean Heller for his help in launching a new business division of The 
Glenn Group, G-Motion. 
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Glenn Group 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Chun Lim Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Director of Motion Design 
# of Years in Classification: 8 # of Years with Firm: 3 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Chun came to The Glenn Group with more than 8 years of digital design, animation and motion 
graphics experience and now heads our motion design department, which creates dynamic 
motion content for television, the web and environmental digital displays.  Prior to working for 
The Glenn Group, Chun created thousands of animated ads as well as produced broadcast 
graphics packages, network brand identification, commercial animation and visual effects for 
notable clients such as TNT, Food Network, Discovery Channel, Charter Communications, Nestle, 
Suzuki, Motorola, Honda, Apple, MGM Studios, Sears and Paramount Pictures, to name a few.     
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
2011 - 2012 – The Mob Exhibit, Las Vegas, NV 
Senior Art Director – DAV Productions 
Design, animation and editing production attraction content. 
 
2012 to present – The Mob Museum, Las Vegas, NV 
Director of Motion Design – The Glenn Group 
Design, animation and editing production for advertising campaigns. 
 
2012 to present – The Smith Center, Las Vegas, NV 
Director of Motion Design – The Glenn Group 
Design, animation and editing production for advertising campaigns. 
 
2012 to present – Seminole Hard Rock Hotel & Casino Tampa, Tampa, FL 
Director of Motion Design – The Glenn Group 
Design, animation and editing production for advertising campaigns. 
 
2012 to present – Seminole Hard Rock Hotel & Casino Hollywood, Hollywood, FL 
Director of Motion Design – The Glenn Group 
Design, animation and editing production for advertising campaigns. 
 
2012 to present – Silver Legacy Resort Casino, Reno, NV 
Director of Motion Design – The Glenn Group 
Design, animation and editing production for advertising campaigns. 
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EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
Weber State College, Ogden, Utah – Classes in Merchandising and Design with supporting 
classes in Business and Finance, 1966 & 1967  
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
N/A 


Revised:  09-25-13 Resume Form Page 1 of 2 


PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Glenn Group 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Jan Johnson Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Print Production Director  
# of Years in Classification: 30 # of Years with Firm: 16 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Jan has the vitally important task of overseeing the many jobs that route through The Glenn 
Group’s creative department. She works closely with suppliers to stay up-to-date on new 
technologies available in order to use the most cost-effective methods and ensure that budgets 
and deadlines are met. Jan’s diverse background includes extensive work in the pre-press print 
production department of a film separation company. She is a current member of the Sierra 
Graphics Network and is a past member of the International Association of Printing House 
Craftsmen (IAPHC) and AIGA. While a member of IAPHC, Jan held a variety of positions including 
president, board member, education and scholarship chair, 1st and 2nd vice president and 
various function committee chairs for the Sierra Nevada Chapter. Jan has been working in the 
print production industry for nearly 30 years.  
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
TBC (Trahan Burden and Charles, Reno): 
1997 - 1998 – LTVA (Lake Tahoe Visitors Authority) 
Production Manager 
Production of ads and collateral materials to promote the area.  
 
The Glenn Group/Rose/Glenn: 
1998 - 2011 – Reno/Tahoe Visitor 
Production Manager 
Handled all print aspects for this annual publication. It is distributed to hotel rooms as an 
informational book to promote the region and culture of northern Nevada.  
 
1999 - 2002 – RSCVA (Reno Sparks Convention and Visitor Authority) 
Production Manager 
Production of print ads, collateral, promotional materials, outdoor and TV/Radio.    
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2011 – 2013 – The Mob Museum, Las Vegas 
Media Strategy, Planning and Buying 
 
2013 to Present – Stratosphere Resort and Casino, Las Vegas 
Media Director 
Database Analysis, Media Strategy 
 
2013 to Present – Silver Legacy Resort and Casino, Reno 
Media Director 
Database Analysis, Media Strategy, Planning and Buying 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
Bachelor of Arts degree in Journalism with a specialty in Advertising from the University of 
Nevada, Reno, 1994 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
Woman of Achievement, Nevada Women’s Fund, 2012 
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Glenn Group 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Jennifer Hill Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Media Director 
# of Years in Classification: 20 # of Years with Firm: 3 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Jennifer Hill began her career with The Glenn Group as an intern more than 20 years ago. She 
ventured off to gain a variety of advertising experience, but recently found her way home, re-
joining our team as media director. Jennifer’s experience involves a six year stint with Harrah’s 
Entertainment Corporate as their Media Supervisor, and most recently with the Reno Gazette-
Journal as Marketing Communication Specialist. With The Glenn Group, she oversees the 
agency’s media plans for clients such as Renown Medical Center (Reno), Silver Legacy (Reno) 
and Reno Air Racing Association. Jennifer is also responsible for planning, negotiating and 
placing media at local, regional and national levels.   
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
DRGM Advertising: 
1994 – 1998 – Reno Sparks Convention and Visitors Authority 
Account Coordination 
 
Trahan Burden & Charles Advertising: 
1999 – 2003 – Harrah’s Phoenix Ak-Chin, Harrah’s Topeka, Harrah’s Reno, Harrah’s Lake Tahoe 
Account Supervisor 
Account Strategy and Management 
 
Harrah’s Entertainment: 
2003  – 2009 – Harrah’s Reno, Harrah’s Lake Tahoe, Harveys Lake Tahoe 
Media Supervisor 
Media Planning and Buying 
 
The Glenn Group: 
2011 – 2012 – Grand Sierra Resort, Reno 
Media Director 
Media Planning and Buying 
 
2011 – 2012 – Buffalo Thunder Casino, Santa Fe, NM 
Media Director 
Media Strategy, Planning and Buying 
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EDUCATION 


Information required should include: institution name, city, state,  
degree and/or Achievement and date completed/received. 


 
San Francisco State University, San Francisco, California. 2000-2002 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
2013 Hack4Reno Hackathon: Rapid App Development – 1st Place Winner  
2013 Gold Addy Award – Good [ For Goodness Sake ] campaign 
2014 Gold Addy Award – Grow It Back Dad campaign 
2014 Gold Addy Award – The Next Big Find is Mine Microsite  
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Glenn Group 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Tom Duffy Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Director of Digital / Creative Technologies 
# of Years in Classification: 10 # of Years with Firm: 2 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
A Silicon Valley native, Tom has been honing his digital chops since he wrote his first piece of 
software at age nine. Since then he has started his own print and design company (at age 13); 
edited an award-winning short film; worked in the printing industry as a press operator; started 
tech support, web design and web hosting companies; and been a writer and artist for a web-
based comic called Utopia Theory. But computers and code are what he’s passionate about. As a 
developer Tom brings substantial experience working in a number of software languages 
including PHP, JavaScript, jQuery, and .NET, as well as several CMS platforms. Tom’s also an 
avid gardener and fly-fisherman, so if you ask him nicely you might get the download on the best 
spots to hook a trout and how to grow a truly killer tomato. 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
2013 to Present – High Society Web App – The Glenn Group 
Lead Developer 
High Society is a web-based social listening tool tailored to tourism, travel, and lodging 
organizations. The application is still in development  
 
2013 to 2014 – Stratosphere, Las Vegas 
Director of Digital / Creative Technologies 
Microsite development, digital campaign development 
 
2012 to Present – Silver Legacy Hotel & Casino, Reno 
Director of Digital / Creative Technologies 
Digital campaign development, microsite development, digital and social strategy 
 
2012 to Present – Reno Air Races, Stead, NV 
Director of Digital / Creative Technologies 
Web updates and maintenance, development of their new website 
 
2012 to Present – Feather Falls Casino 
Director of Digital / Creative Technologies / Digital Developer 
Web development, drupal maintenance 
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Social Office Suite: 
2011 – Present - Riviera Hotel & Casino - Las Vegas 
Director of Operations 
Messaging & Brand Monitoring Strategy Collaboration, Social Media Implementation 
 
2013 – 2014 - El Cortez Hotel & Casino - Las Vegas 
Director of Operations 
Messaging & Brand Monitoring Strategy Collaboration, Social Media Implementation 
 
2010 to 2014 - Stations Casinos – Las Vegas 
Director of Operations 
Messaging & Brand Monitoring Strategy, Social Office Suite Training & Implementation 
 
2011 to 2014 - Hard Rock Hotel & Casino - Las Vegas 
Director of Operations 
Messaging & Brand Monitoring Strategy, Social Office Suite Training & Implementation 
 
2014 - Brooklyn Bowl - Las Vegas 
Director of Operations 
Messaging & Brand Monitoring Strategy, Social Media Implementation, Social Office Suite 
Training  
 
2012 – 2014 - Flagship Cruises & Events - San Diego, California 
Director of Operations 
Messaging & Brand Monitoring Strategy, Social Media Implementation, Social Office Suite 
Training  
 
2011 – 2014 - Capriotti’s Sandwiches - Las Vegas 
Director of Operations 
Messaging & Brand Monitoring Strategy, Social Media Implementation, Social Office Suite 
Training  
 
2012 - Wynn Las Vegas Resort - Las Vegas 
Director of Operations 
Messaging & Brand Monitoring Strategy, Social Office Suite Training & Implementation 
 
2012 - Venetian Resort Hotel Casino - Las Vegas 
Director of Operations 
Messaging & Brand Monitoring Strategy, Social Office Suite Training & Implementation 
 
2013 - Downtown Grand Hotel & Casino - Las Vegas 
Director of Operations 
Messaging & Brand Monitoring Strategy, Social Media Implementation for Casino Opening  
 
2011 – 2013 - Palms Hotel & Casino - Las Vegas 
Director of Operations 
Messaging & Brand Monitoring Strategy, Social Media Implementation, Social Office Suite 
Training  
 
2010 – 2014 - Hard Rock Hotel - San Diego 
Director of Operations 
Messaging & Brand Monitoring Strategy, Social Media Implementation, Social Office Suite 
Training  
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Glenn Group 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: x Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: William Crozer Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Social Media Director 
# of Years in Classification: 4 # of Years with Firm: 6 Mo. 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
William first began working in the Nevada tourism industry at the Desert Inn Hotel & Casino while 
a student at the University of Nevada, Las Vegas’ College of Hotel Administration. After 
graduation from UNLV and a food and beverage career that included opening the Palms Hotel & 
Casino with the N9NE Group, opening the Palazzo Hotel & Casino with the B&B Hospitality 
Group, and working with “celebrity chefs” Charlie Palmer and Hubert Keller, William transitioned 
to a career focusing on emerging marketing channels. As owner of Fast Track Moving Media, he 
led the innovative implementation of guerilla mobile marketing campaigns for Dunkin Donuts, 
Nevada State College and Fresh ‘n Easy Markets. As social media began to emerge as an 
influential communication medium, William first began working with IMG to establish college 
athletics first real-time “Twittercast” for UNLV Football and Basketball games. William used his 
experience in implementing effective social media campaigns to become a key member of the 
development team for Social Office Suite, a software tool for businesses to publish social media 
content and to manage their brand in real time. As Director of Operations, William led strategic 
and inventive collaborations with social media teams at most Las Vegas resorts as well as 
regional, national and international retailers such as Capriotti’s Sandwiches, Meineke Car Care 
and NordicTrack.  
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
The Glenn Group: 
2014 – Present - Stratosphere Hotel & Casino - Las Vegas 
Social Media Director 
Messaging & Brand Monitoring Strategy, Social Media Implementation, Social Office Suite 
Training  
 
2014 – Present - Silver Legacy Hotel & Casino - Reno 
Social Media Director 
Messaging & Brand Monitoring Strategy, Social Media Implementation, Social Office Suite 
Training  
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Glenn Group 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Nicole Carlsen Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Account Executive Public Relations 
# of Years in Classification: 6 years # of Years with Firm: 9 mos 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Nicole began her career working with real estate development and tourism clients and soon 
realized she wanted to know more about how the digital world could benefit her clients. After 
working in the industry for a few years, she decided to go back to school in 2011 and received 
her M.A. in interactive journalism from the University of Nevada, Reno. During that time she was 
introduced to the innovative team at The Glenn Group. Nicole brings expertise in social media, 
community outreach, marketing, content strategy and digital strategy to The Glenn Group’s 
public relations team. She has more than 6 years experience in public relations working with 
clients in not-for-profit, business, healthcare, energy, special events, real estate/development and 
tourism industries. 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
The Glenn Group: 
May 2014 to Present – Nevada Sesquicentennial Celebration 
Public Relations Account Executive 
During Nevada’s year-long Sesquicentennial celebration I have provided integrated planning 
including event planning and execution, and media and community relations. By executive order 
from Gov. Brian Sandoval, when finished, the celebration will have included more than 400 
events, community engagement and a large amount of media coverage. This event created 
excitement both within our great state amongst Nevadans as well as provided tourists events and 
awareness about the entire state.  
 
Streamline Communications, Truckee CA: 
2010 - 2011 – Homewood Resort, Homewood, CA 
Communications Associate & Account Manager 
Homewood Resort, owned by JMA Ventures, proposed a new master plan for the property. At 
Streamline, I created community relations collateral, planning and communication materials to 
bring awareness to the project. We were able to get the Tahoe Regional Planning Agency to 
approve the master plan. The plan will help update Homewood Resort to be a great escape for 
those looking for a modern ski experience right on Lake Tahoe.  
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EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
1995 – BS in Hotel Administration - University of Nevada - Las Vegas 
2000 – AOS in Culinary Arts - Culinary Institute of America - Hyde Park, New York 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
N/A 
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Glenn Group 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Dennis Wanbaugh Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Senior Art Director 
# of Years in Classification: 12 # of Years with Firm: 10 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Dennis may be the silent type but his creative ideas and designs always have the volume cranked 
up to 11. A smart, innovative (and largely self-taught) art director and web designer, Dennis is 
known for pushing the limits of design, creating work that’s edgy but totally on brand. Dennis’ 
skills run the gamut from old school to new; throughout the day he moves easily from working on 
traditional print and publication design and TV and photo shoots to working with Flash animation 
and other cutting edge interactive design platforms. After working for a few start-ups and a dot-
com, Dennis found his niche in the creative department at The Glenn Group, where he’s worked 
on award-winning campaigns for gaming clients such as Grand Victoria Casino, Buffalo Thunder 
Resort and Casino, Feather Falls Casino, and Table Mountain Casino. 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
The Glenn Group: 
2003 - 2006 – Nevada Commission on Tourism 
Art Director 
Design/brand/production 
  


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
N/A 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
N/A 
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2009 - 2011 – Boulder Bay, Crystal Bay, NV 
Communications Associate & Account Manager 
While working at Streamline, I developed and implemented a community awareness campaign, 
created collateral, managed media and assisted with presentations and community meetings for 
Boulder Bay, a large scale eco-friendly redevelopment project slated to replace the Tahoe 
Biltmore Lodge & Casino. In 2011 the Tahoe Regional Planning Agency voted to approve the 
project.  
 
Switchback PR + Marketing, Truckee, CA: 
August 2008 - November 2008 – Downtown Truckee Wine, Walk & Shop 
Public Relations Intern 
While an intern at Switchback, I worked on the Downtown Truckee Wine, Walk & Shop to bring 
vendors, sponsors and the community together to enjoy this annual event. This included media 
relations, event planning and day-of management. The event brings nearly 1,000 locals and 
tourists to historic downtown Truckee to sip wine, taste the local fare and enjoy shopping.  
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
University of Nevada, Reno 
Reno, NV 
M.A. Interactive Journalism 
December 2012 
 
University of Nevada, Reno 
Reno, NV 
B.A. Journalism: Public Relations and Speech Communication 
December 2008 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
N/A 
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Present – KSL Resorts, Account Lead at i.d.e.a. – ongoing 
Work with destinations across US to encourage visits utilizing such marketing tools as 
traditional advertising, digital advertising, public relations and social media 


Present  – Seaport Village, Account Lead at i.d.e.a. – ongoing 
Work with San Diego’s #4 tourist destination to encourage visits from visitors regionally, 
nationally and internationally utilizing such marketing tools as traditional advertising, 
digital advertising, public relations and social media 


Present – Harrah’s Southern California Resort, Account Lead at i.d.e.a. – ongoing 
Work to encourage visits from visitors locally, regionally, and nationally utilizing such 
marketing tools as traditional advertising, digital advertising, public relations and social 
media 


1995-Present – Various destination and hospitality brands including San Diego Zoo, Seaport 
Village, Del Mar Racetrack, State of California Racing Association, Old Town San Diego State 
Park, Hilton, Marriott, Hard Rock, Hyatt, Kimpton, W and Westin, Account Lead 


Work on various marketing programs to support visits and travel to these destinations 
with visitors from drive markets within California and the Western United States as well as 
long distance visitors from across the US, Canada, Mexico and in specific overseas target 
markets 


 
EDUCATION 


Information required should include: institution name, city, state,  
degree and/or Achievement and date completed/received. 


 
University of California, Berkeley; BA in Mass Communications 1985 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
More than 50 awards since 2012 including: 
 
Silver Medal for Outstanding Contribution to the Field of Advertising, American Advertising 
Federation, 2014 
 
Best Use of Broadcast/Video Content (National), PR Week, 2014 
 
Best Places to Work, San Diego Business Journal, 2014 
 
Best Use of Video in a Digital/Social Format (National), Bulldog Reporter, 2014 
 
Best YouTube Video or Channel (National), PR News, 2014 
 
Best Social Media Program (National), PR Daily, 2013 
 
Best Non-Profit Video, (International) Telly Awards, 2013 
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Glenn Group 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor:  Subcontractor: X 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Jonathan Bailey Key Personnel: 
(Yes/No) Y 


Individual’s Title: i.d.e.a., Founder/Chief Relationships Officer 
# of Years in Classification: 20 # of Years with Firm: 2.5 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Jonathan Bailey has nearly 30 years of direct experience in the marketing communications 
industry, and it began with emptying wastebaskets. That’s how badly he wanted to break into the 
agency business. 
 
Starting as an intern at a boutique San Francisco agency, Jon has served on both client and 
agency sides, working his way up to CEO of Bailey Gardiner, one of San Diego’s leading 
integrated agencies.  
 
Now at i.d.e.a., Jon’s leadership is sought after by brands looking for insight, strategy, direction 
and just plain truth. He leads the Relationships Team at i.d.e.a., which focuses the firm’s attention 
on our brand and community partners - present, past and future. 
 
Jon brings to brands an unusual integrated perspective earned by working in both the Public 
Relations and Advertising disciplines. As an early pioneer in integration, Jon sees clarity in 
breaking down barriers between marketing functions, and instead focuses on how one strategic 
brand idea can succeed across multiple platforms.  
 
Jon is Co-Chairman of the Board of San Diego AdClub, chairs the marketing committee on the 
Board of LEAD San Diego, and is past president of the Public Relations Society of America, San 
Diego Chapter. He is Incoming Chair of the International Board of Governors for TAAN Global 
Agency Network, and is also a board member of Walden Family Services and the Balboa Park 
Trust, a program of the San Diego Foundation. Jon regularly speaks on integrated marketing at a 
variety of industry events nationwide, and is a past guest instructor at the University of California 
San Diego, San Diego State University and University of San Diego.  
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Present – City of San Diego Commission for Arts & Culture, Incoming Commissioner, four-year 
term 


Work with San Diego Tourism Authority to determine public art decisions for City, promote 
cultural tourism and consider funding requests for arts and culture programs 
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EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
Saint Louis University – St. Louis, MO –  B.A.; Mass Communications 1996 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Glenn Group 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor:  Subcontractor: X 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Julie Messing-Paea Key Personnel: 
(Yes/No) Y 


Individual’s Title: i.d.e.a., VP Reputation 
# of Years in Classification: 15 # of Years with Firm: 1 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Julie Messing-Paea attended St. Louis University in St. Louis, Missouri where she studied Mass 
Communications. While in school, she developed a passion for media and public relations. After 
a brief stint on-camera, she moved behind-the-scenes where she spearheaded media events, 
program development and strategic partnerships for both local and national television. Messing-
Paea has more than 15+ years of multi-media experience and a solid track record of delivering 
results. Prior to joining i.d.e.a., she served as Public Relations Director for Santa Monica-based, 
Advanstar Communications, Inc. and for the global Hustler brand, where she served not only as 
Flynt’s personal publicist but was also responsible for the overall image of the multi-million 
dollar privately-held company and its brands. Messing-Paea has been an independent publicist 
with a broad range of clients including Radio Disney, FOX Sports, E! Entertainment Equinox 
Fitness, Vidicom Media and many others. She spent five years at CBS Television, as their 
Director of Marketing and Promotion in New York City and at Fox Television/ Raycom Media 
where she developed cross-promotional public and community relations initiatives.   
 
Messing-Paea is a member of the Public Relations Society of America, Broadcasting and 
Advertising Club and the International Radio and Television Society as well as Alliance for 
Women in Media and Television and PROMAX/ BDA 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Present – KSL Resorts, PR Account Lead at i.d.e.a. – ongoing 


Work with destinations across US to encourage visits utilizing local, regional, national and 
international media relationships to garner secured placements in earned media 


Present – Seaport Village, PR Account Lead at i.d.e.a. – ongoing 
Work with San Diego’s #4 tourist destination to encourage visits from visitors regionally, 
nationally and internationally utilizing local, regional, national and international media 
relationships to garner secured placements in earned media 


Present – Harrah’s Southern California Resort, PR Account Lead at i.d.e.a. – ongoing 
Work to encourage visits from visitors locally, regionally, and nationally utilizing local, 
regional, national and international media relationships to garner secured placements in 
earned media 
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for all major sports leagues. PR placements achieved on behalf of Levy Restaurants include the 
Today Show, Fox & Friends, CNBC, CNN, New York Times, Wall Street Journal, Food & Wine, 
USA Today (travel), Los Angeles Times and more.  
 
Great White Adventures (2004-2005, Bay Area): As a senior account executive, Lauren managed 
public relations for Great White Adventures, a shark diving adventure travel company. While 
under her management, the company received travel press covering in the LA Times, Boston 
Globe, Los Angeles Daily News, Stuff Magazine, Fox News “O’Reilly Factor,” and more.  
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
Lauren graduated from the University of California, San Diego with a Bachelor of Arts in 
Communications and also studied abroad in Madrid, Spain.  
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Glenn Group 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor:  Subcontractor: X 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Lauren Fimbres Wood Key Personnel: 
(Yes/No) Yes 


Individual’s Title: i.d.e.a., Director, Reputation 
# of Years in Classification: 13 # of Years with Firm: 1 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Lauren Fimbres Wood comes to i.d.e.a. after spending eight years managing the PR division at 
TeamWorks Media in Chicago.  While there, she developed and executed award-winning PR 
campaigns for clients such as the Bank of America Chicago Marathon, Levy Restaurants, Crown 
Imports (Corona, Pacifico, St. Pauli Girl) and the video game Big Buck Hunter. Her media 
relations efforts and big picture thinking resulted in placements with NBC’s “Today,” CNN, New 
York Times, Wall Street Journal, E!’s “Chelsea Lately,” ESPN the Magazine and more. She has 
also supported PR for high-profile events including the Super Bowl, Kentucky Derby, U.S. Open, 
MLB All-Star Game and Grammy Awards.  
 
Before her move to the Windy City, Lauren worked at a boutique public relations agency in San 
Diego. She managed PR campaigns for hospitality, lifestyle and action sports clients including 
ArtWalk San Diego, a shark-diving travel business and DC Shoes, Inc.  
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Hotel del Coronado (May 2014-Present, San Diego): As director of public relations, Lauren 
oversees the i.d.e.a. team working on the iconic Hotel del Coronado. She ensures strategic 
outreach is done to reach The Del’s specific marketing goals. Since working with the Hotel del 
Coronado in May 2014, targeted PR placements have already landed in the Wall Street Journal, 
Sunset Magazine, Los Angeles Times, NBCNews.com and more.  
 
Seaport Village (2013-Present, San Diego): As director of public relations at i.d.e.a., Lauren 
currently manages PR for San Diego’s Seaport Village, waterfront shopping, dining and 
entertainment destination. Lauren oversees publicity for Seaport Village’s annual events – the 
Spring Busker Festival, Surfin’ Santa’s Arrival, and the Fall-focused Halloween Bash. These 
events were created by i.d.e.a. and received significant press coverage in the past year in USA 
Today, Los Angeles Times, Buzzfeed, The Weather Channel, U-T San Diego, and more.  
 
Levy Restaurants (2006-2011, Chicago): As both an account supervisor and director of public 
relations, Lauren managed public relations for Levy Restaurants, the restaurant company that 
caters major sports and entertainment venues around the country.  This entailed garnering press 
coverage with food and beverage reporters, including travel writers, around events including the 
Super Bowl, Grammy Awards, US Open (in New York), MLB and NBA All-Star Games and playoffs 
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the film Dolphin Tale) and Museum of Fine Arts to promote exhibitions including the “Warhol: Art. 
Fame. Mortality.” and the upcoming “Picasso / Dali, Dali / Picasso” exhibitions both at The Dali 
Museum. Evergreen pitch angles included the craft beer trail in St. Pete, St. Pete/Clearwater as an 
up-and-coming filming destination; multigenerational travel highlights of the area; LGBT 
initiatives including St. Pete Pride, which has the largest parade in all of Florida; Tarpon Springs, 
which houses the largest population of Greek-Americans living in the United States, and more. 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
University of Delaware 2010, Newark, DE 
B.A. Communications; Minor: Journalism 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Glenn Group 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor:  Subcontractor: X 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Bryan Hansen Key Personnel: 
(Yes/No) Y 


Individual’s Title: i.d.e.a., Reputation Manager 
# of Years in Classification: 4 # of Years with Firm: 1 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Bryan Hansen started his career in New York City at Rubenstein Communications, Inc. working 
on a myriad of high-profile and event-oriented tourism, entertainment, cultural and sports 
accounts including NYC & Company, the official marketing, tourism and partnership organization 
for the City of New York, the Tribeca Film Festival, Intrepid Sea, Air & Space Museum, South 
Street Seaport Museum, the New York City Marathon and more.  
 
After two-and-a-half years, Bryan made a transition to Nancy J. Friedman Public Relations 
(NJFPR), a full-service agency specializing in the travel, hospitality, and lifestyle industries. Here 
Bryan refined his media relations and pitching abilities, serving as the main client contact and 
managing proactive and reactive day-to-day press activities for clients including Visit St. 
Petersburg/Clearwater, Sheraton Hotels & Resorts Worldwide, Waldorf Astoria Chicago, The Jade 
Hotel and THE OUT NYC. Bryan also actively participated in an audit of the agency’s social media 
pages, contributing heavily to the planning and execution of new strategies on Twitter, Facebook 
and Instagram. 
 
Lured by the warm weather of San Diego, amazing corporate culture and rapidly growing lifestyle 
PR department at i.d.e.a., Bryan moved to San Diego in June of 2014 to experience life on the 
west coast. He currently oversees all account activity for the iconic Hotel del Coronado and has 
secured multiple broadcast, print and online placements at international, national, regional and 
local outlets on behalf of the client. As a result of his work on The Dali Museum while working 
with St. Pete/Clearwater, Bryan also contributes to the publicity efforts for the San Diego Museum 
of Art with a focus on travel publications. 
 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Bryan Hansen served as an Account Executive at NJFPR on the Visit St. Petersburg/Clearwater, 
Florida account for one-and-a-half years. In addition to pitching the 25-mile stretch of powder 
white sand that are consistently rated some of the top beaches in the country, he worked closely 
with the marketing departments of multiple hotels in the area including Loews Don CeSar Hotel, 
The Sandpearl Resort, Guy Harvey Outpost a Tradewinds Resort, and more to earn top-tier media 
attention in key fly-to markets. Additionally, Bryan worked with the cultural institutions in the 
area including The Dali Museum, Clearwater Marine Aquarium (home of Winter the Dolphin from 
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EDUCATION 


Information required should include: institution name, city, state,  
degree and/or Achievement and date completed/received. 


 
Bachelor of Arts, ’99, University of Arizona 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
N/A 
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Glenn Group 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor:  Subcontractor: X 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Colin Baugh Key Personnel: 
(Yes/No) Y 


Individual’s Title: i.d.e.a., Publicist 
# of Years in Classification: 10 # of Years with Firm: 1 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Colin Baugh brings more than ten years of experience as a public relations professional in travel, 
hospitality, food and beverage, and consumer product spaces. This experience has led to the 
development of relationships with top-level national media including GQ, Playboy, Playboy.com, 
CNBC, Maxim, Maxim.com, Esquire, Condé Nast Traveler, Travel & Leisure, Food & Wine, Saveur, 
and more. 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Louisiana Office of Tourism (Media Relations Subcontractor through Deveney Communication, 
New Orleans, Jun. 2010-Dec. 2010) – Led national media outreach on behalf of the Louisiana 
Office of Tourism in the wake of the BP Oil Spill in the Gulf of Mexico, which yielded coverage 
from MSNBC, the Today Show, The Atlantic, Saveur, Huffington Post, CNN.com, Los Angeles 
Times, Fodor’s and more.  
 
The Most Perfect View (Media Relations Subcontractor through Abelow PR, New York, Oct. 2011-
Apr. 2012) – Led national media outreach for the launch of The Most Perfect View, a collection of 
luxury hotels worldwide, which enables customers to instantly book rooms featuring only the 
most iconic and beautiful views on the planet. Notable coverage included USA Today, Dallas 
Morning News, Fox News Latino, Huffington Post, Thrillist (National), UrbanDaddy (National). 
 
SpaFinder’s Wellness Week (Media Relations Subcontractor through PKPR, New York, Feb-Mar. 
2011, 2012, 2013) – Led West Coast media outreach and assisted on national media outreach for 
Wellness Week, a one-week annual event during which spas, wellness facilities, gyms, and 
salons offer select services for $50 or 50% off. Coverage included Travel & Leisure, Arizona 
Republic, Orange County Register, Denver Post, 5280 Magazine, Denver Life Magazine, Las 
Vegas Review-Journal, WHERE LA, KTLA-TV (CW, Los Angles), KCAL-TV (CBS, Los Angeles), 
KTTV-TV (FOX, Los Angeles), KCPQ-TV (Fox, Seattle), KDVR-TV (Fox, Denver), KUSA-TV (NBC, 
Denver), KPHO-TV (CBS, Phoenix), Univision (San Diego), KSAZ (FOX, Phoenix). 
 
Spire.com (Media Relations Subcontractor through Abelow PR, New York, Jun. 2011-Aug. 2011) – 
Contributed to a team to launch flash-sale travel site, Spire.com, securing coverage in outlets 
including USA Today, Los Angeles Times, Boston Herald, Chicago Tribune, Orlando Sun Sentinel 
and SmarterTravel.com. 
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Glenn Group 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor:  Subcontractor: X 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Stephanie Garcia Key Personnel: 
(Yes/No) Yes 


Individual’s Title: i.d.e.a., Director of Social Strategy 
# of Years in Classification: 7 # of Years with Firm: 2 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
For the last seven years, Stephanie Garcia has helped businesses maximize their profit using 
social media marketing by fusing creativity with her background in psychology. As a seasoned 
social media strategist, she has a proven track record for constructing social media and search 
engine marketing programs for her brand partners. 
 
Stephanie has managed social media campaigns and contests for companies including Clinique, 
Coach, Diane Von Furstenberg, Sephora and The North Face. She has consulted more than 100 
brands during her agency career and has won many awards for integrated campaigns including 
an OMMA Award for Online Advertising Creativity and a Forrester Award for driving social 
impact. Her favorite campaigns to-date include the launch of Dive Dayclub for Harrah’s Resort 
Southern California and hosting the World’s Largest Instameet at the Del Mar Thoroughbred 
Club.  
 
As the Director of Social Strategy at i.d.e.a., Stephanie develops and implements social media 
strategies that connect brands with the people that matter most to them. 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
April 4, 2013 – Present 
Harrah’s Resort Southern California 
777 Harrah's Resort, Southern California Way, Valley Center, CA 92082 
Director of Social Strategy 
Responsible for building a social media presence for the resort’s new venue, Dive Day Club on 
Facebook, Tumblr and Twitter 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
San Diego State University 
San Diego, CA 
Bachelor of Science, Psychology 
December 2006 
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Glenn Group 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor:  Subcontractor: X 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Sterling Doak Key Personnel: 
(Yes/No) Y 


Individual’s Title: i.d.e.a., Vice President of Consumer Behavior 
# of Years in Classification: 10 # of Years with Firm: 6 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Former Reno, NV agency principal at Media Directions and third generation “ad guy”, Sterling 
Doak is a 10-year industry veteran. Responsible for consumer experience and brand development 
for all i.d.e.a. brand partners, Sterling specializes in conducting focused research, uncovering the 
key consumer insights and brand development strategies that meet the business objectives. 
 
Sterling prides himself on fully grasping the whens and ways a brand and consumer intersect. He 
has developed right-sized solutions for KSL Resorts, Ringling Brothers and Barnum and Baily 
Circus, PUMA Golf, SUPRA shoes, ecoATM, Hot Spring Spas and Qualcomm. He studied Music 
Business Marketing at the Art Institute of Seattle, so he knows how to make our clients feel like 
rock stars.  
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Nevada Department of Wildlife – Boating Safety Campaign, 2008 – 2009 
Agency: Media Directions, Reno, NV (Agency of Record) 
Position: Lead Creative 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
Art Institute of Seattle 1995-1997. Seattle, WA. AA 
Second Wind Agency National Training Certificate – Agency Operations, Agency Planning 
The Brand Establishment National Training Certificate – Brand Strategist 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
Silver ADDY, branding 2008, Silver ADDY writer/director TV, 2008 
 


PAGE 188 PAGE 189







Revised:  09-25-13 Resume Form Page 1 of 2 


PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Glenn Group 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor:  Subcontractor: X 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Andrew Eklund Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Ciceron, Inc., Founder & CEO 
# of Years in Classification: 25 # of Years with Firm: 19 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
It was 1995. Ciceron was born over drinks and dinner at an Italian bistro in San Francisco. 
 
The Web was a wee little bit back then. Perhaps even cute. A nice buddy to have on the side. 
Printing companies were giving away websites like McDonald’s upsells fries. 
 
Fast forward to 2014. The firm Andrew Eklund founded that day is now an industry veteran, 
having stuck to its guns that the web – and now brand advocacy – is the most significant “game-
changing” business influence of the past half-century. Entire markets have emerged as a result 
of disintermediation and disruption of traditional customer relationships and business models. 
Simply stated, those companies who are nimble, open, and adaptive win. And those companies 
are Ciceron’s clients. Clients include Delta Vacations, Vonage, Capella University, Travel Nevada, 
Meet Minneapolis, Radisson Blu Hotels, Carlson Rezidor, MakeMusic, CHS, FeedingAmerica, The 
Home Depot, Andersen Windows, and a large number of clients in the professional travel and real 
estate verticals.  
 
Andrew has been instrumental in helping companies make sound business and economic 
decisions out of the fluidity of the Internet. He has helped companies make the fundamental 
organizational change necessary to thrive in a socially-networked world. His counsel is rooted in 
metrics and accountability with a keen eye on changing consumer behaviors and buying habits. 
 
Andrew is a frequent speaker and moderator at national and international conferences, including 
the E-Tourism Summit, MarketingSherpa, MIMA Summit, and other influential organizations. 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
As Ciceron’s CEO, Andrew has led the firm to becoming one of the leading travel and tourism 
digital shops in the country. Most recent clients include: 
 


- Nevada Commission on Tourism – 2008–2010 – Digital marketing agency of record; ROI 
modeling 


- MeetMinneapolis – 2001–2009 – Digital marketing agency of record; web design; social 
media 
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University of California, San Diego 
La Jolla, CA 
Professional Certificate, Marketing 
May 2009 
 
GSummit - Enterprise Gamification Consultancy 
San Francisco, CA 
Level 3: Master Gamification Designer 
September 2013 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
Emerging Brand of the Year – Dive at Harrah’s Rincon 
San Diego Ad Club 
2013 
 
Best Use of Instagram – Honorable Mention 
PR Daily’s 
2013 
 
AAF Club Achievement San Diego, 3rd Place Advertising Education 
American Advertising Federation 
2012 
 
AAF Club Achievement San Diego, 2nd Place Multicultural & Diversity 
American Advertising Federation 
2012 
 
OMMA Award for Online Advertising 
Category: Viral Campaigns for the “Design a Coach Tote” campaign 
2010 
 
Customer Award in Marketing Optimization 
Gartner and 1to1 Media 
2009 
 
AAF Club Achievement San Diego, 3rd Place Communications 
American Advertising Federation 
2009 
 
AAF Club Achievement San Diego, 1st Place Communications 
American Advertising Federation 
2008 
 
Forrester Award for Social Impact 
Category: Social Impact for the “Design Your Portion of the Border Fence” campaign 
Forrester 
2007 
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Glenn Group 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor:  Subcontractor: X 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Kraig Larson Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Ciceron, Inc., Founder and Chief Creative Officer 
# of Years in Classification: 22 # of Years with Firm: 18 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Kraig is one of the founders of Ciceron, and as Chief Creative Officer for the last 18 years, he is 
responsible for the design and development output of the firm. Kraig is a rare and special breed 
of creative who is equally at home with visual design, as he is with the programming and 
technology needed to make his vision sing. At the same time, he’s a relentless advocate for 
putting people and customers first. This convergence of interests and expertise makes him an 
ideal translator, communicator and strategist. 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
In the past 20 years, Kraig has consulted on the marketing strategy, website UI, and campaign 
design for many companies and organizations. Travel-related experience includes Meet 
Minneapolis, Nevada Commission on Tourism, Carlson Rezidor Hotel Group, Radisson Hotels, 
and Delta Vacations.  
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
BA in International Politics, Human Rights Studies and Conflict Resolution, University of 
Minnesota, 1993 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
Ciceron has traditionally not applied for digital industry awards as our focus has been solely on 
client results, and it's been our experience that the vast majority of digital award programs do not 
take actual business results into account. 
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- MLT Vacations (Atlanta) – 2007–Present – Digital agency of record; social business 
training 


- Delta Vacations (Atlanta) – 2007–Present – Digital agency of record 
- Carlson Rezidor (Minneapolis HQ; global) – 2011–Present – Online newsroom design and 


development; digital marketing 
- Launch of Radisson Blu North America (Chicago) – 2012 – Digital launch; Influencer 


engagement and event planning; digital ROI; social media influence and management. 
- Monterey CVB (California) – 2008–2010 – SEO/PPC program design and management 
- Minnesota Twins – 2012–Present – Social business training and ROI design 
- Barrick Gaming Corporation (Las Vegas) – 2008 – Web strategy and design 
- Continental Vacations & United Vacations merged with MLT Vacations in 2013 


 
EDUCATION 


Information required should include: institution name, city, state,  
degree and/or Achievement and date completed/received. 


 
St. Olaf College, Northfield, MN – BA - Political Science/Music – 1990 
American University, Washington, DC – Graduate work - Peace and Conflict Resolution –1989 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
§ Two year consecutive winner of Best Places to Work, Business Journal, 2013, 2014 
§ Selected as one of “200 Minnesotans You Should Know” by Twin Cities Business Monthly, 


December 2011 
§ Selected as a “40 Under 40 Business Leaders to Watch” by the Business Journal, 


Minneapolis, 2007 
§ Founder, Social Media in the Arts Working Group (SMAWG), 2009 
§ Writer, “Your Voices,” StarTribune.com, 2010 
§ Frequent Speaker and Lecturer:  


o Governor’s Conference on Tourism (Nevada Office of Tourism; Las Vegas) 
o Explore Minnesota Annual Conference, Keynote 
o Western Assoc of CVBs, Keynote (Seattle) 
o National Association of Magazine Publishers, keynote, 2014 
o E-Tourism Summit (New York, San Francisco) 
o Public Radio International Annual Conference, Keynote (San Francisco) 
o MarketingSherpa Email Summit, Session Panelist (Miami) 
o 3M International Marketing Forum, September 2013 
o Minnesota Business Marketing Association May 2013 Event 
o MiMA Summit, Session Panelist 
o Minnesota Business Marketer’s Association, May 2013 event 
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Delta Vacations 
VP of Strategy, 2008-2014 
Digital and social strategy, marketing and campaign planning and consulting, paid media 
oversight, influencer identification and outreach, ROI modeling, reporting and insights 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
University of ND, Grand Forks, ND 
B.A. Communications/Public Relations, minor in Political Science 
May 1997 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
Ciceron has traditionally not applied for digital industry awards as our focus has been solely on 
client results, and it's been our experience that the vast majority of digital award programs do not 
take actual business results into account. 
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Glenn Group 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor:  Subcontractor: X 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Dawn Hepper Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Ciceron, Inc., VP/Strategy 
# of Years in Classification: 15 # of Years with Firm: 6 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Dawn has over 15 years’ experience in the travel and tourism industry. Prior to joining Ciceron, 
she led online product development and interactive marketing for Carlson Hotels Worldwide, now 
Carlson Rezidor Hotel Group. Dawn is an advocate of the customer experience, and has 
championed award-winning website redesigns with complex, proprietary booking engines and 
custom-built applications. Most importantly, Dawn works with brands to define key interactions 
that lead to delighted customers who willingly share their experiences with family and friends, 
creating the foundations of brand advocacy. 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Carlson Hotels Worldwide: 
Internet Coordinator: 1998-2000 
Product Manager, Radisson.com: 2000-2004 
Director, Online User Experience: 2004-2006 
Sr. Director, Channel Marketing: 2006-2008 
 
Ciceron Inc.: 
Nevada Commission on Tourism  
Sr. Marketing Consultant, 2008-2009 
Digital strategy, marketing and campaign planning, ROI models, reporting and insights 
 
Meet Minneapolis 
Sr. Marketing Consultant, 2008-2010 
Digital strategy and consulting, paid media, reporting and insights 
 
Carlson Hotels Worldwide 
Director, Client Services, 2011-2012  
Influencer and social engagement strategy, planning and execution 
 
CSM Hospitality 
VP of Strategy, 2012 
Digital strategy and persona development 
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EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
Concordia College, Moorhead, MN – BA – Marketing/Sociology – 2007 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
Ciceron has traditionally not applied for digital industry awards as our focus has been solely on 
client results, and it's been our experience that the vast majority of digital award programs do not 
take actual business results into account. 
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Glenn Group 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor:  Subcontractor: X 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Amber Verhulst Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Ciceron, Inc., Digital Insights & Optimization Specialist 
# of Years in Classification: 7 # of Years with Firm: 7 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Amber has been with Ciceron for seven years, and has an array of knowledge across all aspects 
of digital marketing. She started as a marketing assistant, establishing search engine marketing 
campaigns and executing search engine optimization for Ciceron clients. Today, Amber has a 
keen focus on how to extract results and value from each program Ciceron runs. As a Google 
AdWords certified partner, Amber has a proven track record on improving the performance for 
Ciceron clients in their search engine marketing efforts. Additionally, Amber conducts data 
analysis to extract valuable insights and provide optimization recommendations to Ciceron 
clients. 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Meet Minneapolis (Minneapolis, MN) – 2007-2009; Marketing Specialist; search engine 
optimization execution, search engine marketing management, website analytics, digital 
marketing research. 
 
Delta Vacations (Atlanta, GA) – 2007-Present; Digital Insights & Optimization Specialist; digital 
strategy, search engine optimization execution, search engine marketing program management, 
website analytics and insights. 
 
Monterey County Convention and Visitors Bureau (Monterey, CA) – 2008-2010; Marketing 
Specialist; search engine optimization, search engine marketing program management. 
 
Radisson Blu Aqua (Chicago, IL) – 2012; Digital Insights & Optimization Specialist; digital 
strategy and launch, influencer engagement, event planning and execution, social media 
management, digital analytics and insights. 
 
Roseville Visitors Association (Roseville, MN) – 2014-Present; Digital Insights & Optimization 
Specialist; search engine optimization execution, search engine marketing consulting, website 
analytics and insights. 
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ATTACHMENT I – COST SCHEDULE
There are some important items to note in our cost proposal.


First, while a lot of agencies may feature principals and senior executives for the sake of an 


RFP response and then once they win the account have more junior support staff take over, 


that’s not how we operate. 


The Glenn Group’s executive team is always involved in major accounts and projects, from 


strategy through to execution. That’s not to say we don’t have more junior team members 


integrally involved too, though. More members of The Glenn Group team than are reflected 


here would absolutely share the responsibility for the success of the NCOT. We believe in 


bringing the right people in, at the right time, to do the job that is right for them and for the 


NCOT. 


The point is that our executive team would be very involved in this account from the 


moment we get started. And our partner agencies, i.d.e.a. and Ciceron, approach business 


in exactly the same way. 


Below we’ve given you an idea of the team members who, based on what we know today, 


we expect would be integrally involved in the NCOT account. It is difficult at this stage to 


articulate what percentage of their time would be allocated, as that will vary depending on 


what stage of the process we’re in. 


For instance, various members of our senior level team will spend an enormous amount of 


time in the strategic planning phase, and they will continue to be involved, but at a lesser 


degree, once we’re in the implementation phase. But suffice it to say, and as our clients 


will attest, we give each of our clients the time and attention they deserve, possibly to a 


fault. What our clients will tell you is that we are known for being there, going above and 


beyond in the interest of their success and in the interest of creating a long-term, mutually 


satisfying relationship.


Second, you’ll also notice that we have not filled in any hourly rates. The Glenn Group 


typically does not price by effort exerted or time spent. We prefer to price by the expertise 


and resources necessary to accomplish our clients’ goals and by the value we create and 


deliver. We’ve found this to be a much more fair and progressive way of pricing. It allows 


the client and the agency to concentrate on getting results instead of nitpicking the hours 


that were spent getting there.


We are able to employ this approach to pricing based on our 45 years of experience 


in various marketing disciplines, developing and managing budgets and projects. We 


absolutely know how to set budgets and what can be accomplished within those budgets. 


And we know how to define scopes for accounts, programs and projects and manage our 


resources within those scopes. 
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But given your feedback that you cannot accommodate a retainer-based compensation 


structure, we would propose a combination of media commissions and project fees 


that could ultimately be billed hourly if you prefer, as a suggested compensation model. 


However, suffice it to say, we are open to any kind of compensation model that works to 


our mutual satisfaction and benefit. You need to receive a certain value from the services 


we provide, and we need to be compensated fairly for the work we do on your behalf. We 


have never had trouble finding that middle ground that is mutually acceptable for both 


parties.


Based on that, we would recommend compensation as follows:


Media 


We propose an average commission of 7.5% for all media buys, understanding that the 


labor associated with digital (online) buys is much more intensive than traditional (offline) 


buys. This commission is based on no more than 50% of the buy being digital.
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FY15 (2/10-
6/30/15)


FY16 (7/1/15-
6/30/16)


FY17 (7/1/16-
6/30/17) TOTAL


Budget $3,800,000 $5,800,000 $5,800,000 $15,400,000


Commission (7.5%) $285,000 $435,000 $435,000 $1,155,000


Net media budget $3,515,000 $5,365,000 $5,365,000 $14,245,000
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External Communications/PR 


We certainly propose working within your stated budget for all public relations activities, 


although given the short time frame for FY15 we would recommend allocating some of that 


budget ($50,000) into FY16 and FY17. But as is very common, once a plan is developed 


and implementation begins, there are bursts of activity at certain times of year and a 


leveling off at others, depending on where we are in the implementation phase. To avoid 


the ups and downs of this activity we typically would recommend an average monthly 


fee for PR services, as is outlined below. If that is ultimately not an acceptable method 


of compensation we would be happy to work with you to allocate the budget by mutually 


agreed upon projects and/or components of the PR plan and track and bill hourly. 


FY15 (2/10-
6/30/15)


FY16 (7/1/15-
6/30/16)


FY17 (7/1/16-
6/30/17) TOTAL


Budget $250,000 $425,000 $425,000 $1,100,000


Agency monthly fee
$50,000*


(5 months)
$35,415


(12 months)
$35,415


(12 months) $1,100,000


*The higher monthly fee would take into account the upfront investment of time and 


research in the development of the overall public relations strategy and plan.


Creative Development/Execution 


We propose working within your stated budget for creative development and execution 


with a rough allocation of agency time and hard costs of production at 40% and 60%, 


respectively. We would mutually identify creative projects needed and submit specific 


budget proposals for each, all working within the overall budget. If preferred, we can track 


our time and bill hourly against the project proposals.


FY15 (2/10-
6/30/15)


FY16 (7/1/15-
6/30/16)


FY17 (7/1/16-
6/30/17) TOTAL


Budget $500,000 $750,000 $750,000 $2,000,000


Hard costs of 
production allocation $300,000 $450,000 $450,000 $1,200,000


Agency time 
allocation* $200,000 $300,000 $300,000 $800,000


*Strategic (creative) brief development, concept development, production oversight  


and execution, etc.
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CRM/Direct Marketing 


We propose working within your stated budget for CRM and direct marketing activities and, 


once we mutually identify projects needed along with the distribution methods, we would 


submit specific budget proposals for each, ensuring an appropriate allocation of agency 


time and hard costs of production (as needed). All projects could be tracked and billed 


hourly if preferred.


FY15 (2/10-
6/30/15)


FY16 (7/1/15-
6/30/16)


FY17 (7/1/16-
6/30/17) TOTAL


Budget $150,000 $150,000 $150,000 $450,000


Agency fee  
(including hard costs) $250,000 $500,000 $500,000 $1,250,000


We would add that we look forward to the prospect of sitting down with you to ensure 


budget allocations are appropriate once we have agreed on a final strategic direction, as 


it could be that allocations could shift. And as we said earlier, we are open to discussing 


different methods of compensation, understanding the goal of finding a method that is 


mutually beneficial.


Digital Development/Execution 


We propose working within your stated budget for digital development and execution. 


We would need to mutually identify digital projects needed and submit specific budget 


proposals for each, all working within the overall budget. Again, we could track and bill 


hourly for these projects if that is the preferred method.


FY15 (2/10-
6/30/15)


FY16 (7/1/15-
6/30/16)


FY17 (7/1/16-
6/30/17) TOTAL


Budget $250,000 $500,000 $500,000 $1,250,000


Agency monthly fee $250,000 $500,000 $500,000 $1,250,000
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Creative Development


Program 
Element Team Member Title/Level Hourly 


Rate


Estimated 
Percentage 
of Time on 
Account  


Per Month
Strategic 
Planning


• Valerie Glenn
• B.C. LeDoux
• Flip Wright
• Mike Disbennett
• Brett Rhyne
• Amy Lockhart


• CEO, Principal
• President/ Executive Creative Director
• EVP/Strategy & Innovation
• VP/Creative Director 
• Creative Director
• Associate Creative Director


N/A TBD


Research • Valerie Glenn
• Flip Wright


• CEO, Principal
• EVP/Strategy & Innovation


N/A TBD


Brand 
Development


• B.C. LeDoux
• Flip Wright
• Mike Disbennett
• Brett Rhyne
• Amy Lockhart


• President/ Executive Creative Director
• EVP/Strategy & Innovation
• VP/Creative Drector 
• Creative Director
• Associate Creative Director


N/A TBD


Production TV • B.C. LeDoux
• Mike Disbennett
• Brett Rhyne
• Amy Lockhart
• Chun Lim


• President/ Executive Creative Director
• VP/Creative Drector 
• Creative Director
• Associate Creative Director
• Motion Graphics Director


N/A TBD


Production Print • B.C. LeDoux
• Mike Disbennett
• Brett Rhyne
• Amy Lockhart


• President/ Executive Creative Director
• VP/Creative Drector 
• Creative Director
• Associate Creative Director


N/A TBD


Production 
Other 


• B.C. LeDoux
• Mike Disbennett
• Brett Rhyne
• Amy Lockhart


• President/Executive Creative Director
• VP/Creative Drector 
• Creative Director
• Associate Creative Director


N/A TBD


Video/Content 
Production


• B.C. LeDoux
• Mike Disbennett
• Brett Rhyne
• Chun Lim


• President/ Executive Creative Director
• VP/Creative Drector 
• Creative Director
• Motion Graphics Director


N/A TBD


New Media • B.C. LeDoux
• Mike Disbennett
• Brett Rhyne
• Chun Lim
• Tom Duffy
• Dennis Wanbaugh


• President/ Executive Creative Director
• VP/Creative Drector 
• Creative Director
• Motion Graphics Director
• Digital/Creative Technologies Director
• Senior Art Director


N/A TBD


Account 
Administration


• Valerie Glenn
• B.C. LeDoux
• Kelly Glenn
• Jan Johnson


• CEO, Principal
• President/Executive Creative Director
• VP/Account Management
• Print Production Director


N/A TBD


We have indicated below the key members of staff we expect to be involved in various 


aspects of the NCOT marketing initiatives:







External Communications (PR/PA)


Program Element Team Member Title/Level Hourly 
Rate


Estimated 
Percentage 
of Time on 
Account  


Per Month
Strategic 
Planning


• Valerie Glenn
• B.C. LeDoux
• Flip Wright
• Tiffany East
• Jon Bailey
• Julie Messing-Paea
• Bryan Hansen
• Sterling Doak
• Stephanie Garcia


• CEO, Principal
• President/Executive Creative Director
• EVP/Strategy & Innovation
• VP/Public Relations
• Founder/Chief Relationships Officer
• VP/Reputation
• Reputation Manager
• VP/Consumer Behavior
• Social Strategy Director


N/A TBD


Communications 
Action Plan 
Development


• Tiffany East
• Jon Bailey
• Julie Messing-Paea
• Lauren Fimbres  
  Wood
• Brian Hansen
• Nicole Carlsen


• VP/Public Relations
• Founder/Chief Relationships Officer
• VP/Reputation
• Reputation Director


• Reputation Manager
• Public Relations Account Executive


N/A TBD


Consumer Media 
Relations


• Jon Bailey
• Julie Messing-Paea
• Lauren Fimbres  
  Wood
• Brian Hansen
• Colin Baugh


• Founder/Chief Relationships Officer
• VP/Reputation
• Reputation Director


• Reputation Manager
• Publicist


N/A TBD


Trade Media 
Relations


• Jon Bailey
• Julie Messing-Paea
• Lauren Fimbres  
  Wood
• Brian Hansen
• Colin Baugh


• Founder/Chief Relationships Officer
• VP/Reputation
• Reputation Director


• Reputation Manager
• Publicist


N/A TBD


Public Affairs • Valerie Glenn
• Tiffany East


• CEO, Principal
• VP/Public Relations


N/A TBD


Social Media • William Crozer
• Stephanie Garcia


• Social Media Director
• Social Strategy Director


N/A TBD


Online 
Press Room 
Development


• Tiffany East
• Nicole Carlsen


• VP/Public Relations
• Public Relations Account Executive N/A TBD


Industry 
Education


• Tiffany East
• Nicole Carlsen


• VP/Public Relations
• Public Relations Account Executive


N/A TBD


Governor’s 
Conference on 
Tourism Planning


• Tiffany East
• Nicole Carlsen


• VP/Public Relations
• Public Relations Account Executive N/A TBD


Account 
Administration


• Tiffany East
• Nicole Carlsen


• VP/Public Relations
• Public Relations Account Executive


N/A TBD
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Digital Development


Program Element Team Member Title/Level Hourly 
Rate


Estimated 
Percentage 
of Time on 
Account  


Per Month
Competitor/
Best Practice 
Review and 
Recommendation


• Andrew Ecklund
• Kraig Larsen
• Dawn Hepper
• Amber Verhulst


• Founder & CEO
• Founder & Chief Creative Officer
• VP/Strategy 
• Digital Insights & Optimization 
  Specialist


N/A TBD


TravelNevada.com 
Enhancements/
Development


• Andrew Ecklund
• Kraig Larsen
• Dawn Hepper
• Tom Duffy


• Founder & CEO
• Founder & Chief Creative Officer
• VP/Strategy
• Digital/Creative Technologies Director


N/A TBD


Nevada Tourism 
Ancillary Sites 
Development


• Andrew Ecklund
• Kraig Larsen
• Dawn Hepper
• Tom Duffy


• Founder & CEO
• Founder & Chief Creative Officer
• VP/Strategy
• Digital/Creative Technologies Director


N/A TBD


Back-end 
Administration 
Development


• Andrew Ecklund
• Kraig Larsen
• Dawn Hepper
• Tom Duffy


• Founder & CEO
• Founder & Chief Creative Officer
• VP/Strategy
• Digital/Creative Technologies Director


N/A TBD


Mobile App 
Development


• Andrew Ecklund
• Kraig Larsen
• Dawn Hepper
• Tom Duffy


• Founder & CEO
• Founder & Chief Creative Officer
• VP/Strategy
• Digital/Creative Technologies Director


N/A TBD


Account 
Administration


• Amber Verhulst • Digital Insights & Optimization 
  Specialist


N/A TBD







Customer Relationship Management (CRM/Emarketing)


Program Element Team Member Title/Level Hourly 
Rate


Estimated 
Percentage 
of Time on 
Account  


Per Month
Strategic 
Planning


• B.C. LeDoux
• Flip Wright
• Andrew Ecklund
• Jennifer Evans


• President, Executive Creative Director
• EVP/Strategy & Innovation
• Founder & CEO
• EVP/Media Strategy


N/A TBD


Account 
Administration 


• Kelly Glenn
• Amber Verhulst


• VP/Account Management
• Digital Insights & Optimization 
  Specialist


N/A TBD


Materials 
Development (as 
identified in plan)


• Mike Disbennett
• Brett Rhyne
• Amy Lockhart
• Dawn Hepper


• VP/Creative Director
• Creative Director
• Associate Creative Director
• VP/Strategy


N/A TBD


Materials 
Distribution (as 
identified in plan)


• Kelly Glenn
• Tom Duffy
• Dawn Hepper
• Amber Verhust


• Jan Johnson


• VP/Account Management
• Digital/Creative Technologies Director
• VP/Strategy
• Digital Insights & Optimization 
  Specialist 
• Print Production Director (in the case 
  of printed direct mail)


N/A TBD


Media Buying


PLEASE SEE THE GLENN GROUP’S RECOMMENDATION ON OVERALL COMPENSATION 


AT THE BEGINNING OF THIS COST PROPOSAL.


Media buying respondents may submit the cost using one of two cost options: 


Option 1 - Commission plus fees schedule


Media Type 


Agency Commission  
(please note if the agency charges  


a flat commission, if the commission 
is dependent on the media channel  
or if the commission is dependent  


on the spend level)


Hourly Rate for Fees 
(spot duplication, 


creative production, 
tracking, etc.)


Broadcast Spot Television – market level


Broadcast Spot Television – national level


Cable Spot Television – market level


Cable Spot Television – national level


Digital


Print


Radio


Out of Home


Events/Sponsorship
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Program Element Team Member Title/Level Hourly 
Rate


Estimated 
Percentage 
of Time on 


Account Per 
Buy


Media Strategy • Jennifer Evans
• Flip Wright
• Andrew Ecklund
• Dawn Hepper


• EVP/Media Strategy
• EVP/Strategy & Innovation
• Founder, CEO
• VP/Strategy


N/A TBD


Media Planning, Buying, 
Stewardship


• Jennifer Evans
• Jennifer Hill
• Amber Verhulst


• EVP/Media Strategy
• Media Director
• Digital Insights & 
  Optimization Specialist 


N/A TBD


Media Buying


Option 2 – Fees Only – this option assumes Nevada Tourism will pay no commission to the 


agency, but may pay fees for work done to support the buys


Is your agency a SAG signatory agency?  _____ Yes     _____ No  (Please initial in appropriate space).


The Glenn Group is currently not a SAG signatory agency, however, we have relationships with signatories 


if using SAG talent is needed.







ATTACHMENT J,  
COST PROPOSAL CERTIFICATION 
OF COMPLIANCE WITH TERMS 
AND CONDITIONS OF RFP












9.2 PART I A–TECHNICAL PROPOSAL







Tab I


WE’RE ARTISTS                           
         AND ODDBALLS.


PG2PHOTOGRAPHY


The look and feel of the campaign captures the duality 
of the natural and human experience of Nevada. Images 
should follow a documentary style with nothing overtly 
staged. Use everyday people captured in genuine moments 
of emotion and self-reflection. The goal of the imagery is to 
capture the exciting, raw and unforced emotion that comes 
from experiencing something unexpected, stunning and 
awe-inspiring. Landscapes should also represent the ideal: 
vast, dynamic, dramatic and stunning.


COLOR: 


We give a subtle color overlay to the photography to evoke the warmth and realism  
of Nevada. This simple treatment also keeps the photography style consistent  
across all media. 
 
See Colors (pg.5) for specific color information.
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TA
B 1 Title


Integrated Marketing Agency of Record RFP 2081 Page 38 of 64 


Part I A – Technical Proposal 
RFP Title: Integrated Marketing Agency of Record 
RFP: 2084 
Vendor Name: R&R/CRR Holdings, LLC dba B&P Advertising 


Address: 900 South Pavilion Center Drive, Suite 170 
Las Vegas, NV 89144 


Opening Date: November 24, 2014 
Opening Time: 2:00 PM 


9.2.3.2 Tab II – Table of Contents 


An accurate and updated table of contents must be provided. 


9.2.3.3 Tab III – Vendor Information Sheet 


The vendor information sheet completed with an original signature 
by an individual authorized to bind the organization must be 
included in this tab. 


9.2.3.4 Tab IV – State Documents 


The State documents tab must include the following: 


A.  The signature page from all amendments with an original 
signature by an individual authorized to bind the organization. 


B.  Attachment A – Confidentiality and Certification of 
Indemnification with an original signature by an individual 
authorized to bind the organization. 


C.  Attachment C – Vendor Certifications with an original signature 
by an individual authorized to bind the organization. 


D.  Copies of any vendor licensing agreements and/or hardware and 
software maintenance agreements. 


E.  Copies of applicable certifications and/or licenses. 


9.2.3.5 Tab V - Attachment B, Technical Proposal Certification of 
Compliance with Terms and Conditions of RFP  


A.  Attachment B with an original signature by an individual 
authorized to bind the organization must be included in this tab. 
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Tab II


WE ARE ENTERPRISING.
       WE ARE FOCUSED.
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Tab I  Title Page
Tab II Table of Contents
Tab III Vendor Information Sheet
Tab IV State Documents
Tab V Attachment B
Tab VI Scope of Work
Tab VII Company Background and References
Tab VIII Attachment G
Tab IX Other Informational Material


TA
B 2 Table of C


ontents
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Tab III


WE ARE UNYIELDING                           
           LIKE THE TERRAIN.
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TA
B 3 Vendor


Integrated Marketing Agency of Record RFP 2084 Page 2 of 76


VENDOR INFORMATION SHEET FOR RFP 2084


Vendor Must:


A) Provide all requested information in the space provided next to each numbered question.  The 
information provided in Sections V1 through V6 will be used for development of the contract;


B) Type or print responses; and


C) Include this Vendor Information Sheet in Tab III of the Technical Proposal.


V1 Company Name R&R/CRR Holdings, LLC dba B&P Advertising 


V2 Street Address 900 South Pavilion Center Drive, Suite 170 


V3 City, State, ZIP Las Vegas, Nevada, 89144 


V4 Telephone Number 
Area Code:  702 Number:  967-2222 Extension:  


V5 Facsimile Number 
Area Code:  702 Number:  967-2223 Extension:  


V6 Toll Free Number 
Area Code:  Number:  Extension:  


V7 


Contact Person for Questions / Contract Negotiations, 
including address if different than above 


Name: Charles J. Johnston 
Title: President/Principal 
Address: 900 South Pavilion Center Drive, Suite 170, Las Vegas, Nevada 89144 
Email Address: cjohnston@bpadlv.com 


V8 Telephone Number for Contact Person 
Area Code:  702 Number:  967-2222 Extension:  


V9 Facsimile Number for Contact Person 
Area Code:  702 Number:  967-2223 Extension:  


V10 
Name of Individual Authorized to Bind the Organization 


Name: Charles J. Johnston Title: President/Principal 


V11 
Signature (Individual must be legally authorized to bind the vendor per NRS 333.337) 


Signature: Date: 11/20/2014 


9.2.3.3 Vendor Information Sheet
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Tab IV


WE’RE LAS VEGAS
              AND WE’RE 
          WIDE-OPEN COUNTRY.
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TA
B 4 State D


ocs


9.2.3.4 A. 


Amendment 1 RFP 2084 Page 3 of 3


ALL ELSE REMAINS THE SAME FOR RFP 2084.


Vendor must sign and return this amendment with proposal submitted. 


Vendor Name: R&R/CRR Holdings, LLC dba B&P Advertising 


Authorized Signature: 


Title: President/Principal Date: 11/20/2014 


This document must be submitted in the “State
Documents” section/tab of vendors’ technical proposal.
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Integrated Marketing Agency of Record RFP 2084 Page 67 of 76


ATTACHMENT A – CONFIDENTIALITY AND CERTIFICATION OF INDEMNIFICATION


Submitted proposals, which are marked “confidential” in their entirety, or those in which a significant portion of the submitted
proposal is marked “confidential” will not be accepted by the State of Nevada.  Pursuant to NRS 333.333, only specific parts
of the proposal may be labeled a “trade secret” as defined in NRS 600A.030(5).  All proposals are confidential until the
contract is awarded; at which time, both successful and unsuccessful vendors’ technical and cost proposals become public
information.


In accordance with the Submittal Instructions of this RFP, vendors are requested to submit confidential information in separate
binders marked “Part I B Confidential Technical” and “Part III Confidential Financial”.


The State will not be responsible for any information contained within the proposal. Should vendors not comply with the
labeling and packing requirements, proposals will be released as submitted.  In the event a governing board acts as the final
authority, there may be public discussion regarding the submitted proposals that will be in an open meeting format, the
proposals will remain confidential. 


By signing below, I understand it is my responsibility as the vendor to act in protection of the labeled information and agree to
defend and indemnify the State of Nevada for honoring such designation.  I duly realize failure to so act will constitute a
complete waiver and all submitted information will become public information; additionally, failure to label any information 
that is released by the State shall constitute a complete waiver of any and all claims for damages caused by the release of the 
information.


This proposal contains Confidential Information, Trade Secrets and/or Proprietary information as defined in Section 2
“ACRONYMS/DEFINITIONS.”


Please initial the appropriate response in the boxes below and provide the justification for confidential status.


Part I B – Confidential Technical Information 
YES NO X 


Justification for Confidential Status 


A Public Records CD has been included for the Technical and Cost Proposal 
YES X NO (See note below) 


Note:  By marking “NO” for Public Record CD included, you are authorizing the State to use the “Master CD” for 
Public Records requests. 


Part III – Confidential Financial Information 
YES X NO 


Justification for Confidential Status 
Agency financial information is confidential. 


R&R/CRR Holdings, LLC dba B&P Advertising 
Company Name 


Signature 


Charles J. Johnston 11/20/2014 
Print Name Date 
 This document must be submitted in Tab IV of vendor’s technical proposal


9.2.3.4 B. Attachment A
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9.2.3.4 C. Attachment C


Integrated Marketing Agency of Record RFP 2084 Page 69 of 76


ATTACHMENT C – VENDOR CERTIFICATIONS


Vendor agrees and will comply with the following: 


(1) Any and all prices that may be charged under the terms of the contract do not and will not violate any existing federal, State 
or municipal laws or regulations concerning discrimination and/or price fixing.  The vendor agrees to indemnify, exonerate 
and hold the State harmless from liability for any such violation now and throughout the term of the contract. 


(2) All proposed capabilities can be demonstrated by the vendor. 


(3) The price(s) and amount of this proposal have been arrived at independently and without consultation, communication, 
agreement or disclosure with or to any other contractor, vendor or potential vendor. 


(4) All proposal terms, including prices, will remain in effect for a minimum of 180 days after the proposal due date.  In the case 
of the awarded vendor, all proposal terms, including prices, will remain in effect throughout the contract negotiation process. 


(5) No attempt has been made at any time to induce any firm or person to refrain from proposing or to submit a proposal higher 
than this proposal, or to submit any intentionally high or noncompetitive proposal.  All proposals must be made in good faith 
and without collusion. 


(6) All conditions and provisions of this RFP are deemed to be accepted by the vendor and incorporated by reference in the 
proposal, except such conditions and provisions that the vendor expressly excludes in the proposal.  Any exclusion must be 
in writing and included in the proposal at the time of submission. 


(7) Each vendor must disclose any existing or potential conflict of interest relative to the performance of the contractual services 
resulting from this RFP.  Any such relationship that might be perceived or represented as a conflict should be disclosed.  By 
submitting a proposal in response to this RFP, vendors affirm that they have not given, nor intend to give at any time 
hereafter, any economic opportunity, future employment, gift, loan, gratuity, special discount, trip, favor, or service to a 
public servant or any employee or representative of same, in connection with this procurement.  Any attempt to intentionally 
or unintentionally conceal or obfuscate a conflict of interest will automatically result in the disqualification of a vendor’s 
proposal.  An award will not be made where a conflict of interest exists.  The State will determine whether a conflict of 
interest exists and whether it may reflect negatively on the State’s selection of a vendor.  The State reserves the right to 
disqualify any vendor on the grounds of actual or apparent conflict of interest. 


(8) All employees assigned to the project are authorized to work in this country. 


(9) The company has a written equal opportunity policy that does not discriminate in employment practices with regard to race, 
color, national origin, physical condition, creed, religion, age, sex, marital status, sexual orientation, developmental disability 
or handicap.   


(10) The company has a written policy regarding compliance for maintaining a drug-free workplace. 


(11) Vendor understands and acknowledges that the representations within their proposal are material and important, and will be 
relied on by the State in evaluation of the proposal.  Any vendor misrepresentations shall be treated as fraudulent 
concealment from the State of the true facts relating to the proposal. 


(12) Vendor must certify that any and all subcontractors comply with Sections 7, 8, 9, and 10, above. 


(13) The proposal must be signed by the individual(s) legally authorized to bind the vendor per NRS 333.337. 


R&R/CRR Holdings, LLC dba B&P Advertising 
Vendor Company Name 


Vendor Signature 


Charles J. Johnston 11/20/2014 
Print Name Date 


This document must be submitted in Tab IV of vendor’s technical proposal
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9.2.3.4 D.


N/A
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9.2.3.4 E.


NEVADA STATE BUSINESS LICENSE


R&R/CRR HOLDINGS, LLC
Nevada Business Identification # NV20061353085


Expiration Date: October 31, 2015


IN WITNESS WHEREOF, I have hereunto 
set my hand and affixed the Great Seal of State, 
at my office on November 3, 2014


ROSS MILLER
Secretary of State


In accordance with Title 7 of Nevada Revised Statutes, pursuant to proper application duly filed 
and payment of appropriate prescribed fees, the above named is hereby granted a Nevada State 
Business License for business activities conducted within the State of Nevada.


Valid until the expiration date listed unless suspended, revoked or cancelled in accordance with 
the provisions in Nevada Revised Statutes.  License is not transferable and is not in lieu of any 
local business license, permit or registration.


You may verify this license at www.nvsos.gov under the Nevada Business Search.


License must be cancelled on or before its expiration date if business activity ceases.
Failure to do so will result in late fees or penalties which by law cannot be waived.


There is no fee for cancellation.
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Tab V


WE GO ABOUT THINGS
          OUR OWN WAY. 
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TA
B 5 A


ttachm
ent B


Integrated Marketing Agency of Record RFP 2084 Page 68 of 76


ATTACHMENT B – TECHNICAL PROPOSAL CERTIFICATION OF COMPLIANCE 
WITH TERMS AND CONDITIONS OF RFP 


I have read, understand and agree to comply with all the terms and conditions specified in this Request for 
Proposal.   


YES X I agree to comply with the terms and conditions specified in this RFP. 


NO I do not agree to comply with the terms and conditions specified in this RFP. 


If the exception and/or assumption require a change in the terms in any section of the RFP, the contract, 
or any incorporated documents, vendors must provide the specific language that is being proposed in the 
tables below.  If vendors do not specify in detail any exceptions and/or assumptions at time of proposal 
submission, the State will not consider any additional exceptions and/or assumptions during negotiations.   


R&R/CRR Holdings, LLC dba B&P Advertising 
Company Name 


Signature 


Charles J. Johnston 11/20/2014 
Print Name Date 


Vendors MUST use the following format. Attach additional sheets if necessary.


EXCEPTION SUMMARY FORM


EXCEPTION # RFP SECTION 
NUMBER


RFP
PAGE NUMBER


EXCEPTION
(Complete detail regarding exceptions must be 


identified)


ASSUMPTION SUMMARY FORM


ASSUMPTION # RFP SECTION 
NUMBER


RFP
PAGE NUMBER


ASSUMPTION
(Complete detail regarding assumptions must


be identified)


This document must be submitted in Tab V of vendor’s technical proposal


9.2.3.5 A. Attachment B
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Tab V
I


WE ARE
A HARDY BUNCH.
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HELLO, NEVADANS!


Together, B&P Advertising Media Public Relations and R&R Partners are incorporated as R&R/


CRR Holdings. This single entity has the depth, expertise and enthusiasm to provide NCOT with the 


best marketing our state has to offer and we’re excited to bring all of our services to the table in a 


continuing relationship with NCOT.


B&P began working with NCOT in January of this year, launching the 2014 Spring/Summer campaign 


and we quickly took up the mantle of “champion of the brand.” In September, we were awarded the 


NCOT Fall/Winter campaign. Now, we look to a future relationship with NCOT as one of infinite 


possibilities, grand successes and boundless opportunities to promote Nevada and bring visitors to 


our great state.


We have deep roots in Nevada. Our team has unparalleled experience in driving visitors to our state 


every year. We will use our knowledge of all Nevada’s offerings, events and seasons to drive active 


travelers to our state.


Our agency principals were born and raised in Nevada. We understand the nuances of the entire state, 


north, south, rural and urban. As our state song says, “It’s the place of a thousand thrills.” And we 


believe it, wholeheartedly. We also understand this is exactly the message we must convey through our 


marketing, advertising and public relations.


So far, our experience working with NCOT has produced powerful results: As the media agency of 


record for the 2014 Spring/Summer campaign, we expanded NCOT’s traditional market coverage, 


while securing $1.1 million in added media value—three times NCOT’s targeted goal.


Furthermore, we showed a 41% increase in twitter followers and click through rates, more than 


doubling the industry standard. In fact, twitter was so impressed with our results, they are using 


Nevada’s campaign as a successful case study for their own marketing.


Moving forward, B&P would continue its role as account lead with agency principal Rod Reber 


overseeing all activities. Senior level account supervisors Rob Colbrook and Jessica Isaacson would 


also be assigned to NCOT’s account team. We’ll deploy the full capabilities of both B&P and R&R on 


your business. We will tap the talents of the professionals who created the world-famous Las Vegas 


Convention and Visitor Authority’s “What Happens Here Stays Here” campaign and compelling and 


award-winning campaigns for resort properties, public attractions and events all across our state. 
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Our team members have helped drive over 41 million visitors to Nevada in 2014. Our 200-plus 


employees all live and work right here in Nevada. We have an extensive knowledge of every key feeder 


market NCOT covets. And our trademarked VELOCITY process aligns perfectly with NCOT’s need for 


strategic planning.


As one of three finalists in the recent RFP process, our submission provides updated media and 


account service details, as well as a new, simplified billing proposal.


When the combined strengths of B&P and R&R come together with NCOT, we will do everything within 


our power to drive Nevada tourism and cultural affairs to ever-ascending heights.


We appreciate your time and consideration.


Best,


Chuck Johnston 


President & Principal 


B&P Advertising Media Public Relations
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3. SCOPE OF WORK AND DELIVERABLES


3.1 Proposal Deliverables


3.1.1 Overview Of Capabilities 


A Nevada firm. In fact, Nevada’s largest. 


A team whose communications strategies and precedent-setting creative are reaching, inspiring and 


motivating literally tens of millions of travelers to visit Nevada every year.


A team with all services offered under one roof, eliminating the need for NCOT to manage multiple 


vendors. 


In other words, the ideal partner for NCOT. 


When you contract with us, you’ll be getting an agency that’s nimble, responsive—and responsible. 


You’ll also be getting media buying power, planning expertise, creative risk-taking, digital 


dominance, social media that drives the conversation, and public relations pushes that reach across 


the state, the west and from coast to coast.


Our account services department is comprised of seasoned professionals who will work in close 


partnership with NCOT in order to best assess needs and capitalize on opportunities.  


With B&P and R&R, NCOT will benefit from an holistic approach to the job at-hand, stretching across 


all platforms. 


What does this mean to NCOT? 


A team made up of experts in their specific disciplines, all tuned in to the same frequency. 


A team focused on shared goals, with its collective eyes never leaving the main reason we are here—to 


develop strategies and execute communications that will bring more visitors to our state. 


A team with a process rooted in strategies built around the success of long-term goals and the forward-


looking planning necessary to achieve them. Yet, a team also capable of reacting to unforeseen events 


and capitalizing on time-sensitive opportunities. 


A team that knows that good ideas can come from anywhere—and anyone. 
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B&P and R&R bring the systems and smarts to build upon past successes, create new ones, and 


generate the ideas that will leverage the maximum return for Nevada tourism. 


 


Ideation. Flawless execution. Trackability. Transparency. Accountability. With B&P and R&R, it will 


be all hands on deck for NCOT. 


 


The agency has reviewed the deliverables outlined in the RFP, and considering previous working 


experience with NCOT, we believe we can fully meet all the objectives.


3.1.1.1 Three (3) definitive Case Studies demonstrating a proven ability to develop and execute a results-driven 


integrated marketing campaign.


The team from R&R Partners and B&P Advertising who are submitting this RFP response are 


responsible for creating the Las Vegas brand and “What Happens Here, Stays Here” campaign which 


made its way into the Madison Avenue Advertising Hall of Fame in 2011, and most importantly will 


drive approximately over 43 million visitors to Nevada in 2014. 


This R&R/B&P team, with our 200+ Nevada employees, is an intricate part of the Nevada fabric, 


culture, and community. Given our knowledge of our state, coupled with our marketing expertise, we 


were able to successfully work on the Yucca Mountain project in the 2000s and execute a successful 


Spring/Summer 2014 media program for NCOT by driving increased website traffic, generating 


millions in added-value, and garnering a twitter best-in-class case study.


We believe these three successful case studies uniquely position R&R/B&P to lead the NCOT integrated 


marketing efforts moving forward.


1. “WHAT HAPPENS HERE, STAYS HERE” 


CREATING, BUILDING AND PROTECTING THE TOUCHSTONE OF THE LAS VEGAS BRAND


THE ISSUE


R&R Partners has been the communications agency of record for the Las Vegas Convention and 


Visitors Authority (LVCVA) for more than 30 years, creating and implementing successful brand 


communications campaigns that help to attract nearly 39 million visitors annually to Las Vegas and 


fill its 150,000 hotel rooms. Earlier campaigns from R&R were responsible for creating the modern Las 


Vegas brand that transcended gaming and turned the city into a world-class entertainment/dining/


shopping destination. But growth in the city had plateaued with no new product in the pipeline to 


attract visitors. Las Vegas needed a new direction for positioning the brand that would tap into the 


visceral and deeply emotional reasons visitors connect with the city. The challenge was to develop a 
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unified brand voice for marketing the destination, one that resonated with and motivated a wide 


array of audience targets, both in key national and international markets. We needed something we 


could build on. We needed a spark.


THE HOW


At the heart of R&R’s efforts was rigorous brand research and analytics, designed to determine what 


people found most compelling about Las Vegas and what motivated them to choose to visit it over 


other locales. What we learned was that consumers love to come to Las Vegas to cut loose, have fun 


and do things they wouldn’t do back home. From overindulging at the buffet to staying out all night, 


everyone’s expectation or experience is different. The overall mystique of Vegas was universal, but 


rooted in individual imagination and triggered by emotion. The heart of the new brand was adult 


freedom, a fire that burns in every human being over 21 years of age.


THE WORK


R&R’s creative team developed a unified brand strategy to reposition Las Vegas’ existing brand. The 


driving force of this effort was a deceptively simple phrase that grabbed the attention of people of all 


ages, incomes and cultures. That tagline, What Happens Here, Stays Here, taps into a fundamental 


truth about human behavior and aligns it with the core of the Vegas brand.


The campaign began with a series of television and print ads, a new website and an intensive PR 


campaign. Television spots were produced along with supporting print and a redesigned website.  


Each ad was engineered to reach a different target audience based on age, demographics and various 


behaviors. And PR coverage for the new effort was secured across the big media outlets such as USA 


Today, The Wall Street Journal, The New York Times, CNN, NPR, Sports Illustrated and Advertising Age.


The rest is history...but an ongoing one.


Although the campaign is hitting its 10-year anniversary, we continue to keep it fresh and relevant.


Over the years, the now-iconic campaign has featured a plethora of disciplines and tactics. These 


include creating custom microsites that gave visitors the tools to change their identity and become 


their Vegas persona; changing wallscapes that reveal Vegas stories over time; using projection media 


at events like the Super Bowl; and securing numerous media partnerships with networks and shows 


such as Jimmy Kimmel Live.
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We haven’t left too many stones unturned when it comes to fronting one of the most iconic brands in 


history. That includes stones in other countries as we move the campaign into the UK, Mexico and 


Brazil among others. And even though work for these countries is specifically crafted to make a splash 


in the different cultures, the message works universally.


In addition to the campaign becoming a cultural calling card repeated across the country and the 


world by celebrities, television, movies, talk-show hosts—you name it—we have also strived to keep it 


a part of the national conversation. We lampooned the vice president to the tune of millions in earned 


media dollars. We defended Prince Harry against those who revealed his Vegas exploits. And we have 


continued that discussion by inviting the princely baby to his 21st birthday party in Las Vegas. We’re 


planning the party 21 years in advance...look out for your “save the date” notice. We’ve even taken on 


the NSA and all those who would join them in revealing precious Vegas information.


And while we always keep the core element of the campaign that leaves the what-happens-here moments 


to the individual imagination, we continue to change up the approach. Protect the Moment was 


designed to enlist core defenders of the brand in social circles that were eroding what happens here 


because of oversharing. We want certain things that you can do here shared, but not all things, and 


our visitors are stakeholders in that game. And the newest effort, #enablers, celebrates those who can 


best help you have that what-happens-here moment you’ve been dreaming of. 


 


THE RESULTS


R&R’s LVCVA/What Happens Here, Stays Here campaign has enjoyed significant success across a 


number of categories:


According to marketing research firm Applied Analysis, the LVCVA’s average direct advertising return 


on investment is estimated at $18 to every dollar spent. From the same study, in fiscal year 2011, 79 


percent of respondents surveyed about the LVCVA’s advertising campaigns cited that the advertising 


had an impact on their likelihood to visit. The successes of the campaign are almost too numerous to 


mention—but should you need more, read on.


Success in the Marketplace


• Achieving an all-time high of 39 million visitors to Las Vegas.


• Driving a 25 percent increase citywide in the average daily hotel rate over a three-year period.


• Boosting year-round occupancy to almost 90 percent—27 points above the national average.


• Increasing traffic to the VisitLasVegas.com website by 26 percent.
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Success in the Press


• What happens here, stays here quickly became a part of the pop culture vernacular. The campaign 


was referenced on The Tonight Show, Good Morning America, C-SPAN, CNBC, Saturday Night Live, 


and the Las Vegas and CSI TV series.


• It was featured in countless magazine and newspaper articles, including on the cover of Time and 


in The New York Times, the latter of which called it “a stroke of marketing genius.” The tagline was 


referred to by Advertising Age as “a cultural phenomenon.”


• It became a punch line for everyone from Oscar host Billy Crystal to first lady Laura Bush.


Success in Hearts and Minds


• An impact study prepared by research and consulting firm Wirthlin Worldwide confirmed that 


among past leisure visitors, 80 percent had favorable impressions of the campaign, and among those 


who had never been to Las Vegas, 72 percent had favorable impressions.


• Among those who saw the ad campaign, 73 percent had a heightened interest in going to Las Vegas.


• Because of the campaign, the LVCVA and R&R Partners were named “Grand Marketers of the Year” 


by Brandweek magazine, besting such nominees as McDonald’s, Apple and Hershey.


• The campaign’s now-iconic tagline was ensconced on Madison Avenue’s Advertising Walk of Fame in 


New York City in September 2011, winning out over such formidable competitors as Nike’s “Just Do It,” 


Capital One’s “What’s in Your Wallet?” and DeBeers’ “A Diamond Is Forever,” among others.


To us, it feels just like the beginning in the continuing success story that is What Happens Here, 


Stays Here.
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3.1.1.2 Vendors should include actual work or links associated with the campaign, including the integrated 


components such as advertising, external communications, digital products, media methodology and any other 


relative materials associated with the efforts.


Out of Home
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Print Ads


WE’RE HERE TO DO MORE 
THAN ENTERTAIN YOU.


Not only is Las Vegas home to the most amazing entertainment, but doing business here also 
does wonders for your bottom line. Consistently rated No. 1 in overall value, our state-of-the-art 
facilities and renowned service expertise make Las Vegas the place to get the very most out of 
your next meeting or event. Learn more at VegasMeansBusiness.com.


Las Vegas makes every meeting exciting.


Legendary entertainment and dining. 150,000 hotel rooms. And the world’s best meeting facilities. 
No wonder people find Vegas so irresistible. Find out more at VegasMeansBusiness.com.


V i s i t L a s V e g a s . c o m   1 - 8 7 7 - V I S I T - L V 


What happens here, stays here.™
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Web Banner
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:30 TV “Be Anyone”
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Public Relations
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Public Relations







B&P   28 of 120


2. “PROTECTING NATIONAL TREASURES” 


RAISING PUBLIC AWARENESS ON NUCLEAR ENERGY


Campaign to oppose the proposed nuclear waste repository at Yucca Mountain, starting in 2002 


through 2010, with ongoing project work since then.


THE ISSUE


When the U.S. Department of Energy announced its plans to construct a high-level nuclear waste 


repository at Nevada’s Yucca Mountain—about 90 miles northwest of Las Vegas—Nevada rallied 


in opposition to the project. Politically, Nevada was working against a stacked deck, so it became 


important to enlist the help of residents from other states.


THE HOW


In order to accomplish this, starting in 2002, B&P developed a “Nuclear Neighborhoods” program.  


This national public awareness and multimedia advertising campaign targeted states that would be 


part of the delivery route for high-level nuclear waste on its way to the proposed repository. 


Targeted states included Vermont, Utah, Iowa, Missouri and Wyoming. The $1 million campaign also 


reached into other states that were selected for their political value. 


THE WORK


B&P created and placed print, radio and television and online ads. The firm also worked with 


state officials to create the nuclearneighborhoods.org website, which enabled users to download key 


elements of the campaign and gave them tools to quickly contact their elected representatives to oppose 


the Yucca Mountain Project.


In addition to placing paid advertisements in leading targeted media markets, B&P worked with 


Nevada officials to write, distribute and place numerous op-ed articles and news stories in leading 


media outlets in Nevada and in key markets nationwide. 


In 2002 alone, resulting news coverage accounted for millions of media impressions, including 


guest columns, op-ed articles and news stories featuring Nevada’s reasons for opposing the proposed 


nuclear waste dump in The New York Times, USA Today, the Christian Science Monitor and many local 


newspapers in key states.
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As part of its “Nuclear Neighborhoods” campaign, B&P also created and delivered detailed books 


highlighting Nevada’s point of view to elected officials, and community and business leaders in 


targeted states.


Following this initial blitz, and continuing from 2003 until 2010, B&P supported this campaign with 


an ongoing media and community relations campaign targeting key local and national markets and 


media outlets. 


THE RESULTS


The response was overwhelming. Lawmakers from states as far away as Rhode Island found 


themselves under pressure to fight a battle they thought was half a nation away. 


During this years-long campaign, rarely did a day go by when Nevada’s key messages opposing this 


proposed nuclear waste dump were not mentioned in major media outlets across the state and around 


the world. 


Once thought to be a foregone conclusion, Yucca Mountain now appears to be on its last legs. The 


project remains decades behind schedule and in serious doubt, stalled by a series of successful 


maneuvers in the courts and well-publicized safety issues raised by this campaign. 


Annual public opinion polls commissioned by the state and independent sources through the 2000s 


indicated that more than 75 percent of all Nevadans oppose locating a high-level nuclear waste 


repository at Yucca Mountain and would vote against it if given the opportunity. 


Shortly after taking office in 2009, President Obama announced that Yucca Mountain is no longer an 


option and that alternatives must be explored.
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Print Ad


The federal government is planning to send 


massive shipments of deadly nuclear waste


– by train and truck – past Iowa’s farms, your


home, your work and your children’s schools.


And they admit accidents that can cause mass


evacuation, cancer and an untold number of


deaths are inevitable. Don’t let them put Iowa’s


families at risk of exposure to nuclear waste.


Tell your senators that you do not want to live in


a nuclear neighborhood.


Paid for by the Agency for Nuclear Projects


Call Senators Chuck Grassley and Tom Harkin
toll-free at 1-888-554-9256
For more information, www.nuclearneighborhoods.org


Citizens Against 
Radioactive Transport to Yucca


IOWA CAN
BOAST
MORE THAN


97,000 FARMS
THROUGHOUT THE STATE AND SOON,


MORE THAN
71,000
SHIPMENTS
OF INCREDIBLY DANGEROUS AND HIGHLY 


RADIOACTIVE
NUCLEAR
WASTE.


STOP THIS HORRIFIC CRIME AGAINST THE PEOPLE OF AMERICA.
CALL YOUR SENATOR, YOUR CONGRESS PERSON AND YOUR GOVERNOR.
TELL THEM YOU DON’T WANT TO LIVE IN A NUCLEAR NEIGHBORHOOD.


They want to ship
HIGHLY RADIOACTIVE
NUCLEAR WASTE
to Nevada, which puts


Alabama
Arizona
Arkansas
California
Colorado
Connecticut
Florida
Georgia
Idaho
Illinois
Indiana
Iowa
Kansas
Kentucky
Louisiana
Maine
Maryland
Massachusetts
Michigan
Minnesota
Mississippi
Missouri
Nebraska
New Hampshire
New Jersey
New Mexico
New York
North Carolina
Ohio
Oklahoma
Oregon
Pennsylvania
South Carolina
Tennessee
Texas
Utah
Vermont
Virginia
Washington
West Virginia
Wisconsin
and Wyoming


IN GRAVE DANGER.
WAKE UP AMERICA. The nuclear energy industry wants you to


believe that thousands of tons of highly radioactive nuclear waste will just


magically appear at a repository in Nevada for permanent storage.


Well, their big lie is now exposed: Truck and train shipments of nuclear


waste (more than 3,000 each year for 24 years) will be traveling through


your city, in front of your children’s schools and next to your home.


43 states. 734 counties. Home to half the population of the United States.


All at risk of a catastrophic nuclear disaster. Those in power would like


to keep this quiet. WE WANT YOU TO KNOW THE TRUTH.


For more information, go to www.nuclearneighborhoods.org
Paid for by the Agency for Nuclear Projects
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Print Ad


The federal government is planning to send massive shipments of


deadly nuclear waste – by train and truck – past your home, your work and


your children’s schools. They admit accidents that can cause mass evacua-


tion, cancer and an untold number of deaths are inevitable. The time to fight


is now. Don’t let them put Pennsylvania’s families in harm’s way. Tell your


senators that you will not live in a nuclear neighborhood.


Paid for by the Agency for Nuclear Projects


Call Senators Arlen Specter and Rick Santorum
toll-free at 1-888-554-9256
For more information, www.nuclearneighborhoods.org


Citizens Against 
Radioactive Transport to Yucca


AFTER VICTORY IN HISTORIC BATTLES AT


VALLEY FORGE,
GETTYSBURG
AND IN


ERIE HARBOR,
PENNSYLVANIA IS ABOUT TO BE


INVADED BY
21,000 SHIPMENTS
OF INCREDIBLY DANGEROUS AND 


HIGHLY RADIOACTIVE
NUCLEAR WASTE.
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3. NCOT “DON’T FENCE ME IN” 


RAISING BRAND AWARENESS 


THE ISSUE


Seeking to expand on the power of The Killers’ Nevada-fied rendition of “Don’t Fence Me In,” while 


establishing Nevada’s position as the go-to state for Millennial mavericks, the goal of the NCOT 2014 


Spring/Summer campaign was to create a lift in overall brand awareness—and to ultimately increase 


tourism tax revenue.


THE HOW 


We brought new digital ideas to the table while building on the Winter campaign’s momentum. To 


make our efforts count, we maximized past learnings and expanded our reach into new markets and 


media. Our targets saw a single, high-profile promotion that unified our Spring/Summer campaign. 


And every placement across the Web tied back to that promotion, which drove direct response metrics 


and created a lot of excitement and buzz for the contest and, by extension, the Nevada brand.


THE WORK


A noteworthy modification was our expansion of the television buy with Twitter TV. We also shifted to 


a program-specific focus through advanced targeting with online travel agencies (OTAs). Our quarry 


were those active travel seekers, primed for Nevada-style adventure. We also launched dedicated pre-


roll and high-impact engagement units to visually showcase our wild, gorgeous home state. These 


captivating visuals were dynamically served with a custom “attraction feed” showcasing upcoming 


events and must-see surrounding landmarks, presenting Nevada events as experience-rich getaway 


opportunities. A first-of-its-kind travel partnership with “Are You a Human” was launched to engage 


consumers within the ad experience. We put Nevada right in Millennials’ hands, with a comprehensive 


mobile/tablet campaign.


THE RESULTS


Since the late April launch, NCOT has seen increased site visitation and performance metrics. 


Media results include:


• The “Don’t Fence Me In” TV spot has aired more than 2,300 times across our seven television markets, 


generating an estimated 30.9MM impressions 


• The spot has also been running online as targeted pre-roll with over 1.4MM completed views 
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• OTA partners have generated over 6.7MM impressions and 10,000 clicks to travelnevada.com


• 5.8MM Google Cost-Per-Click Search ads have run in users’ search results, leading to 44,000 clicks 


through to travelnevada.com 


Twitter promoted trend also saw impressive results:


• 3.9MM total impressions


• 130k trend tweet engagements


• June saw the highest increase in website traffic with a 32% increase month over month


• Between May and July we saw an average increase in conversions of 10.5%
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Web Banners
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Web Banners
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Print Ad


Visit TravelNevada.com/sfchron or call 800.Nevada.8


We are Nevada. We carry the skies 
on our back and the range in our heart. 
When others fence in, we open up. 
We challenge you to experience the 
road less traveled.


WE ARE ROVERS.
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3.1.1.3 Three (3) Case Study examples of website development.


In the travel & tourism and aviation space, R&R/B&P manage the website and digital assets (soup to 


nuts) for two leader brands: LVCVA and Boeing. Our digital experts blend a customer engagement 


“know-how” with Boeing coupled with a blend of engagement/transactional expertise with LVCVA, that 


align perfectly with NCOT’s website needs and objectives. 


1. BOEING 


COMMUNICATING BOEING’S INNOVATION THROUGH INSPIRATION TO A GLOBAL AUDIENCE


From 1916, when Boeing incorporated with just 21 employees, to its role today as employer of 159,000 


and the United States’ leading exporter of manufactured goods, the company has continuously strived 


for inspiration to achieve unmatched innovation.


And the globe’s leading aerospace and defense company turned to R&R Partners to deploy digital and 


social media to tell the story of how it revolutionizes flight. This domestic and international work 


included: 


• Digital strategy


• Website design and development


• Social media


• Digital advertising production


As we saw it, our role was to ensure that whatever innovation the company is highlighting, its target 


audiences could take part, anywhere in the world.


THE ISSUE


Boeing, a $64 billion company with employees in 70 countries and a ranking of 36th on the Fortune 


500, competes with some of the world’s most sophisticated and forward-thinking enterprises. That 


means the company—named the No. 1 innovator among U.S. aerospace and defense companies by The 


Patent Board for five consecutive years—must communicate compellingly with a truly global audience.


Communications needed to resonate with the company’s multiple audiences, which include airlines 


interested in buying the Boeing aircraft, frequent travelers, and ardent Boeing enthusiasts who can 


be influential ambassadors for the airline’s brand. A longer-term goal of our work was to define a 


Boeing aircraft as more than a commodity. By meaningfully communicating the truly differentiating 


attributes of flying on a Boeing airplane, We strived to create a distinct-enough preference for Boeing 


aircraft in the minds of frequent travelers that airlines are motivated to buy Boeing planes.
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THE HOW


These communications needed to not only deliver Boeing’s messages, but also convey the attribute 


essential to the company’s continued success: innovation. In other words, the message’s form had to 


communicate as much as its substance. And what better way to communicate the intrinsic message of 


innovation than by both establishing it explicitly—through the content of the messages themselves— 


and implicitly—by delivering it digitally in a range of inventive ways.


THE WORK


Our early work for Boeing was performed for one of the company’s three major divisions, Boeing 


Commercial, centered on the 787 Dreamliner. The company’s latest contribution to aircraft innovation 


relies on composite materials and state-of-the-art design to transport passengers around the world 


in greater comfort, while consuming significantly less fuel. To share the jetliner’s launch with the 


world, we managed the largest Boeing webcast ever, in multiple languages, across desktop and 


mobile, externally and internally. Earlier work included creation of the Dreamliner microsite www.


newairplane.com, which featured large-format video delivered by Flash technology that introduced 


the plane to potential airline customers and passengers, Boeing employees and aviation enthusiasts.    


The Dreamliner created such a beautiful palette that it was a natural for this type of global, 


interactive campaign.


Once the delivery event for the 787 Dreamliner was complete and the plane departed on a world tour, 


Boeing wanted to sustain interest in the state-of-the-art aircraft. To achieve that goal, we developed the 


“Design Your Own Dreamliner” tool, which created an online 3-D computer-generated environment 


that allowed visitors to virtually paint, brand and customize a Dreamliner. 


Our team conceived, designed and developed the tool internally, and equipped it with both 


interactivity and latitude for creativity. We created a virtual model of the 787, sans design or even 


color, then added tools including backgrounds and graphics that enabled visitors to customize 


their aircraft and make it their own. Final designs were moderated, placed in a gallery and shared 


through Facebook, which enabled the campaign to also benefit from the power of social media and the 


increased credibility that comes with receiving information from a colleague or friend, rather than 


from an advertiser.


Our successful work with Boeing Commercial enabled us to win additional work with one of the 


company’s other divisions, Boeing Corporate. This included conceptualizing and developing “From 


Inspiration to Innovation” on the Boeing website, which highlights everything from the company’s 
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development of the electric aircraft to its conversion of a 747 cargo plane into the Dreamlifter, a 


workhorse used to transport the Dreamliner’s massive parts from suppliers around the world.


We also created the Boeing iPad app, “Milestones in Innovation.” The free app deploys pictures, video 


and an interactive timeline to chronicle Boeing’s nine-and-a-half decade history, in advance of the 


company’s 2016 centennial. The app is particularly popular with Boeing Commercial’s sales staff, 


which relies on it to showcase the company’s portfolio of aerospace products. 


Our most recent work for Boeing involves designing their international presence, including the 2012 


launch of 15 country- or region-specific websites in 13 languages. Not only does each site feature 


native language content, we developed a customized content management system that enables Boeing 


employees to individually revise and update their sites 24/7. 


THE RESULTS


Our work for Boeing has generated impressive results, including substantial earned media in outlets 


such as The Wall Street Journal and USA Today; hundreds of thousands of online visits, including 


coveted international traffic from China, India and Japan; and significant social media integration. 


That, in turn, has fueled the global success of the 787 Dreamliner: 58 customers from six continents 


have placed orders valued at more than $175 billion, making it the most successful launch of a 


commercial airplane in aviation history. 


Boeing has rewarded us by doubling its business with the agency in the past year.


In addition, R&R Partners and Boeing have been awarded the “Best Airline Site” award from the 


Internet Advertising Awards every year it has been entered in the contest. Surveys of the websites have 


shown consistent increases in brand awareness and recommendation scores among visitors. The sites also 


served as factual and easy-to-access sources of information during the 2013 Dreamliner battery issue.


Boeing is in an unprecedented position. Not only has the company designed and built the 787, but 


it has emerged from the recession to secure a record number of orders in the past year, across the 


spectrum of airplanes it manufactures. Boeing is revolutionizing flight by being an extraordinarily 


innovative company in all facets of its operations—including digital communications.
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Website


newairplane.com
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2. THE BOEING 777X GALLERY EXPERIENCE 


RAISING THE AVIATION BAR ONLINE


THE ISSUE


As part of our long-standing Web development relationship with Boeing Commercial Aviation, the 


R&R Partners Engagement Team was tasked with a unique branding challenge: Create a direct and 


sophisticated appeal to the world’s most elite airlines and their customers for a commercial aircraft 


that does not yet exist. Scheduled to be rolled off the assembly line in 2020, the Boeing 777X promises 


to be a monument to modern aviation, with major improvements in fuel efficiency and the highest 


emphasis on customer comfort. It will be the largest and most-efficient twin-engine jet in the world, 


with 12 percent lower fuel consumption and 10 percent lower operating costs than its competition.  


But creating just the right kind of visualization for a bellwether plane that doesn’t yet exist would 


have its challenges.


THE HOW


When a global brand like Boeing sets a new bar within its own industry with the 777X, its launch 


must set a new standard as well, which in this case meant highlighting the place where art and design 


meet science and technology. We took this formula to its summit by creating a virtual art gallery 


that would showcase the 777X through individual pieces of art, directly related to the concept and 


development of the aircraft. This Web experience allowed airline fleet managers to “walk” through 


this three-dimensional art gallery, providing them with first-person tours in a beautiful and dramatic 


setting where the 777X is deconstructed and each technological advancement is celebrated.


THE WORK


To create the visuals, we secured the Seattle Art Museum’s Olympic Sculpture Park Pavilion 


and designed the concept, fabrication, installation, video shoot and tear down of nine artistic 


installations within a tight 40-hour window. 


Content within the 777X virtual art gallery ranges from abstract to representational and links out to 


further details on the passenger experience, the performance and the capability of the future aircraft. 


The sequence was then turned into a first-person interactive experience that allows users to virtually 


move forward and backward through the space, as well as to click on and interact with the displays.


If you’re inclined, experience it for yourself at http://www.newairplane.com/777x/gallery-experience/
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THE RESULTS


The 777X gallery was engineered to create buzz within the industry and elite travelers for the largest 


and most efficient twin-engine jetliner in the world, and that’s exactly what it did. The website 


launched on the opening day of the Dubai Airshow with 176,443 unique page views and within two 


days, had generated a record launch: 259 orders and commitments worth almost $100 billion. The 


success metrics continue to roll in with over a half million unique visitors and millions of page views 


to date… and counting.
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Website


newairplane.com/777x/galler y-experience/
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3. LAS VEGAS CONVENTION AND VISITORS AUTHORITY – VISITLASVEGAS.COM


THE ISSUE


Although consumers don’t book travel and rooms directly on VisitLasVegas.com (which redirects 


to LasVegas.com), the website’s goal is unambiguous: increase hotel referrals and bookings. 


These realities demanded an exhaustive review of two types of websites: online travel agencies 


(transactional) and convention and visitors’ bureau websites (non-transactional).


THE HOW


This review revealed numerous similar tactics, some we ultimately adopted and some we rejected. 


However, the biggest strategic insight we uncovered flowed from our keen understanding of the 


destination’s target markets.


Our thorough primary research had revealed two primary visitor groups that needed to be on our 


radar screen: diehard Vegas fans who love it and know it, which we dubbed “Cores,” and skeptical 


travelers who needed convincing and information before booking a trip to Vegas, which we labeled 


“Persuades.” The latter became our new target. 


Our research revealed that the more information “Persuades” have, and the more inside information 


“Cores” share with them on how to “do Vegas,” the more likely “Persuades” are to visit.


THE WORK


Tactically, this insight pointed to two imperatives for our digital strategy: Inform and engage. To 


achieve the former, we created the most exhaustive, unbiased Las Vegas website possible. In addition 


to comprehensive information, we created novel ways to consume it, including planning tools and 


specific, suggested itineraries targeted to the prospective visitors’ individual interests. To engage, we 


created an appealing and entertaining Facebook site that enabled “Cores” to interact with “Persuades” 


in an authentic social media channel unburdened by the potential turn-off of “marketing.”


We also developed a campaign which chronicled the life of an unfortunately named man, 


Las Vegasdotcom. Everywhere our hapless hero went, neighbors and friends tried to get his 


recommendations for Las Vegas restaurant reservations, deals on hotels and show tickets—obviously 


confusing the man with the website. The campaign was supported in an integrated fashion, relying 


heavily on TV and online video, online display and opportunistic print insertions.


To support our strategy, a variety of tactics were executed spanning the purchase funnel—increasing 


awareness through video, while driving qualified leads to the site through SEM. Some of our notable 
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executions involved takeovers on Yahoo’s! Login, Travel and OMG! pages, a booking widget integration 


on USA Today’s Experience Las Vegas site and a retargeted sequential pre-roll buy where put-upon Las 


would ask the viewer to “Stop Following Me.” Additionally, a series of print advertorials mimicking Us 


Weekly’s “Stars—They’re Just Like Us” were created showing Las Vegasdotcom in everyday situations.


RESULTS


Since the campaign’s launch in January, LasVegas.com has seen significant growth in site traffic 


(+40%) as well as units sold compared to the soft-launch months of November and December.


Hotel reservations and hotel listing page views and referrals also increased significantly, in 


comparison to the prelaunch year: 


• Hotel Listing Page Visits: +253% year over year 


• Hotel Listings Page Views: +296% year over year  


• Hotel Referrals: +318% year over year


Direct response media partners are continuously monitored and are optimized to drive the most 


efficient conversions. Through detailed return on media investment analysis, we have demonstrated 


that through our efforts from January to May, the return was 55%, or $1.55 of revenue generated for 


every $1.00 spent.


In addition:


R&R has driven a dramatic increase in social engagement on Las Vegas’ Facebook page, which is now 


nearing 1 million “likes.”


Everyone knows that What Happens Here, Stays Here is synonymous with Las Vegas. So we needed a 


set of rules to ensure our visitors’ moments stay here. Our media engagement team devised a social 


engagement campaign called “Know the Code” which established a set of guidelines for responsible 


social media sharing, while still preserving the spirit of WHHSH. The goal: Uses of the campaign 


hashtag, signed oaths and referrals to VisitLasVegas.com. The opportunity to enforce our code came in 


late summer of 2013.


In August, Prince Harry had a much-ballyhooed visit to Las Vegas, thanks to a leaked photo that 


spread across the world within mere hours. Within 24 hours of the news explosion, we showed our 


solidarity with Harry, who obviously was the victim of code-breakers. Our Facebook post launched the 


campaign, a full-page ad in USA Today followed, and the rest took off like a rocket.
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Within 24 hours of our launch, we delivered 2.2 million Facebook post impressions and 2.9 million 


Twitter impressions. A global PR blitz ensued with TV, print and online news outlets worldwide 


picking up the story. From celebrity gossip coverage on Access Hollywood to Squawk Box on CNBC, 


the conversation centered on Prince Harry and the Las Vegas Code. From there, our fans and the 


international media joined the cause, taking the campaign to places that can’t be promised—and 


generating over $23 million in earned media value. 


 


Web Banner
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Website


visit lasvegas.com







B&P   48 of 120


3.1.1.4 Three (3) Case Studies describing an integrated media purchase.


It’s important to note that R&R/B&P’s media team is the largest media purchaser in the state of 


Nevada, and one of the top 10 independent media purchasers in the US, with capitalized billings of 


approximately $350 million annually.  This buying clout coupled with strong rep relationships will be 


fully maximized for NCOT to gain the best placements, rates, promotional elements, and added-value. 


Using our proprietary media planning process (E=MC2), our blend of creative & strategic media with 


focus on results is demonstrated in the following case studies for Treasure Island, LVCVA, and Western 


Digital, all of whom we manage their media planning & buying disciplines for.


As we move into 2015 as NCOT’s media partner, we want to infuse new thinking into the media plans.  


In working closely with NCOT staff, we want to further expand upon the TNS eXelate Data Segment 


targeting, where we can digitally identify consumers planning travel to Nevada across any state, and 


then target them.  With this data, new media plan elements like National Direct Response Television, 


advanced targeting via ad networks, and geo-targeted mobile, just to name a few, will make our 


NCOT’s media plans more efficient and successful moving forward.


1. TREASURE ISLAND


EXPLORATION


Before Las Vegas’ recent recovery, Treasure Island was faced with a challenged budget, yet still needed 


to reach tourists on a national basis and demonstrate a strict ROI. TI also had recently broken off 


as a single property, and no longer had the MGM Resorts International ‘machine’ behind them. In 


an effort to increase reservations and discretionary spending at the Treasure Island, TI wanted to 


include television into their marketing efforts. Tasked with targeting potential tourists across the 


United States, we developed a campaign strategy revolving around promotion of rates & availability 


and on-property events. To accomplish the mission, we knew we needed to reach potential guests who 


were looking for entertainment options or a great deal. Radio and print reached locals and tourists 


looking for entertainment options with major headliners, while National Direct Response Television 


offered special deals on hotel stays. 


The core strategy: Coming to Vegas? Get a great deal on your stay. Already in Vegas? Check out Gilley’s 


bar or shows featuring Bill Engvall, Bill Cosby, Whoopi Goldberg or Carlos Mencia. 


MAPPING


To put our strategy into action, we focused national efforts on Direct Response TV to keep the hotel full. 


The entertainment supplement plan highlighted activities at Treasure Island to locals and tourists 


already in Las Vegas. 
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We used a direct response tracking system and unique toll-free phone numbers for maximum 


efficiency. In order to keep the campaign running, it would have to make a significant impact in room 


bookings. With an average monthly budget of $25,000, a 3-month test was set in place to run each 


month for approximately three weeks with one makegood (clearance) week at the end of each month. 


Station recommendations focused across select national cable networks for a low cost-per-lead, and 


were optimized weekly based on calls generated. Networks included Headline News, Investigation 


Discovery, Lifetime Movie Network, National Geographic, Planet Green, Science Channel, Travel 


Channel and several others. Through weekly monitoring some channels have been added and removed 


in order to maintain an average cost-per-lead of approximately $40. The test proved so successful, 


DRTV budgets have doubled and DRTV is now the core of Treasure Island’s out-of-market messaging.


A mix of traffic radio, spot radio and print promote the upcoming shows, giving clean air messaging 


for each entertainer around their regularly scheduled performances. On-air promotional giveaways 


keep radio DJs actively promoting Treasure Island and the shows, while the tourist-friendly 


publications and alt weeklies keep the messaging in editorial environments where readers are actively 


planning their entertainment options. 


RESULTS & ROI


After the initial three month test of the campaign, we extended the direct response television campaign. 


In 2010, the DRTV campaign generated 37,065 room bookings and generated more than $3.69 million 


in revenue, while returning close to 700% ROI. This number has increased year-over-year while shows 


regularly sell out and Gilley’s bar is a mainstay of action on the Las Vegas Strip.


With clear ROI shown, DRTV has become the successful backbone of Treasure Island’s marketing 


efforts, while the companion plan for entertainment keeps hotel guests on property while providing 


future guests the perfect reason to come inside and consider the property for their next trip.


Case Study:  Treasure Island


• Results CY 2011 -- 4:1 ROI!
– Purchased $700k in national DRTV !
– Earned $2.9 million in revenue and booked 37k room nights
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8 P M  / /  T R E A S U R E  I S L A N D  T H E A T R E  / /  T I C K E T S  8 9 4 . 7 7 2 2


September 28
Bill CosbyMickey Gilley


February 18June 22
Bill Engvall


8 P M  // T R E A S U R E  I S L A N D  T H E A T R E  // T I C K E T S  8 9 4 . 7 7 2 2


Get the rest of the rules at pillagethestrip.com  866.288.7806 Get the rest of the rules at pillagethestrip.com  866.288.7806


Print Ads
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:60 Direct Response TV


Web Banners
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2. LVCVA – “VEGAS SEASON”


EXPLORATION


Any destination can put their claim on summer, but only Las Vegas can deliver “Vegas Season.” To 


create urgency and increase visitation during slower summer months, R&R Partners developed “Vegas 


Season” to bring summer in Las Vegas to life. 


We sought out first-to-market opportunities, and built upon our Upfront and Digital Newfront with 


media that educated consumers about various summer offerings and engaged with them via custom 


content and Vegas’ social channels. 


MAPPING


Notable programs included a rich media catbox across GDN complimenting a 32-page newspaper 


insert, custom content distribution with Defy, Say Media and Thrillist, promoted hashtag and 


sponsorship of Yahoo!’s Travel Magazine launch. In true Vegas fashion, activations with Wayne 


Newton and 100 carolers flooded the streets of Chicago, WGN-TV studio and Wrigley Field, spreading 


Vegas Season cheer. Coupled with an aggressive social campaign, the country was engaged.


RESULTS & ROI


Since the May launch, Las Vegas has seen record visitation in 2014, up 4.2% YTD. Vegas is set to 


surpass forty million visitors this year—the most visitors in history. Media results include: 


• Vegas Season pre-roll video successful completion rates around 80%Custom content with the Yahoo! 


• Travel Magazine saw over 336k article views and nearly 2,000 shares 


• Through the Chicago activation, we garnered more than $10MM value for Vegas 


• Visits to LasVegas.com were up over 31% in Chicago for the 15-day span of the spot market campaign 


• Ongoing Facebook and Twitter campaigns have shown tremendous engagement rates from 5% – 11%, 


far exceeding the 1% travel industry benchmark 


Twitter promoted trends also saw impressive results: 


• 46.2MM total impressions (vs. 40MM benchmark) 


• 7.59% engagement rate (vs. 2% benchmark)  


• 218k trend tweet engagements (vs. 24k benchmark) 


• 3,300+ uses of #VegasSeason on 6/20 alone 


• Direct response CPAs were 40% below goal
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Engagement
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3. WESTERN DIGITAL – “ABSOLUTELY”


EXPLORATION


It all starts with a little thing we call R&R’s Hurricane™, a process that establishes a solid foundation 


for the brand, based on the company’s core attributes. At the center of the WD Hurricane: Certainty. 


Western Digital’s products have a less than 1 percent total failure rate, which is why hundreds of 


millions of consumers and technology brands, including IBM, HP and Apple, trust its products 


implicitly. Whether it’s years of sensitive financial data or photos from last summer’s vacation, 


consumers demand that their data is safely stored and accessible. They are willing to lose nothing. 


The certainty built into every aspect of WD’s design and engineering ensures that they won’t. It’s the 


foundation upon which R&R and WD are building the brand.


R&R also implemented the industry’s first-ever behavioral segmentation study and gained invaluable 


behavioral insights within this fast-moving consumer category. The results have helped focus 


messaging and media selection, and served as a signpost for WD’s new product development.


While consumer behavior shifts, producing lots and lots of digital stuff, WD must become known as the 


only sure way to keep your “stuff” safe.


MAPPING


R&R went into the brand ideation phase and crafted a number of big-picture positions for the 


brand. After taking those positions to focus groups, it was determined that one word did the trick—


“Absolutely.” Research revealed that no other word better conveyed, quickly and relevantly, the core 


idea of certainty. Consumers and employees alike found it authentic, credible and motivating.


Building from the research, R&R launched “WD Absolutely” at CES. Add to that the first brand 


television campaign, the use of content creators as brand ambassadors on the Web, alignment of 


packaging, POP, and internal communications supporting the brand. Domestic success led to the 


international branding of WD Absolutely.


RESULTS


The resulting campaign rolled out in March 2013 in TV, print digital and out of home.


After two months, unit sales had increased 16 percent year over year. Shelf space has increased at 


key retailers and the campaign has received strong, positive word of mouth on YouTube and in tech 


and marketing blogs. Absolutely is resonating in a category where it is often very difficult to be 


heard. Western Digital is now a brand with more than just great products. It’s now a brand with an 


emotional connection to its consumers. And that’s where the proverbial rubber will continue to hit the 


proverbial road.







B&P   55 of 120


082865.02_WESDIG_Q1_2013_Print_Hands_Rolling_Stone_FP_MECH2       ROUND #: MECH2 
Trim: 8” x  10.875”        Bleed: 8.25” x  11.125”        Color Space: CMYK       Software: InDesign       Fonts: Helvetica Neue       


TM:        AS:        ACD: BL       PA:        Date: 2/11/13       Loaded Date: 00/00/00


is saving your digital life 
just the beginning?


Western Digital, WD, and the WD logo are registered trademarks of Western Digital Technologies, Inc., in the U.S. and other countries. Absolutely is a trademark of Western Digital Technologies, Inc. Other marks may 
be mentioned herein that belong to other companies. Product specifications subject to change without notice. Picture shown may vary from actual product. ©2013 WD, a Western Digital company. All rights reserved.


Share
Personal Cloud 
Storage


Stream
HD  
Routers


Enjoy
Media 
Players 


wd.com


Save
Digital 
Storage 


Print Ad


Out of Home







B&P   56 of 120


Digital







B&P   57 of 120


3.1.2 STRATEGIC APPROACH 


 


3.1.2.1 Contracted vendor(s) must provide a detailed strategic approach to accomplishing the program 


as provided in Section 3.1 Scope of Work and Deliverables. 


Understanding the spirit of the state. The grand spectacles Nevada offers. And the nuances that make 


us “A World Within. A State Apart.” It’s essential that NCOT’s partner is Nevada-smart through and through. 


 


“Don’t Fence Me In,” was an impressive campaign. Beautiful television. Outstanding partnership 


with Nevada band, The Killers. When B&P hopped onboard for the 2014 Spring/Summer leg of the 


campaign, we did so with full enthusiasm. And we produced results. 


 


Now, moving forward, we must leverage that success and increase our momentum to show even 


greater results. 


 


So, what does the future look like? 


 


In order to get a picture, NCOT and B&P must work together to gather all information. We must 


be intelligent. We need to define and articulate solutions. We must focus. And we need to craft the 


smartest plans to get there. We need to be driven. 


 


Our VELOCITY process has been developed for conceiving, designing and implementing 


communication strategies that will help us get to where we need to go. It is a way of thinking and 


working that is inclusive, collaborative, scalable and continuous. 


 


It involves virtually every agency discipline: strategy; research & planning; creative; media; 


digital & engagement. And at the center, your account team. VELOCITY will not function without 


a knowledgeable and proactive team leader to direct efforts, facilitate collaboration and provide 


essential communication and liaison with members of the NCOT marketing team. Your account 


supervisor is the hub around which all the specialists will revolve. 


 


It begins with questions. What is the true nature of the business problem or opportunity? What truths 


and features exist within your product or service? What is the nature of the market? Who are your 


competitors, and is your offering superior? Who are your customers? What do they believe, desire, fear 


or value? How do those beliefs, fears, values and desires match up with what your product offers? 
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Being Nevadans and working with NCOT previously, we have some great answers to these questions. 


And we look forward to sitting down with NCOT stakeholders to explore further.


VELOCITY includes data-based analytics that will allow us to determine how we are doing, what we 


should adjust and how we can be more effective. 


 


Is it complicated? Intimidating? Take comfort in the fact that VELOCITY is rooted in common sense. 


 


It is common sense that tells us that in order to find the right answers, we need to ask the right 


questions. It is common sense that tells us the market is a dynamic, continually changing place and 


any campaigns we have implemented for NCOT must be able to change at the same time. It is common 


sense that tells us that insights will define strategy and strategy, in turn, will define tactics.


VELOCITY


Adjust and Refocus


Business 
Learning


Primary/
Secondary 
Research


Consumer 
Learning


Goals


Tactical 
PlanScalable / Inclusive / Shifts the Conversation


WHAT


Activation


Deliverables


Measurement


So


What?
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Through decades of working with state, county and city entities, we are well versed in keeping 


stakeholders in the loop on an ongoing basis. This includes elected officials, industry influencers and 


statewide partners. 


 


The day-to-day progression of the campaign will be tracked—and tracked thoroughly. Reports. 


Summaries. Dashboards. Analysis. Updates. Budget reconciliation. All the things that, to some, may 


not seem overly glamorous, but are essential in monitoring activities, measuring results and making 


future plans. 


 


Our creative team, public relations team, digital and social team, media team and account team will 


take on an explorer’s spirit—the very spirit that makes Nevada, Nevada. 


 


When devising strategy or mining for the perfect press angle or creating digital content we will be 


vibrant, colorful, maverick, weird and wonderfully exuberant. And most importantly, we won’t be 


shocking for the sake of being shocking. We won’t be edgy for the sake of being edgy. Ideas will be 


born of strategy. We will be in-tune with the refined frequency of our targeted Millennials and Gen-Y 


audiences. We will drive conversations—which means both listening and learning, while speaking 


with a voice that will cut through the noise and be heard. 


 


And all of this will be done with an eye on the numbers, always striving for better and better results.
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4. COMPANY BACKGROUND AND REFERENCES


4.1 Vendor Information


4.1.1 Company Profile


Integrated Marketing Agency of Record RFP 2084 Page 32 of 76 


4. COMPANY BACKGROUND AND REFERENCES 
 


4.1 VENDOR INFORMATION 
 


4.1.1 Vendors must provide a company profile in the table format below. 
 


Question Response 
Company name: R&R/CRR Holdings, LLC 


dba B&P Advertising 
Ownership (sole proprietor, partnership, etc.): LLC - Partnership 
State of incorporation: Nevada 
Date of incorporation: January 1, 2001 
# of years in business: 13 
List of top officers: Charles J. Johnston 


Robert A. Catalano 
Rodney M. Reber 


Location of company headquarters: 900 South Pavilion Center Drive,  
Suite 170 
Las Vegas, Nevada 89144 


Location(s) of the company offices: 900 South Pavilion Center Drive,  
Suite 170 
Las Vegas, Nevada 89144 


Location(s) of the office that will provide the 
services described in this RFP: 


900 South Pavilion Center Drive,  
Suite 170 
Las Vegas, Nevada 89144 


Number of employees locally with the 
expertise to support the requirements identified 
in this RFP: 


212 


Number of employees nationally with the 
expertise to support the requirements in this 
RFP: 


212 


Location(s) from which employees will be 
assigned for this project: 


900 South Pavilion Center Drive,  
Suite 170 
Las Vegas, Nevada 89144 


 
4.1.2 Please be advised, pursuant to NRS 80.010, a corporation organized pursuant to 


the laws of another state must register with the State of Nevada, Secretary of 
State’s Office as a foreign corporation before a contract can be executed between 
the State of Nevada and the awarded vendor, unless specifically exempted by 
NRS 80.015. 


 
4.1.3 The selected vendor, prior to doing business in the State of Nevada, must be 


appropriately licensed by the State of Nevada, Secretary of State’s Office 
pursuant to NRS76.  Information regarding the Nevada Business License can be 
located at http://sos.state.nv.us.  


 
Question Response 


Nevada Business License Number: NV20061353085 
Legal Entity Name: R&R/CRR Holdings, LLC 


 
Is “Legal Entity Name” the same name as vendor is doing business as? 
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4.1.3


Integrated Marketing Agency of Record RFP 2084 Page 32 of 76 


4. COMPANY BACKGROUND AND REFERENCES 
 


4.1 VENDOR INFORMATION 
 


4.1.1 Vendors must provide a company profile in the table format below. 
 


Question Response 
Company name: R&R/CRR Holdings, LLC 


dba B&P Advertising 
Ownership (sole proprietor, partnership, etc.): LLC - Partnership 
State of incorporation: Nevada 
Date of incorporation: January 1, 2001 
# of years in business: 13 
List of top officers: Charles J. Johnston 


Robert A. Catalano 
Rodney M. Reber 


Location of company headquarters: 900 South Pavilion Center Drive,  
Suite 170 
Las Vegas, Nevada 89144 


Location(s) of the company offices: 900 South Pavilion Center Drive,  
Suite 170 
Las Vegas, Nevada 89144 


Location(s) of the office that will provide the 
services described in this RFP: 


900 South Pavilion Center Drive,  
Suite 170 
Las Vegas, Nevada 89144 


Number of employees locally with the 
expertise to support the requirements identified 
in this RFP: 


212 


Number of employees nationally with the 
expertise to support the requirements in this 
RFP: 


212 


Location(s) from which employees will be 
assigned for this project: 


900 South Pavilion Center Drive,  
Suite 170 
Las Vegas, Nevada 89144 


 
4.1.2 Please be advised, pursuant to NRS 80.010, a corporation organized pursuant to 


the laws of another state must register with the State of Nevada, Secretary of 
State’s Office as a foreign corporation before a contract can be executed between 
the State of Nevada and the awarded vendor, unless specifically exempted by 
NRS 80.015. 


 
4.1.3 The selected vendor, prior to doing business in the State of Nevada, must be 


appropriately licensed by the State of Nevada, Secretary of State’s Office 
pursuant to NRS76.  Information regarding the Nevada Business License can be 
located at http://sos.state.nv.us.  


 
Question Response 


Nevada Business License Number: NV20061353085 
Legal Entity Name: R&R/CRR Holdings, LLC 


 
Is “Legal Entity Name” the same name as vendor is doing business as? 


Integrated Marketing Agency of Record RFP 2081 Page 27 of 64 


 
Question Response 


Company name: R&R/CRR Holdings, LLC  
dba B&P Advertising 


Ownership (sole proprietor, partnership, etc.): LLC - Partnership 
State of incorporation: Nevada 
Date of incorporation: January 1, 2001 
# of years in business: 13 


List of top officers: 
Charles J. Johnston 
Robert A. Catalano 
Rodney M. Reber 


Location of company headquarters: 
900 South Pavilion Center Drive,  
Suite 170  
Las Vegas, Nevada 89144 


Location(s) of the company offices: 
900 South Pavilion Center Drive,  
Suite 170  
Las Vegas, Nevada 89144 


Location(s) of the office that will provide the 
services described in this RFP: 


900 South Pavilion Center Drive, 
Suite 170 
Las Vegas, Nevada 89144 


Number of employees locally with the 
expertise to support the requirements identified 
in this RFP: 


212 


Number of employees nationally with the 
expertise to support the requirements in this 
RFP: 


212 


Location(s) from which employees will be 
assigned for this project: 


900 South Pavilion Center Drive,  
Suite 170  
Las Vegas, Nevada 89144 


 
4.1.2 Please be advised, pursuant to NRS 80.010, a corporation organized pursuant to 


the laws of another state must register with the State of Nevada, Secretary of 
State’s Office as a foreign corporation before a contract can be executed between 
the State of Nevada and the awarded vendor, unless specifically exempted by 
NRS 80.015. 


 
4.1.3 The selected vendor, prior to doing business in the State of Nevada, must be 


appropriately licensed by the State of Nevada, Secretary of State’s Office 
pursuant to NRS76.  Information regarding the Nevada Business License can be 
located at http://sos.state.nv.us.  


 
Question Response 


Nevada Business License Number: NV20061353085 
Legal Entity Name: R&R/CRR Holdings, LLC 


 
Is “Legal Entity Name” the same name as vendor is doing business as? 


 
Yes  No X 


 
If “No”, provide explanation. 


 
R&R/CRR Holdings, LLC does business as B&P Advertising.


Is “Legal Entity Name” the same name as vendor is doing business as?


If “No”, provide explanation.


4.1.5 Has the vendor ever been engaged under contract by any State of Nevada agency? 


Yes No X 


If “Yes”, complete the following table for each State agency for whom the work was performed. Table can be 


duplicated for each contract being identified.


Question Response 
Name of State agency: Nevada Commission on Tourism 
State agency contact name: Claudia Vecchio 
Dates when services were 
performed: 2014 


Type of duties performed: Advertising, Media 
Total dollar value of the contract: $1.2 million 


Question Response 
Name of State agency: Nevada State College 
State agency contact name: Spencer Stewart 
Dates when services were 
performed: 2010 – Present 


Type of duties performed: Advertising, Media, Public Relations 
Total dollar value of the contract: On-going 
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Question Response 
Name of State agency: University of Nevada, Las Vegas 
State agency contact name: LaNelda Rolley
Dates when services were 
performed: 2004 – Present 


Type of duties performed: Advertising, Media, Public Relations 
Total dollar value of the contract: On-going 


Question Response 
Name of State agency: Nevada Agency for Nuclear Projects 
State agency contact name: Robert Halstead 
Dates when services were 
performed: 2003 – 2010 


Type of duties performed: Advertising, Public Relations 
Total dollar value of the contract: n/a 


4.1.6 Are you now or have you been within the last two (2) years an employee of the State of Nevada, or any of 


its agencies, departments, or divisions?


Yes No X 


4.1.7 Disclosure of any significant prior or ongoing contract failures, contract breaches, civil or criminal 


litigation in which the vendor has been alleged to be liable or held liable in a matter involving a contract with 


the State of Nevada or any other governmental entity. Any pending claim or litigation occurring within the past 


six (6) years which may adversely affect the vendor’s ability to perform or fulfill its obligations if a contract is 


awarded as a result of this RFP must also be disclosed.


Does any of the above apply to your company?


Yes No X 
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4.1.8 Vendors must review the insurance requirements specified in Attachment E, Insurance Schedule for 


RFP 2081. Does your organization currently have or will your organization be able to provide the insurance 


requirements as specified in Attachment E.


Yes No X 


4.1.9 Company background/history and why vendor is qualified to provide the services described in this RFP. 


Limit response to no more than five (5) pages. 


 


We don’t need to exaggerate. We don’t need to fudge numbers. B&P and R&R combined is the largest 


marketing entity in the state. By far. That means by hiring us, NCOT will have an incredible arsenal 


of professionals at its disposal. 


 


B&P and R&R are operationally solid, financially stable and firmly established. We are here to stay. 


 


We have a reputation within the state—and beyond—for sound, transparent billing practices. We 


have unshakable preferred relationships with both vendors and media outlets. And so many of our 


employees stay with us for the majority of their careers (an anomaly in the advertising industry), 


because we believe in rewarding them and allowing them to grow professionally as the company grows. 


 


Next, as a Nevada-based agency, the prosperity of our state is of utmost importance to the principals 


of the company. It’s where we were raised and educated. It’s where we work. It’s where we raise our 


families. Our principals are deeply ingrained in the workings of the state. From private business to 


charitable organizations to political issues. We believe in Nevada. And we want to bring success to NCOT. 


 


R&R was founded in 1974 and currently has more than 400 employees in eight offices across the 


country. In 2006, R&R recognized the value in the type of company and the client roster B&P was 


building, so the companies merged to form a truly unique partnership. With Nevada offices in both 


Las Vegas and Reno, our team will be able to provide NCOT with the best of all worlds: Accurate, 


nimble and effective service combined with an extremely deep bench of talent and a comprehensive 


array of all the services NCOT requires. 
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During the 2014 Spring/Summer campaign, NCOT experienced a taste of what it’s like to work with us. 


We jumped in and hit the ground running. We created worked based on a successful campaign.  


We planned and placed media that made all new inroads to our target audiences. And we did it all 


on-time and in-budget. Based on our merits, we were then awarded the 2014 Fall/Winter campaign 


which we are currently implementing. We expect continued success with this campaign. 


 


But that’s just the beginning of what we offer. 


 


We thrive in complex, fast-moving business climates. We launch products. We create buzz. We extend 


brand reach. We build value. And we deliver results. 


 


All of this, we believe, is of value to NCOT. And we think we’re custom-made to continue working for you. 


 


4.1.10 Length of time vendor has been providing services described in this RFP to the public and/or private 


sector. Please provide a brief description. 


 


B&P has been providing the services as described in this RFP since its inception in 2001. R&R 


Partners has been providing these services since 1974.
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4.2 SUBCONTRACTOR INFORMATION 


 


4.2.1 Does this proposal include the use of subcontractors?


Yes No X 
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4.3 BUSINESS REFERENCES


4.3.1 Vendors should provide a minimum of three (3) for current clients and a minimum of three (3) for former 


clients business references from similar projects performed for private, state and/or large local government 


clients within the last six (6) years. References should be for clients with the tourism or consumer brand 


arenas. 


 


4.3.2 Vendors must provide the following information for every business reference provided by the vendor and/


or subcontractor: 


 


The “Company Name” must be the name of the proposing vendor or the vendor’s proposed subcontractor. 


R&R/CRR Holdings, LLC dba B&P Advertising would like to use all of our previously submitted Current 


Client and Former Client references from RFP #2081 (listed below).


Current Clients:


Treasure Island: Michelle Knoll


University of Nevada, Las Vegas – Department of Educational Outreach: LaNelda Rolley


Las Vegas Convention and Visitors Authority: Cathy Tull


NV Energy: Tony Sanchez


Former Clients:


MGM Resorts International – Bellagio/Aria: Bill McBeath


MGM Resorts International – New York, New York: Trevor Scherrer


MGM Resorts International – Mirage: Scott Sibella


If you have any questions, you can contact Chuck Johnston at 702-967-2222
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Reference #: 1 – Current client reference 


Company Name: R&R/CRR Holdings, LLC dba B&P Advertising 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR SUBCONTRACTOR 
Project Name: Treasure Island Hotel & Casino 


Primary Contact Information 
Name: Michelle Knoll 
Street Address: 3300 Las Vegas Boulevard South 
City, State, Zip: Las Vegas, NV 89109 
Phone, including area code: 702-894-7111 
Facsimile, including area code: 702-894-7680 
Email address: mknoll@treasureisland.com 


Alternate Contact Information 
Name: Don Voss 
Street Address: 3300 Las Vegas Boulevard South 
City, State, Zip: Las Vegas, NV 89109 
Phone, including area code: 702-894-7711 
Facsimile, including area code: 702-894-7680 
Email address: drvoss@treasureisland.com 


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


Agency of Record 
Traditional Creative Marketing – 
Collateral, Broadcast (TV, Radio), Print, 
Outdoor, Electronic/Social Planning 
Buying & Design as well as all Media 
Planning & Buying. 


Original Project/Contract Start Date: January 1, 2001 
Original Project/Contract End Date: On-going 
Original Project/Contract Value: $40,000/month retainer + Media 


Commissions 
Final Project/Contract Date: On-going 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


Yes, still on-going 


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


Yes, still on-going 
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Reference #: 2 – Current client reference 


Company Name: R&R/CRR Holdings, LLC dba B&P Advertising 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR SUBCONTRACTOR 
Project Name: University of Nevada, Las Vegas – Dept. of Educational 


Outreach 
Primary Contact Information 


Name: LaNelda Rolley 
Street Address: 4505 South Maryland Parkway 
City, State, Zip: Las Vegas, NV 89154-2040 
Phone, including area code: 702-895-5168 
Facsimile, including area code: 702-895-5166 
Email address: lanelda.rolley@unlv.edu 


Alternate Contact Information 
Name: 
Street Address: 
City, State, Zip: 
Phone, including area code: 
Facsimile, including area code: 
Email address: 


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


Media Research, Planning, 
Recommendations, Placement and 
Recap Analysis for all online placement 
(Facebook, On-Line Banners), 
Broadcast (TV, Radio) and Print for 
UNLV Educational Outreach Branding, 
UNLV Summer Term, UNLV On-Line 
Education and UNLV OLLI Program. 


Original Project/Contract Start Date: March 1, 2010 
Original Project/Contract End Date: October 1, 2014 
Original Project/Contract Value: $2.5 Million 
Final Project/Contract Date: October 1, 2014 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


Yes, still on-going 


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


Yes, still on-going 
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Reference #: 3 – Current client reference 


Company Name: R&R/CRR Holdings, LLC dba B&P Advertising 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR SUBCONTRACTOR 
Project Name: Las Vegas Convention and Visitors Authority 


Primary Contact Information 
Name: Cathy Tull 
Street Address: 3150 Paradise Road 
City, State, Zip: Las Vegas, NV 89109 
Phone, including area code: 702-892-0711 
Facsimile, including area code: 702-892-7515 
Email address: ctull@lvcva.com 


Alternate Contact Information 
Name: Caroline Coyle 
Street Address: 3150 Paradise Road 
City, State, Zip: Las Vegas, NV 89109 
Phone, including area code: 702-892-7429 
Facsimile, including area code: 702-892-7515 
Email address: ccoyle@lvcva.com 


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


Agency of Record for Las Vegas 
Convention and Visitors Authority to 
provide: Consumer Marketing (domestic 
& international), Business and 
Convention Marketing, Extended 
Destination Marketing, Strategic 
Planning, Account Service, Media, 
Research, Public Relations, Digital and 
Direct Marketing, Social Media, 
Sponsorships, Partnerships, Promotions 
and Events Marketing, Additional 
Support and Outreach. 


Original Project/Contract Start Date: January 1, 1980 
Original Project/Contract End Date: Open 
Original Project/Contract Value: $92 Million 
Final Project/Contract Date: On-going 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


Yes, still on-going 


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


Yes, still on-going 
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Reference #: 4 – Current client reference 


Company Name: R&R/CRR Holdings, LLC dba B&P Advertising 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR SUBCONTRACTOR 
Project Name: NV Energy 


Primary Contact Information 
Name: Tony Sanchez 
Street Address: 6226 West Sahara Avenue, M/S #3 
City, State, Zip: Las Vegas, NV 89146 
Phone, including area code: 702-402-5680 
Facsimile, including area code: 702-402-5689 
Email address: tsanchez@nvenergy.com 


Alternate Contact Information 
Name: Andrea Smith 
Street Address: 6226 West Sahara Avenue, M/S #3 
City, State, Zip: Las Vegas, NV 89146 
Phone, including area code: 702-402-5843 
Facsimile, including area code: 702-402-5092 
Email address: asmith@nvenergy.com 


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


Strategic Consulting, Public Relations, 
Creative Campaign Development & 
Production and Media Planning & 
Buying. 


Original Project/Contract Start Date: November 1, 1997 
Original Project/Contract End Date: On-going 
Original Project/Contract Value: Open 
Final Project/Contract Date: On-going 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


Yes, still on-going 


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


Yes, still on-going 
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Reference #: 1 – Former client business reference 


Company Name: R&R/CRR Holdings, LLC dba B&P Advertising 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR SUBCONTRACTOR 
Project Name: MGM Resorts International – Bellagio/Aria 


Primary Contact Information 
Name: Bill McBeath 
Street Address: 2212 Paiute Meadows 
City, State, Zip: Las Vegas, NV 89134 
Phone, including area code: 702-204-1004 
Facsimile, including area code: 
Email address: bmcbeath@xpertexpo.com 


Alternate Contact Information 
Name: 
Street Address: 
City, State, Zip: 
Phone, including area code: 
Facsimile, including area code: 
Email address: 


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


Agency of Record 
Traditional Creative Marketing – 
Branding, Collateral/Direct Mail, Print, 
Outdoor, Photo Shoots, eBlast Design, 
Casino Marketing Specialty Gift Box 


Original Project/Contract Start Date: January 1, 2005 
Original Project/Contract End Date: Open 
Original Project/Contract Value: $33,333.33/month Retainer 
Final Project/Contract Date: On-going 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


Yes, still on-going 


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


Yes, still on-going 
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Reference #: 2 – Former client business reference 


Company Name: R&R/CRR Holdings, LLC dba B&P Advertising 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR SUBCONTRACTOR 
Project Name: MGM Resorts International – New York, New York 


Primary Contact Information 
Name: Trevor Scherrer 
Street Address: 3400 Las Vegas Boulevard South 
City, State, Zip: Las Vegas, NV 89109 
Phone, including area code: 702-791-7117 
Facsimile, including area code: 
Email address: tscherrer@mirage.com 


Alternate Contact Information 
Name: Assistant to Trevor Scherrer – Jessica 
Street Address: 3400 Las Vegas Boulevard South 
City, State, Zip: Las Vegas, NV 89109 
Phone, including area code: 702-791-7330 
Facsimile, including area code: 
Email address: 


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


Agency of Record 
Traditional Creative Marketing – 
Collateral/Direct Mail, Print, Outdoor 


Original Project/Contract Start Date: July 1, 2005 
Original Project/Contract End Date: Open 
Original Project/Contract Value: $40,000/month Retainer 
Final Project/Contract Date: September 31, 2007 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


Yes. 


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


Yes. 
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Reference #: 3 – Former client business reference 


Company Name: R&R/CRR Holdings, LLC dba B&P Advertising 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR SUBCONTRACTOR 
Project Name: MGM Resorts International – Mirage 


Primary Contact Information 
Name: Scott Sibella 
Street Address: 3799 Las Vegas Boulevard South 
City, State, Zip: Las Vegas, NV 89109 
Phone, including area code: 702-891-7077 
Facsimile, including area code: 702-669-4265 
Email address: 


Alternate Contact Information 
Name: Assistant to Scott Sibella – Cindy Moore 
Street Address: 3799 Las Vegas Boulevard South 
City, State, Zip: Las Vegas, NV 89109 
Phone, including area code: 702-891-7078 
Facsimile, including area code: 702-669-4265 
Email address: cmoore@lv.mgmgrand.com 


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


Agency of Record 
Traditional Creative Marketing – 
Branding, Collateral/Direct Mail, 
Radio/TV, Print, Logo Development, 
Photo shoots, Outdoor, Web eBlast, 
Web Banners 


Original Project/Contract Start Date: January 1, 2005 
Original Project/Contract End Date: Open 
Original Project/Contract Value: $45,000/month Retainer 
Final Project/Contract Date: May 31, 2012 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


Yes. 


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


Yes. 







Tab V
III


WE ARE DIVERSE  
            LIKE THE LAND ITSELF.
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Charles Johnston Key Personnel: 
(Yes/No) Yes 


Individual’s Title: President/Principal 
# of Years in Classification: 13.5 # of Years with Firm: 13.5 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


Chuck has run B&P Advertising since its inception in 2001. During that time, he has worked to bring 
together the top marketing talent in the state and help grow B&P into one of the largest full-service 
agencies in Nevada. He’s worked with Nevada’s top private companies as well as public officials to 
develop communications strategies that have had a strong impact on their targeted audiences. Chuck is 
focused on client results and is hands-on in making sure B&P’s clients reach their goals.  


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
Since starting his advertising career in 1986, Chuck has been involved in gaming and tourism accounts. 
His experience includes account management work for the Nevada Commission on Tourism, Rio Hotel & 
Casino, Las Vegas Hilton and The Desert Inn Resort & Casino. As an agency Principal, he has overseen 
comprehensive communication plans for Golden Nugget and Golden Nugget Laughlin, Freemont Street 
Experience, Treasure Island, Mirage, Bellagio, Cache Creek Casino Resort, Spirit Mountain Casino, 
Caesars Palace, New York New York, City Center and Aria. Chuck previously worked in marketing for 
the Howard Hughes Corporation’s Summerlin Division and as a Campaign Aide for Governor Richard 
Bryan. 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
University of Nevada, Reno • B.A. in Journalism, 1985 
Ed W. Clark High School, Las Vegas, NV • 1980 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


N/A 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Billy Vassilliadis Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Chief Executive Officer/Principal 
# of Years in Classification: 35 # of Years with Firm: 31 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


Billy has been swaying opinions, shaping public policy and persuading the hard-to-persuade in industries 
as varied as travel, energy, utilities, health care and transportation for more than 30 years. He operates 
from a simple yet powerful philosophy – "Build the brand, protect the brand" – a mindset that sprang from 
his roots as a sought-after political adviser on senatorial and presidential campaigns. It comes down to 
an unwavering, clear-eyed commitment to finding, telling and operating from a brand's core truth and 
standing ready with deep resources to protect it in case of a crisis. 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
His work for the Las Vegas Convention and Visitors Authority is a prime example. He has guided the 
destination through decades of economic ebbs and flows, produced the iconic "What happens here, 
stays here®" campaign and received the coveted Brandweek "Grand Marketer of the Year" award over 
such major brands as McDonald's, Apple and Hershey's (and the only agency guy ever to win). Yet he 
still believes that the best work for this brand is yet to come. Never resting on past success is a big 
theme. 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
University of Nevada, Las Vegas • B.A. in Public Administration  
University of Nevada, Las Vegas • MBA 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


He has received the coveted Brandweek "Grand Marketer of the Year" award, and he has been profiled 
on the front page of The New York Times and his views on marketing and political issues have appeared 
in The Wall Street Journal, USA Today, The New Yorker, Roll Call, The Hill, The NewsHour with Jim 
Lehrer, Good Morning America, Dateline NBC, Prime Time Live, CNBC, Nightline and MSNBC. 
Consulted by presidents, business leaders and fellow marketers alike, Billy is, simply, the man to see. 
 
Billy is a recipient of the Clark County Public Education Foundation Hero Award and has run the ad 
campaigns for all county school bond issues since 1988, and the Vassiliadis Family Scholarship is 
awarded high school graduates in Clark County who are interested in pursuing degrees in 
communications, public relations or advertising. He has lent his time and expertise to causes such as 
The Andre Agassi Education Foundation; Legal Aid Center of Southern Nevada; Opportunity Village; 
Catholic Charities of Southern Nevada; March of Dimes Birth Defects Foundation; National Kidney 
Foundation of Nevada. 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Mary Ann Mele Key Personnel: 
(Yes/No) Yes 


Individual’s Title: President/Chief Brand Officer/Principal 
# of Years in Classification: 34 # of Years with Firm: 30 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


Mary Ann specializes in helping brands reenergize and build value. With quick, incisive thinking, she 
identifies with clients who face the absolute need to get it right. A collaborator by nature, her great 
passion lies in building powerful, integrated agency teams and working with them to create 
communications solutions that fuel a client's business growth and success. 
 
One of the agency's primary architects, she believes deeply in R&R's "Create the brand, Build the brand, 
Protect the brand" culture and brings together the brightest, hardest-working talent in the country (and 
beyond) to tackle every client's crisis/opportunity challenge with this simple, holistic approach. From the 
moment campaign planning begins, clients have access to expertise in advertising, public relations, 
digital marketing and development, government affairs, media planning and buying, and 
primary/secondary research to make brands more profitable in the marketplace and protect those same 
brands on Wall Street or in the halls of state legislatures. Creating, building and protecting 
brands..something Mary Ann has been doing for decades. 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
For more than 30 years, she has championed R&R Partners’ growth in the travel, tourism and gaming 
markets. She brings this stewardship of the agency's talent to every client, including award-winning work 
for Norwegian Cruise Line, Las Vegas Convention and Visitors Authority, MGM Resorts International and 
many others. 
 
A leading practitioner in brand management, Mary Ann developed a strategy to reposition Luxor Las 
Vegas as a hotel versus gaming experience, reversing a downward spiral in hotel revenue and 
generating the second largest revenue stream to the then-Mandalay Resort Group’s growing portfolio. An 
example of this diminutive dynamo’s out-of-the-box thinking was a persuasive campaign designed to 
broaden the visitor base and freshen the image of Las Vegas’ legendary Flamingo. It employed the first-
ever guerrilla marketing in key feeder markets, successfully shifting customer perception of the classic 
pink property while out-pacing revenue expectations. 
 
Mary Ann previously was director of public relations for Caesars Palace in Las Vegas. As key 
communications strategist for this international brand, she promoted the kind of world-class events that 
are Caesars’ trademark. 
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EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
The University of Akron, Akron, OH • B.A. in Mass Communication/Media Studies,  


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


Mary Ann has donated her time and expertise to a wide range of non-profit organizations including Hero 
School, Three Square, Opportunity Village, Catholic Charities of Southern Nevada, the Public Education 
Foundation and Girl Scouts. 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Robert Catalano Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Executive Creative Director/Principal 
# of Years in Classification: 13.5 # of Years with Firm: 13.5 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


A past winner of Las Vegas Business Press’ “Top 40 Under 40” award, Rob has been an influential 
creative force in Southern Nevada for more than 20 years. A degree in journalism from the University of 
Nevada, Reno gave him the tools to become a writer, and his ability to lead, provide strategic solutions 
and produce award-winning creative vaulted him to the position of creative director in some of Las 
Vegas’ largest ad agencies. 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
Raised and educated in Nevada, Rob has experienced myriad aspects of our state’s unique lifestyle. 
He’s parked cars at Binion’s Horseshoe. He’s set up concert stages at Lawlor Events Center. And he’s 
created resort, casino and special event advertising up and down the Las Vegas Strip, in downtown Las 
Vegas and in Laughlin for more than 25 years.  


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
University of Nevada, Reno • B.A. in Journalism with an emphasis on Advertising, 1990 
Boulder City High School • 1986 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


Voted “World’s Best Uncle” by my niece and nephew for four years running. 
Came in fourth in the 2010 B&P Wing Eating Contest. 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Rodney M. Reber Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Director of Account Services/Principal  
# of Years in Classification: 13.5 # of Years with Firm: 13.5 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


1990 – 1995: DRGM Advertising; Junior Account Executive 
1995 – 2001: DRGM Advertising; Senior Account Executive 
2001 – Present: B&P Advertising; Director of Account Services/Principal 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
1995 – 1998  DRGM Advertising, Senior Account Executive 


• MGM Grand Resort & Casino: Grand opening and sustaining account 
management; Brand marketing national and in-market; 
Meeting/Convention; F&B; Special events; Casino & Slot Marketing. 


1998 – 2001  DRGM Advertising, Senior Account Executive  
• Monte Carlo Resort & Casino: Brand Marketing regional & in-market; 


Meeting/Convention; F&B; Special Events; Casino & Slot Marketing. 
2001 – 2005  B&P Advertising, Director of Account Services/Principal  


• Golden Nugget Hotel & Casino: Brand Marketing regional & in-market; 
Meeting/Convention; F&B; Special Events; Casino & Slot Marketing 


2001 – 2005  B&P Advertising, Director of Account Services/Principal  
• Golden Nugget Laughlin: Brand Marketing Drive & in-market; F&B; Special 


Events; Casino & Slot Marketing 
2001 – Present  B&P Advertising, Director of Account Services/Principal  


• Treasure Island Hotel & Casino: Brand Marketing regional & in-market; 
Meeting/Convention; F&B; Special Events; Casino & Slot Marketing 


2004 – 2010  B&P Advertising, Director of Account Services/Principal  
• Mirage Hotel & Casino: Brand Marketing regional & in-market; 


Meeting/Convention; F&B, Special Events; Casino & Slot Marketing 
2006 – Present   B&P Advertising, Director of Account Services/Principal  


• Bellagio: Brand Marketing national, international & in-market; 
Meeting/Convention; F&B; Special Events; Casino & Slot Marketing 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
University of Nevada, Las Vegas • Marketing 
University of Nevada, Reno • Marketing 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


N/A 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Jessica Isaacson Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Senior Account Executive 
# of Years in Classification: 5 # of Years with Firm: 5 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


2005 – 2006: MGM Resorts International; Account Coordinator 
2006 – 2007: MGM Resorts International; Account Supervisor 
2007 – 2009: RDG Advertising; Account Executive 
2009 – Present: B&P Advertising; Senior Account Executive 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
2005 – 2006 


• MGM Resorts International, Account Coordinator 
o MGM Resorts International Corporate Account: Corporate Brand Marketing regional & in-


market; Loyalty Marketing, Corporate Diversity, Leisure Sales, Meeting & Conventions, 
Casino & Slot Marketing. 


2006 – 2007 
• MGM Resorts International, Account Supervisor 


o CityCenter Las Vegas: Project Development and Naming, Brand Marketing regional & in-
market. 


2007 – 2009 
• RDG Advertising, Account Executive 


o MGM Grand Hotel & Casino: Brand Marketing regional & in-market; Meeting/Convention; 
F&B; Entertainment; Special Events; Casino & Slot Marketing 


2009 – 2011 
• B&P Advertising, Senior Account Executive  


o The Mirage Hotel & Casino: Brand Marketing regional & in-market; Meeting/Convention; 
F&B; Entertainment; Special Events; Casino & Slot Marketing 


2009 – Present 
• B&P Advertising, Senior Account Executive 


o Bellagio & Treasure Island Hotel & Casino: Brand Marketing regional & in-market; 
Meeting/Convention; F&B; Entertainment; Special Events; Casino & Slot Marketing 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
University of Iowa, Iowa City, IA: BA in Communication Studies 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Randy Snow Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Chief Strategic Officer 
# of Years in Classification: 5 # of Years with Firm: 21 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


Have worked in Nevada-based ad agencies as a writer, creative director, executive creative director and 
Chief Strategic Officer for nearly 35 years. 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
Worked as a Writer/Creative Director on the NCOT account for DRGM 1984-1988. Tourism based 
accounts I have touched as CD/ECD in the last 30 years include Del Webb’s Sahara Reno, Sahara 
Tahoe, Harvey’s Resort Hotel/Casino, Caesars Palace and multiple Circus-Circus and MGM properties.  
I have also served at R&R for the last 21 years as CD, ECD and CSO for the Las Vegas Convention and 
Visitors Authority. 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
University of Nevada, Reno • B.A. in Journalism (advertising focus) with High Distinction, 1976 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


Received the Las Vegas Ad Federation’s Silver Medal in 2004. Have been part of teams that have won 
Addy’s on a local, regional and national basis, One Show Awards, CA Advertising Annual, Silver Effie, 
Cannes Bronze Lion. Have also served as a judge for the CA Advertising Annual. Played an integral part 
in the conception and execution of a tourism campaign for Las Vegas whose tagline (“What happens 
here, stays here®") currently resides on Madison Avenue’s Walk of Fame. 
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Revised:  09-25-13 Resume Form Page 1 of 1 


PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Rob Colbrook Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Senior Account Executive 
# of Years in Classification: 10 # of Years with Firm: 12 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


Having started his professional career as an intern at a prominent advertising agency while attending 
UNLV, Rob has worked in the advertising field as an Account Executive/Senior Account Executive for the 
past 16 years. Having worked at two other advertising agencies in Las Vegas, Rob has worked on a 
broad array of clients from tourism and gaming to education, transportation and healthcare.  


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
Rob has been the day-to-day contact for all advertising and marketing projects for the following tourism 
related clients: 
2002 – 2006, Fremont Street Experience, Las Vegas, NV, Account Executive  
2004 – 2014, Cache Creek Casino Resort, Sacramento, California, Senior Account Executive  
2004 – 2014, Las Vegas Monorail, Las Vegas, NV, Senior Account Executive  
2005 – 2008, Bellagio, Las Vegas, NV, Senior Account Executive 
2008 – 2012, Mirage Resort & Casino, Las Vegas, NV, Senior Account Executive 
2014 – Present, the Nevada Commission Tourism, Carson City, Nevada, Senior Account Executive  
 
Projects for these clients include TV, print, radio, direct mail, social media, promotions, online advertising 
and collateral. 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
University of Nevada, Las Vegas • B.A. in Communications with a minor in Marketing, 1997 
Cardinal Newman Catholic High School, Santa Rosa, CA • 1993 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


N/A 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Todd Gillins Key Personnel: 
(Yes/No) Yes 


Individual’s Title: VP Research 
# of Years in Classification: 22 # of Years with Firm: 22 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


Experience in all forms of primary (quantitative and qualitative) and secondary research methodologies 
including the design, development, execution and reporting of research projects for over 22 years with 
clients in the following industries: travel and tourism, healthcare, utilities, transportation, theme parks, 
gaming, political issues and education. 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
1992 to present – R&R Partners 
Client: Las Vegas Convention and Visitors Authority, Las Vegas, NV 
Title: Research Manager, Director of Research and VP Research 
Projects: national consumer tracking studies, creative/concept testing, advertising 
awareness/effectiveness studies, segmentation/microsegmentation studies, brand planning, international 
research (quantitative and qualitative), meeting planner/executive decision maker studies, travel agent 
studies, consumer focus groups, generational research, media usage and behaviors study, online 
communities, special event studies, convention satisfaction studies 
 
1992 to 2005 – R&R Partners 
Client: Nevada Commission on Tourism 
Title: Research Manager, Director of Research 
Projects: tracking studies, creative/concept testing, advertising awareness/effectiveness studies, brand 
planning, special event studies 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
Brigham Young University, Provo, UT • B.A. Communications, December 1991 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


Gold David Ogilvy Award, Advertising Research Foundation, 2014 
Silver David Ogilvy Award, Advertising Research Foundation, 2007 
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Revised:  09-25-13 Resume Form Page 1 of 1 


PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Amanda Laken Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Assistant Research Manager 
# of Years in Classification: 3 # of Years with Firm: 3 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


Experience in primary and secondary research methodologies including managing research budgets and 
timelines, and assisting in the creation of project outlines and materials, questionnaires, findings and 
reports contribute significantly in developing spot-on strategies, solutions and brand messaging for 
clients. Key industries include tourism, utility, gaming and education.  


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
2011 to present – R&R Partners 
Client: Las Vegas Convention and Visitors Authority 
Title: Research Assistant, Assistant Research Manager 
 
Projects: national consumer tracking studies, creative/concept testing, advertising 
awareness/effectiveness studies, segmentation/microsegmentation studies, brand planning, international 
research (qualitative and quantitative), meeting planner/executive decision maker studies, consumer 
focus groups, generational research, media usage and behaviors studies, online communities, economic 
impact studies, customer satisfaction studies 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
University of Nevada, Las Vegas, Las Vegas • B.A. and M.A. in Media and Journalism Studies, 2006, 
2009 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


Gold David Ogilvy Award, Advertising Research Foundation, 2014 
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Revised:  09-25-13 Resume Form Page 1 of 1 


PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Mike Lawrence Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Creative Director 
# of Years in Classification: 18 # of Years with Firm: 13 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
2001 – 2014 B&P Advertising 
Creative Director 
Provide creative development, project management and brand development for B&P’s clients. 
Experienced in all advertising media. 
 
1980 – 2001 The Merica Agency 
Art Director/Creative Director 
Provide creative development, project management and art direction on advertising campaigns for a 
wide variety of clients. 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
I have 30 plus years of advertising/tourism experience here in Nevada. I have provided graphic design, 
art direction, creative development and brand development for a large number of casino/resorts, 
including: Bellagio, The Mirage, Treasure Island, New York New York, The Desert Inn and Freemont 
Street Experience, to name a few. 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
Northern Arizona University, Flagstaff, Arizona • B.A., 1979 – Graduated with Honors 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
I have won numerous Addy Awards, AIGA Awards and various media/printing awards in the past 30 
years. 
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Revised:  09-25-13 Resume Form Page 1 of 1 


PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Tim Gayhart Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Production Manager 
# of Years in Classification: 11 # of Years with Firm: 11 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


• 2003 - Current  
o B&P Advertising – Production Manager 


• 1998 – 2003  
o Digital Ink Design: Graphic Design/Services – Chief of Operations/Partner   


• 1981 – 1998  
o Holmes & Narver/Raytheon/Bechtel, USDOE/NTS – Graphic Artist/Dept. Manager 


• 1976 – 1981  
o USAF, Nellis AFB – Weapons/Graphics/Photography 


 
RELEVANT TOURISM INDUSTRY EXPERIENCE 


Information required should include:  timeframe, company name, company location, position title held during 
the term of the contract/project and details of contract/project. 


 
From 1998 to the present, while operating as COO/Partner of Digital Ink Design and Production Manager 
of B&P Advertising I’ve provided graphic arts services logistics, planning and procurement including but 
not limited to: printing, media, new media, displays and signage to many on and off strip casino 
properties and to transportation companies such as the Las Vegas Monorail. Project example; serviced 
the Laughlin Tourism Commission where we designed, produced and distributed approximately 1.5 
million tourism tabloids 4 times a year spotlighting Laughlin’s river front entertainment. 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
High School Diploma. 
 
 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
n/a 
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Revised:  09-25-13 Resume Form Page 1 of 1 


PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Shannon Sarver Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Senior Copywriter/Broadcast Producer 


# of Years in Classification: 5 # of Years with Firm: 9 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Shannon began her career in 1994 at DRGM in Las Vegas, first as Associate Producer then as 
Copywriter, moving to Senior Copywriter. There, she worked on NCOT as well as various tourism, 
healthcare and real estate clients. She joined B&P in 2005, sharpening her strategic thinking and 
broadening her writing experience to all media for all clients: print and broadcast, direct and out-of-home, 
web and digital. 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 


• DRGM (1994 – 2005), Shannon worked as Producer or Writer on MGM Grand, Showboat, New 
Frontier, and, from pre-opening on, all aspects of Mandalay Bay (including the Convention 
Center, THEHotel, Shark Reef, food and beverage, entertainment, and the inception and launch 
of One Club). She also worked on NCOT, where she came up with the breve addition over 
Nevăda and the team developed the “Wide Open” tag and campaign. 


 
• B&P (2005 – present), Shannon has written and produced campaigns for Cache Creek Casino 


Resort (Sacramento, CA), Mirage, Bellagio, Treasure Island, Spirit Mountain Casino (Oregon), 
and now, NCOT’s Spring/Summer digital campaign. 


 
EDUCATION 


Information required should include: institution name, city, state,  
degree and/or Achievement and date completed/received. 


 
University of Nevada, Las Vegas • B.A. in Communications with an emphasis in Advertising, 1996 
Bishop Gorman High School, Las Vegas • 1987 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
N/A 
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Revised:  09-25-13 Resume Form Page 1 of 1 


PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Christopher Handl Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Interactive Designer 
# of Years in Classification: <.5 # of Years with Firm: <.5 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
June 2014 – Current  
Interactive Designer 
Flash programming, web design (websites, web banners, eblasts and landing pages), design high-quality 
video graphics. 
 
January 2011 – June 2014 
Director of Design 
Manage day-to-day operations of the design department. Oversaw & define department workflows, 
allocate projects, manage deadlines, provide design direction, oversaw development of in-house 
microsite, build and maintain relationships (external & internal), collaborate with multiple departments to 
enhance overall customer experience, and develop corporate brand collateral. 
 
November 2008 – January 2011 
Multimedia Designer 
Created interactive flash presentations and collaborated with multiple departments to enhance product 
offerings.  
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
Chris has years of experience in multimedia design, creating highly effective and compelling digital 
campaigns. He has designed websites, marketing collateral for both print and web materials as well as 
managed the development of websites with developers from around the world. Chris has worked on a 
board array of clients from around the world in the gaming, hospitality, food and beverage, and 
entertainment industries, as well as in retail and automotive sales. 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
The Art Institute of Colorado, Denver • B.A. in Graphic Design, 2007 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


n/a 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Fletcher Whitwell Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Senior Vice President of Media and Measurement 
# of Years in Classification: 17 # of Years with Firm: 7 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


Fletcher is the chief architect of R&R Partners’ diversely talented teams in media, digital media and 
measurement, which extend across the company’s eight offices. In this role, he oversees the creation of 
smart, effective media plans, including sponsorships and promotional partnerships that optimize client 
expenditures and produce measurable ROI. His online and offline media specialists solve business 
challenges with integrated plans that reach across the spectrum of communications outlets. From 
breakthrough content integrations and unique partnerships that pump millions of dollars into clients’ 
promotional budgets, to keeping messages relevant and immediate through strategic new media, social 
marketing and online extensions, Fletcher’s team engages with and motivates audiences into action. 
 
Before joining R&R, Fletcher served as associate media director at Starcom in Chicago, where he 
worked on financial services and insurance accounts including Allstate, Morgan Stanley, WellPoint and 
Discover, along with well-known brands such as Miller, Kellogg, Sara Lee, Showtime, Heinz, Nintendo 
and Walgreens. He also negotiated multiple cross-market unwired deals for Canon, Miller and Hallmark, 
securing extensive added-value opportunities including customized vignettes on The Today Show, 
Extreme Home Makeover and FOX NFL. 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
Fletcher has a deep knowledge of the tourism industry, including overseeing integrated partnerships for 
the Las Vegas Convention and Visitors Authority and all of R&R’s clients, with such top brands as Sports 
Illustrated, Jimmy Kimmel Live, ESPN, E!, Scripps Networks, Bon Appétit, Google and CBS radio.  


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
University of Mississippi, Oxford, Mississippi • B.A. in Journalism and Business, 1997 
Inducted into the University’s Hall of Fame  


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


His work in sectors as diverse as travel, technology, transportation, utilities, law enforcement and 
nonprofit has been widely recognized, earning R&R and our clients the most prestigious national media 
awards – Adweek Buzz, MediaPost Creative Media, Mediaweek Plan of the Year, Internet Advertising 
Awards, Digiday Sammy Awards, Travel Weekly Magellan Awards, and OMMA Integrated Online Award. 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Chris Evans Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Group Media Director 
# of Years in Classification: 5 # of Years with Firm: 1.5 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


In the light-speed world of media planning, buying and analytics, where new trends and platforms are an 
almost weekly occurrence, it is critical to have smart, insightful leadership at the helm of your media 
strategy. This is why Chris leads two of R&R Partners largest clients, the Las Vegas Convention and 
Visitors Authority and MGM Resorts International, managing a team of 30 buyers and planners across 
traditional and digital media for these multimillion-dollar brands. 
 
He also shepherds the media teams that handle clients in our Nevada, Utah, Colorado and Washington, 
D.C., offices, which include NV Energy, SNWA, UMC, Nevada Commission on Tourism, Nevada State 
Bank, UNLV, FDA Anti-Tobacco and InterMountain Healthcare. 
 
Prior to joining R&R, he served as SVP/media director for True Media, where he oversaw a staff of 35, 
including media planners and buyers, social and digital specialists, and management team members 
across multiple Midwest offices. In this role, he helped grow the agency from 20 people and $15MM in 
billings to 65 people and $50MM in billings over four years, managing and growing such accounts as 
Monsanto, State of Missouri, Hospital Corporation of America, University of Missouri and Jefferson City 
Tourism. 
 
Previously, he was with Starcom MediaVest Group in Detroit, where he developed strategies for General 
Motors brands including Cadillac, Hummer and Pontiac, and GM Goodwrench, and successfully 
launched multiple new products such as the Cadillac CTS, Pontiac Vibe and G8. A particularly proud 
moment was the implementation of a full-scale integration for GM with NCAA Basketball, writing the 
Pontiac brand into the league’s official video games; creating a stage in Times Square, showcasing the 
Pontiac brand with emerging bands on its ascent to stardom; and on Jimmy Kimmel, taking over the set, 
renaming it “The Pontiac Garage” and spotlighting the Pontiac Solstice. 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
B&P: NCOT Spring/Summer Campaign 2014, Las Vegas, Group Media Director 
R&R Partners: LVCVA 2013 - 2015, Las Vegas, Group Media Director 
R&R Partners: MGM Resorts, 2014, 2015, Las Vegas, Group Media Director 
True Media: Jefferson City Tourism, 2009 – 2011, Columbia Missouri, SVP Media Director 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
University of Detroit Mercy/Oakland Community College, Detroit, MI • B.A. in Graphic design with a 
concentration in advertising, 2001  
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Special training from the Arbitron PPM Passport Program; Starcom University Certification and Diversity 
Training; and served as a University of Missouri adjunct professor teaching media buying. 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


Starcom University Media Planning/Buying Training, Starcom, 2003 
Starcom Diversity Training, Starcom, 2007 
Arbitron PPM Certification, Arbitron, 2010 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: TC Michael Torres Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Associate Media Director 
# of Years in Classification: 1 # of Years with Firm: 13 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


Oversees planning, buying, reporting, negotiations, and digital optimizations for numerous complex 
clients. TC has worked in the Media & Measurement department for 7 years, prior to that his experience 
was on Las Vegas tourism and Caesars Entertainment as an account executive. 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
Las Vegas Tourism (LVCVA): 4 years, R&R Partners - Account Executive (2 years), Media Planner (2 
years).  


• TC’s experience was on the consumer brand side of the business, coinciding with the 
successful launch of “What Happens Here Stays Here”. Planned and purchased all forms 
of media during the planning and execution process. 


• Through media planning, I also worked on meetings & convention business, as well as 
paid media targeted to travel agents. 


 
Wynn/Encore Las Vegas: 2 years, R&R Partners - Sr. Media Planner/Buyer 


• We planned the launch campaign, as well as the recruitment campaign for the opening of 
Encore hotel. 


• The recruitment campaign results exceeded expectations and the plan won Mediaweek’s 
”Media Plan of the Year” in the under $1 million category. 


 
Treasure Island Hotel & Casino: current, R&R Partners - Associate Media Director 


• Oversees planning, buying and reporting for all elements of their paid media. 
 


Nevada Commission on Tourism: current, R&R Partners - Associate Media Director 
• Oversees planning, buying, measurement and reporting for all campaign elements 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
University of Nevada, Las Vegas • B.A. in Business Management, 2005 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


2010 MediaWeek’s “Media Plan of the Year” in the under $1 million category 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Bobby Ritzi Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Sr. Media Planner/Buyer  
# of Years in Classification: .5 # of Years with Firm: 1.5 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


Ritzi is a senior team member across a diverse group of accounts, including: casinos, utilities and the 
Nevada Commission on Tourism. He is also the lead television buyer for R&R/B&P accounts in Las 
Vegas. In 2013, he worked on the luxury brands of MGM Resorts International: ARIA, Bellagio, Crystals 
and Vdara.  
 
Before joining R&R, Ritzi was at Fahlgren Mortine in Columbus, Ohio, where he worked on McDonald’s, 
The City of Gatlinburg CVB, Panama City Beach CVB and The West Virginia Lottery.   


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
April 2014–Present, B&P, Las Vegas, Nevada, Sr. Media Planner/Buyer, Media Planning/Buying duties 
(incl. spot market print/radio/television/ooh/online) for SLS Las Vegas and The Nevada Commission on 
Tourism   
 
August 2013–Present, B&P, Las Vegas, Nevada, (Sr.) Media Planner/Buyer, Media Planning/Buying 
duties (incl. national television/print, spot market print/radio/ooh/online) for Treasure Island Hotel & 
Casino  
 
December 2012–October 2013, R&R Partners, Las Vegas, Nevada, Media Planner/Buyer, Media 
Planning/Buying duties (incl. national print/ooh, spot market print/radio/television/ooh) for ARIA, Bellagio, 
Crystals and Vdara 
 
October 2011–November 2012, Fahlgren Mortine, Columbus, Ohio, Media Planner/Buyer, Media 
Planning/Buying duties (incl. spot market print/radio/television/ooh/online) for City of Gatlinburg CVB and 
Panama City Beach CVB  


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
Wittenberg University, Springfield, Ohio • B.A. in Management, 2010 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


N/A 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor 


staff. 
 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: x Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: George McCabe Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Director of Public Relations 
# of Years in Classification: 20 # of Years with Firm: 11 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


A native Nevadan, George McCabe was a Donald W. Reynolds scholar at the University of Nevada, 
Reno before graduating with honors and a degree in journalism in 1987.  


He began his journalism career in 1984, working as a news and sports reporter for the Las Vegas Sun 
newspaper while still attending college. He left the Sun in 1990 to work for the larger Las Vegas Review-
Journal newspaper, where he was a feature writer and the creator and author of a Sunday column called 
“Only in Vegas.”  


George left journalism for a public relations career in 1994, when he joined a Las Vegas ad and PR firm 
then called Merica, Burch & Dickerson where worked as a PR executive and represented some of the 
state’s leading businesses and individuals, from Nevada’s top home builders and gaming companies to 
breweries and pro sports teams. 


In 1998, he joined two partners in co-founding and then directing a successful Las Vegas-based public 
relations firm then known as SRPR.  


He left SRPR in 2002 to become the director of sales and marketing for Opportunity Village, “Las Vegas’ 
favorite charity,” where he helped the nonprofit create, market and expand successful businesses and 
fundraisers, including a document destruction business and its annual Magical Forest fundraising event. 


He joined B&P in 2003, first as a PR executive and then becoming the firm’s director of public relations a 
year later. At B&P, he directs and implements public relations campaigns for top public and private 
clients throughout Nevada. Current clients the Nevada Association of REALTORS and the Greater Las 
Vegas Association of REALTORS, in addition to overseeing work for all agency PR clients. From 2003 to 
2010, he also led B&P’s PR work on behalf of the state of Nevada in combatting the nuclear waste dump 
planned for Yucca Mountain. 


When he’s not working for the agency’s clients, he lends his time and talents to good causes. Examples 
include his past work directing the Help Hope Home public awareness campaign to help the homeless in 
Southern Nevada; serving on the Nevada advisory board for The Adoption Exchange; and supporting 
Opportunity Village, where he served for years on the local charity’s board of directors. 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title 


held during the term of the contract/project and details of contract/project. 
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George has 20 years of experience creating and implementing public relations campaigns for a wide 
range of clients in and beyond Nevada, including several in the travel and tourism industries.  
 
While serving as the public relations director for StarrPR in Las Vegas from 1998 to 2002, he directed all 
public relations efforts in Nevada for Travelscape.com and Expedia, including directing PR campaigns 
related to Expedia’s acquisition and integration of Las Vegas-based Travelscape.com starting in 1999. 
 
While serving as the public relations director at B&P in Las Vegas, George managed local and 
implemented many regional and national PR initiatives for the following B&P clients:  


• Golden Nugget hotel-casinos in downtown Las Vegas and Laughlin (2004-05)  
• MGM MIRAGE corporate community relations and diversity throughout Nevada (2005) 
• Vegas Grand Prix auto race on the streets of downtown Las Vegas (2007) 
• Aliante Station hotel-casino in North Las Vegas (2008) 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
University of Nevada, Reno • Reno, Nevada, 1987 
Graduated with honors and a degree in journalism 
 
Eldorado High School • Las Vegas, Nevada, 1983 
Graduated with high honors  


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


While attending the University of Nevada, Reno, he was awarded the Donald W. Reynolds scholarship (a 
two-year, full-ride scholarship funded by the Reynolds Foundation) in 1985 recognizing the school’s top 
journalism student. 
 
As a journalist for the Las Vegas Sun and Las Vegas Review-Journal from 1984 to 1994, George earned 
numerous journalism and writing awards, highlighted by being part of an investigative journalism team 
that was nominated in 1990 for a Pulitzer Prize. 


George’s business and community service accomplishments prompted In Business Las Vegas to list him 
in the 2001, 2002 and 2006 editions of its “Who’s Who in Southern Nevada Business” publications. 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Tom Dietz Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Account Director, Public Relations 
# of Years in Classification: 8 # of Years with Firm: 2 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


I have more than eight years of media relations, marketing and management experience. I am currently 
employed as the Director of Public Relations at R&R Partners, the agency of record for the Las Vegas 
Convention and Visitors Authority (LVCVA). It is my responsibility to oversee all domestic and 
international public relations initiatives on behalf of Las Vegas; all the while providing strategy and insight 
for the destination, and supervising a team of four direct reports. 
 
Additionally, I was the Public Relations and Marketing Manager for Tao Group, one of the most 
successful hospitality, restaurant and nightlife operators in the country. During my tenure it was my 
responsibility to proactively research, identify, negotiate and execute new partnership and sponsorship 
opportunities to enhance overall media and marketing strategies. I also directed all special events, 
celebrity hosted red carpets and artist relations for Tao Group.  
 
Furthermore, while working towards my Masters degree in Communication and Leadership at Gonzaga 
University, I was employed as a Senior Account Executive at Kirvin Doak Communications, one of the 
largest travel and hospitality public relations firm in Las Vegas. As a Senior Account Executive at Kirvin 
Doak I oversaw the media relations for the grand opening celebration of MGM Resorts International, 
CityCenter, the AAA-five diamond, $8.5 billion, mixed-use luxury property on the Strip. In doing so, I 
facilitated more than 250 million broadcast impressions and secured placements with CNN, CNN 
International, CBS’ The Early Show, NBC Nightly News with Brian Williams, Entertainment Tonight and 
CBS Evening News with Katie Couric just to name a few.  
 
Throughout my career I have managed multiple lifestyle, entertainment, travel, sports and destination 
brands. Because of my background, I have been able to spearhead and promote unique food and 
beverage, nightlife, entertainment, retail, spa, beauty, wellness, sports and diversity offerings to all 
relevant domestic and international media. To this day I continue to employ valuable first-hand 
knowledge of the many facets of PR and marketing including, but not limited to planning, writing, AP 
style, editing, pitching, event planning, employee communications, media relations and more. 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include: timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
R&R Partners–Las Vegas, NV 
Public Relations Account Director, July 2012–Current 
• Manage the domestic and international public relations strategies for the Las Vegas Convention and 


Visitors Authority (LVCVA)  
• Supervise a team of four direct reports (account coordinator, assistant account executive, account 


executive, and account supervisor)  
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• Help arrange city-wide press conferences, handle all aspects of event/ sponsorship accreditation, 
and produce various press materials for destination events 


• Oversee all non-gaming product verticals for the LVCVA which include, but are not limited to: sports, 
culinary, entertainment, fashion, beauty, retail, spa, wellness and diversity 


• Promote Las Vegas as a world-class travel destination for more than 40 million visitors annually 
• Facilitate media availabilities for all LVCVA executives and prepare talking points summarizing key 


issues 
• Preside over the 16 LVCVA-sponsored domestic and international FAM trips with more than 150 


visiting journalists 
• Direct the work of three international PR agencies (Aerial Communications–Canada, AdNova–Mexico 


and Hills Balfour–UK) 
• Collaborate with all of the in-house and agency resort partner public relations teams 
 
Tao Group–Las Vegas, NV 
Public Relations & Marketing Manager, April 2010–June 2012 
• Oversaw the public relations and marketing initiatives for all Tao Group Las Vegas and international 


properties (TAO Restaurant, TAO Nightclub, TAO Beach, LAVO Restaurant, LAVO Nightclub, 
Marquee Nightclub, Marquee Dayclub and Marquee The Star Sydney) 


• Directed special events, celebrity hosted red carpets, artist relations, strategic planning, execution 
and general day-to-day PR activities 


• Hosted regional, national and international FAM tours for visiting media 
• Conducted media training for all executives and resident DJs, and coordinate all one-on-one 


interviews 
• Managed two PR agencies dedicated to pitching all Tao Group Las Vegas properties 
• Proactively pitched stories to relevant journalists, and developed new and interesting interview topics 
• Researched, identified, and executed new sponsorship opportunities to cross-promote key brands 
• Worked with partners, agencies and vendors to manage and approve the development of contracts, 


press materials and creative collateral  
• Liaised with internal graphics department on the creation, production and implementation of all 


creative materials for promotional campaigns (printed materials, signage, radio, TV, and outdoor 
advertising), while ensuring company-wide brand standards 


• Approved all press, marketing, advertising materials produced by company partners and agencies 
• Supervised all photo shoots and video shoots for image library 
 
Kirvin Doak Communications–Las Vegas, Nevada 
Account Executive/Senior Account Executive, January 2008 – April 2010 
• Oversaw the public relations initiatives for MGM Resorts portfolio of 10 Las Vegas resort properties 


including CityCenter and Mandarin Oriental Las Vegas, MGM Grand Nightlife (Studio 54, Tabu Ultra 
Lounge, WET REPUBLIC Dayclub), Disney’s The Lion King at Mandalay Bay, Bette Midler’s The 
Showgirl Must Go On, Cique du Soleil’s BELIEVE, and Cirque du Soleil’s Viva Elvis 


• Managed all broadcast relations for CityCenter, the five-diamond, $8.5 billion-dollar, mix-use luxury 
resort on the Las Vegas Strip 


• Generated more than 250 million media impressions during the Dec. 2009 grand opening of 
CityCenter  


• Utilize social media outlets such as Facebook, Twitter, etc. for a multi-channel approach to reach a 
wider audience and directly communicate with consumers 


• Created daily news brief to track media coverage for clients, clip news articles and generate media 
impressions/ analytics monthly report 


• Proactively pitched clients to local, regional, national and international media organizations (print, 
television, radio and Web) with innovative news, lifestyle, business, luxury and travel story ideas 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
Gonzaga University, Spokane, Washington • Master of Arts in Communication and Leadership Studies, 
2010 
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University of Denver, Denver, Colorado • B.A. in Communications, 2006 
Major: Communications Management – Public Relations; Minor: Political Science 
Study Abroad, John Cabot University, Rome Italy, September 2004 – December 2004 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Lenora Kaplan Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Public Relations Executive  


# of Years in Classification: 32 # of Years with Firm: 8 
months 


 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


With more than 30 years of experience in all aspects of marketing communications, Lenora Kaplan has 
represented large corporations and small businesses throughout the U.S. in a diverse range of industries. 
 
As an award-winning publicist, Kaplan has coordinated the opening of retail stores and convention centers, 
aided large corporations in their sponsorship of educational and anti-drug campaigns, designed marketing 
programs for the introduction of new products and services, advised business owners and celebrities on how 
to use the media to build up or improve their image, and spearheaded one of the country’s largest events 
ever, the Statue of Liberty Centennial Celebration. 
 
Kaplan is a professional speaker and media trainer and a former member of the National Speakers 
Association. Kaplan created the media relations course at UNLV’s Educational Outreach Program and 
taught the course for six years. 
 
Companies she has served through agencies in New York, Chicago and Las Vegas include PepsiCo, KFC, 
Cunard Cruise Lines, Stolichnaya vodka, Murjani International and Planet Hollywood Hotel and Casino, to 
name a few.  


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Pinnacle Entertainment, 2004-2005, SK+G, Las Vegas, NV, Director of Public Relations 


For the opening of L’Auberge du Lac, Pinnacle’s new resort and casino being built in Lake Charles, 
LA., the firm was hired to create and implement a public relations strategy and plan to market the 
resort/casino to the Houston and Beaumont, TX audiences, in addition to gamers throughout the 
Southeast and across the country. The plan consisted of media outreach to print and broadcast 
media in these markets, in addition to a heavy concentration on a large Vietnamese audience in 
Texas and meeting planners throughout the country.  
 
The firm was asked to handle all crisis communications efforts for their Southeast properties during 
Hurricane Rita. 







B&P   101 of 120


Planet Hollywood Resort & Casino, 2005-2006, SK+G, Las Vegas, NV, Director of Public Relations 
 Hired by Robert Earl after he bought the Aladdin Hotel & Casino, the firm was hired to make the  
 transition from the Aladdin to Planet Hollywood and market the new resort to a national and 


international clientele. Media outreach included travel trade, meeting planners and general 
consumers.  
 


MontBleu Resort Casino and Spa, 2005-2006, SK+G, Las Vegas, NV, Director of Public Relations 
Hired by Columbia Sussex after they bought Caesars Tahoe, the firm was hired to rebrand the 
resort/casino to a younger and hipper audience. Although outreach was local, regional and national, 
we were asked to heavily concentrate in the San Francisco/Sacramento area. 
 


Cunard Cruise Lines, 1986-1988, Dorf & Stanton, New York, NY, Account Supervisor 
Cunard’s QE2 began a retrofit in 1986 and set sail as a reintroduction in 1987. The firm was hired to 
handle all national media for the relaunch, including planning all events on its reentry to New York 
City. While live coverage with “Good Morning America” and other national media outlets were 
planned, the ship took on water just over half way to New York City. As Reuters and other wire 
services found about the flooding, the firm’s crisis communications plan took hold and all events were 
canceled with less than eight hours notice. Some of these events were recounted in a New York 
Woman magazine story, as a reporter had followed Lenora Kaplan for a year as part of a profile on 
Women in Public Relations. In addition to the reintroduction of the QE2, the firm handled national 
public relations for six of their other ships, including travel trade, FAM trips and other media events 
throughout the world. 
 


United States Ski Association, 1986-1987, Dorf & Stanton, NY, Account Supervisor 
Working for USSA, a longtime client of the agency’s, Lenora assisted the team with the creation and 
implementation of National Ski Day, a program geared to entice non-skiers to the sport. Participating 
ski resorts throughout the U.S. offered free lessons, lift tickets and other services as part of this 
annual event. Media outreach was national and included travel trade, in addition to consumer 
publications and outlets. 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
New York University, New York, NY • B.F.A. ,1981 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


Pinnacle Award, PRSA Las Vegas Valley       2008 
Pinnacle Award, PRSA Las Vegas Valley       2005 
Golden Trumpet Award, Publicity Club of Chicago      1991 
Silver Anvil Award, PRSA National        1989 
Gold Quill Award, IABC National        1989 
Big Apple Award, PRSA New York City       1989 
President’s Private Sector Initiative Award, Office of Private Sector Initiatives  1989 
President’s Volunteer Service Award. Corporation for National & Community Service 1985 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Adrienne Prather-Marcos  Key Personnel: 
(Yes/No) Yes  


Individual’s Title: Public Relations Account Executive  
# of Years in Classification: 3 # of Years with Firm: 3 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


Adrienne is responsible for key components of the Las Vegas Convention & Visitors Authority account as 
it pertains to Public Relations. She oversees the strategy, planning and execution of the LVCVA’s 
extended destinations of Laughlin and Mesquite. Since she took over this responsibility PR coverage has 
increased by 35%. Adrienne is also responsible for several important product verticals, including 
Wedding and Culinary. Adrienne successfully secured coverage from Brides, Bridal Guide, The Knot, 
Destination I Do & Honeymoons and Vogue during a recent Wedding FAM. During this year’s Vegas 
Uncork’d event, Adrienne organized the filming of 8 culinary vignettes with Travel Channel. Adrienne has 
a rolodex full of media contacts at local, regional and national levels in TV, print and online outlets. Her 
10 years of TV producing experience make her a valuable asset to the LVCVA PR team. During the 
launch of “Vegas Season” she secured a morning show takeover with Vegas ambassador, Wayne Brady 
on WGN Morning News and WBBM. This resulted in more than 15 minutes of coverage with a publicity 
value of $7M. Adrienne often oversees production shoots for major projects, organizes SMTs and Multi-
Media News Releases. Adrienne also oversees the LVCVA’s UK PR team in London. This includes all 
day-to-day operations, project management and execution of activations. Other strong skill sets include, 
organization skills, ability to multi-task, works well under presser & tight deadlines, team player, self-
motivated and exceptional interpersonal skills.  


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
Adrienne was hired at R&R Partners in Dec. 2011 to be an Assistant Account Executive. In Nov. 2013 
she was promoted to an Account Executive on the LVCVA PR team. She is currently on track to be 
promoted to Senior Account Executive on the PR team within the next six months. Prior to working at 
R&R Partners, Adrienne was a TV News Producer or 10 years in top-tier spot markets, including Phoenix 
& Las Vegas.  


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
Southern Illinois University, Carbondale, IL • B.A. in Radio/TV Minor in Communications/PR, 2004 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


Two “All-In Awards” for agency recognition of going above & beyond for work on the LVCVA account. 
Jan/2014 & Feb/2014  
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Juliet V. Casey Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Public Relations Account Executive 
# of Years in Classification: 9 # of Years with Firm: 1 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


Juliet V. Casey is a public relations account executive with B&P Public Relations. She has been 
producing award-winning work for nearly 20 years in journalism and in public relations, including 13 
years in Southern Nevada. She served as public information officer for the City of North Las Vegas for 
eight years. She also worked as a newspaper reporter for major publications, including the Las Vegas 
Review-Journal, Albuquerque Journal, San Bernardino Sun and The Tennessean.  


Casey is experienced in corporate communications, government affairs and crisis communications.  


She is a University of New Mexico alumna with a proven track record of successful public relations 
campaigns through traditional media relations, public outreach and integrated marketing strategies. 
 
Specialties: Corporate Communications, Crisis Communications, Public Information and Media Relations 
(bilingual), Integrating Marketing and Event Planning, Writing for speeches, specialty publications, 
internet content and technical documents. 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
As the public information officer for the City of North Las Vegas, Nevada, Juliet V. Casey aggressively 
promoted Craig Ranch Regional Park locally and regionally from 2012 to 2013 for a successful grand 
opening in the fall of 2013. The 170-acre park was designed as the crown jewel of the city’s park system, 
rivaling some the best parks in the country. In addition to state-of-the-art playground equipment, the park 
features a world-class, four-bowl skate park designed for both skating and biking. 
 
In advance of the grand opening, Casey marketed the park to target tourist groups, starting with people 
who are skate and bike enthusiasts. Focusing on Southern California and niche markets, Casey provided 
national skate and bike publications and websites with content, photos and video of the park. The links 
were shared on social media. By opening day, buzz for the park had spread such that hundreds of skate 
and bike enthusiasts lined the street before dawn, waiting for the gates to open. Unofficial polling on 
opening day suggested a small percent had traveled across state lines to join friends to check out the 
park and the new skate facility.  
 
Other target demographics included: 


• Children and families from across Southern Nevada  
• Gardening enthusiasts who would be interested in using the 64-plot community garden 
• Fitness and healthy lifestyle enthusiasts 
• Senior citizens 
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• Companies who would want to host special events at the park 
• Community groups who would want to host special events at the park 
• Couples considering Las Vegas for a destination wedding 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
Case Western Reserve University, Cleveland, OH • Journalism Fellowship with an emphasis on aging in 
America, 2004 
 
University of New Mexico, Albuquerque, NM • B.A. in Journalism Major with minor in American Studies, 
1998, graduated Magna Cum Laude 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


• Award of Excellence for Best Recurring Special Event – State of the City Address – for city of 
more than 123,000 population – City-County Communications and Marketing Association in 2013 


• EMA Award for Best Corporate Video for City of North Las Vegas – Electronic Media Awards in 
conjunction with Nevada Broadcasters Association in 2011 


• Award of Excellence for Total Integrated Marketing Campaign – International Association of 
Business Communicators, Las Vegas in 2011  


• Award of Excellence for Digital Media Campaign – International Association of Business 
Communicators, Las Vegas in 2011 


• IABC, Las Vegas, Award of Excellence for TV spot – International Association of Business 
Communicators, Las Vegas in 2011 


• Excellence Award for Annual Report – City-County Communications and Marketing Association in 
2006 


• Certificate of Recognition for "accurate, timely, informative and helpful tax information to assist 
taxpayers in understanding their rights and responsibilities under the law." – U.S. Department of 
Treasury – IRS in 2003 


• First place New Mexico Press Women's Communication Contest in 2002 
• Second place for best story on deadline, Society for Professional Journalists Inland Pro Chapter 


Awards in 1999 
• Third place for best legal affairs story, Society for Professional Journalists Inland Pro Chapter 


Awards in 1999 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Jeremy Thompson Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Public Affairs Social Media Specialist 
# of Years in Classification: 1 # of Years with Firm:  8 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


Joined R&R Partners from Stacrom Worldwide in Chicago. As a media specialist in Chicago, Jeremy 
planned and placed media for multiple national accounts winning awards and increasing sales. Originally 
coming to R&R as a media specialist, Jeremy established and grew the social media team at R&R 
Partners.  


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
Since 2006, Jeremy worked with multiple Las Vegas casino resorts including Excalibur (2006– 2007, 
media planner), Wynn (2008–2010 associate media director), MGM Resorts International (2010– 2011 
media director), and Treasure Island (2011–2013 media director) as well working on Nevada Resort 
Association’s 75th anniversary (2007–2008, media supervisor) and (LVCVA in roles as both a media 
director (2011–2013) and social media director (2013–2014). 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
Purdue University, West Lafayette, IN • B.A. in Advertising and Public Relations, 1998  
Purdue University, West Lafayette, IN • M.A. in Public Affairs and Issue Management, 2001 
West Lafayette, Indiana 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


• 2004 OAAA National Media Plan of the Year (Altoids Strips) 
• 2008 National Silver EFFIE (SNWA water conservation) 
• multiple Addy's (Altoids, various others) 
• 2008 Agency Super Star recipient (R&R Partners award given by agency principals) 
• 2009 Mediaweek Media Plan of the Year (Wynn Resorts– under $1MM) 
• 2009 Esquire Magazine 45 under 45 
• 2011 OMMA Integrated Media Travel Award (LVCVA–Know the Code) 
• 2011 iMedia Integrated Media Agency of the Year Finalist  
• 2011 Creative Media Awards Radio Finalist  
• 2011 Travel Weekly Magellan Awards LVCVA (Gold, How to Vegas; Silver, How to Vegas) 
• 2012 Creative Media Awards Social Media Finalist  (LVCVA–How to Vegas) 
• 2012 Internet Advertising Competition Awards Outstanding Social Media Campaign (LVCVA–


How to Vegas) 
• 2012 Social Media Society Finalist (LVCVA–How to Vegas) 
• 2012 Travel Weekly Magellan Awards Silver, social media campaign (LVCVA–Know the Code) 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Lisa Hill Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Social Media Director 
# of Years in Classification: .5 # of Years with Firm: 1.5 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


Navigating the social media universe requires a map and a compass and Lisa has both in her back 
pocket. Her day is all about drilling down into her clients’ brand goals and studying to what degree they 
are reflected in the social space. She specializes in driving her clients’ overall social strategies, 
humanizing the brand experience in ways that will fully engage existing and potential customers. She 
leads in R&R social offerings and works closely with the Western Digital and LVCVA teams at R&R as 
well as assists with business development strategy for the agency. 
 
Prior to joining R&R, Lisa served as social supervisor at Crispin Porter + Bogusky, where she was 
responsible for the overarching strategic vision for Bing, Kraft Mac & Cheese, Triscuit Crackers and A1 
Steak Sauce. In this role, she led brand audits that identified key business opportunities for these varied 
clients, developed monthly calendar and larger social media executions, and was the day-to-day 
consultant for all things social-related. Her high-profile work for Kraft included the Mac & Jinx program for 
Kraft, which drove significant lift in follower growth as “mac and cheese” became a trending topic. Prior to 
taking over the social space at the agency, she was media supervisor on the Domino’s local, Best Buy 
and Groupon accounts. 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
Have begun working on LVCVA as of March 2014 – helping activate their latest #VegasSeason 
campaign bringing an offline experience to the online/social world successfully. 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
University of Colorado, Boulder, Colorado • B.A. in Journalism/Advertising with a minor in Business, 
2005  


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


N/A 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Matt Mason Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Vice President of Engagement 
# of Years in Classification: 2 # of Years with Firm: 4 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


Matt Mason is responsible for the digital and social strategy across the entire spectrum of R&R Partners. 
Matt has over 15 years experience building brands online for clients like Target, Ford, Mazda and 
Boeing. 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
Matt has built digital strategy and properties for the Arizona Office of Tourism and Las Vegas Convention 
and Visitors Authority. 
 
Arizona Office of Tourism 
2005 – 2008 
Sarkissian Mason contracted with Moses Anshell  
Phoenix Arizona 
Executive Creative Director 
Redesign of ArizonaGuide.com 
 
Las Vegas Convention and Visitors Authority 
2011 – Present 
R&R Partners  
Phoenix Arizona 
Vice President of Engagement 
Redesign of LasVegas.com and other properties, Social strategy. 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
University of Idaho, Moscow, Idaho • B.A. in Advertising  


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


N/A 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Ben Ursu Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Director of Digital Technology 
# of Years in Classification: 10 # of Years with Firm: 3.5 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


Ben Ursu manages a wide variety of technical projects and operations.  Some areas include: research 
and scope development, technical project management, developer team leadership and workflow, code 
development and review, deployment and maintenance.  Ben has expert working knowledge in 
programming (ASP.Net C#/PHP), database development (MSSQL/MySQL), network architecture and is 
always keeping in touch with emerging technologies.  Clients include LVCVA, Boeing, WD, Mazda, Nike, 
Ford, IMAX, CBC, ESPN, Proctor & Gamble, Chrysler, Sony, Nickelodeon, Rockford Fosgate, Arizona 
Tourism and Zappos. 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
LVCVA, three years, with R&R 
Arizona Tourism, two years, with Sarkissian Mason, Contracted to develop several web properties. 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
Arizona State University, Phoenix, AZ • B.A. in Computer Information Systems, 1999 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


2001 Adobe Case Study – Blue Maze Entertainment 
2003 ADDY Gold – Ford Racing 
2004 Adobe Site of the Day – 2004 Mazda6 Derivatives 
2004 ADDY Silver – Woods Litho 
2005 ADDY Gold – Ford SVT Focus 
2006 Webby – Mazda Zoom–Zoom Island 
2009 Adobe Site of the Day – 2009 Mazda6 
2011 Webby – Boeing’s NewAirplane 
2012 IAC Best Airline Website – Boeing’s NewAirplane 
2013 Communicator Awards Gold – Boeing 787 Dreamliner Dream Pass  
2013 IAC Best Airline Website – Boeing 787 Dreamliner Dream Pass 
2014 ADDY Bronze – Boeing 787 Dreamliner Flight Tracker 
2014 Communicator Awards Gold – Boeing 787 Dreamliner Flight Tracker 
2014 ADDY Gold – Boeing Design Your Own 
2014 Communicator Awards Gold – Boeing Design Your Own 
2014 IAC Best Airline Website – Boeing Design Your Own 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Emily Jones Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Digital Project Manager 
# of Years in Classification: 1 # of Years with Firm: 7 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Emily Jones has been with R&R Partners for seven years and has spent the majority of her time in 
Account Management. She has recently moved onto the Digital Project Management team where she 
has manages digital/website projects for the Las Vegas Convention and Visitors Authority.   
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Emily Jones has spent the majority of her professional career at R&R Partners working on behalf of the 
Las Vegas Convention and Visitors Authority.  
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
University of Oregon, Eugene, OR • B.A. in Spanish, 2005  
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
Emily Jones was a recent recipient of the Superstar Award at R&R Partners.  
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Thomas Madrid Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Lead Web Developer 
# of Years in Classification: 17 # of Years with Firm: 2 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Over 17 years of veteran experience in marketing media development and design, currently as a full-
stack LAMP developer with emphasis on AWS configurations and deployments. Experience includes 
Flash design and development, Web design and development, Video production, post-production and 
Motion Design with special emphasis on merging creative materials with technology. Supported the 
needs of small and large businesses in a number of industries including Scientific, Defense, Human 
Resources, Product-level marketing, Internal and External Communications and Internet Media from 
concepts to roll-out, and beyond with lots of attention to detail, customer requirements, metrics and 
tracking, and response-driven product iterations (Agile Development). 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Two years on LVCVA, Norwegian Cruise Line, website/digital campaign development and support 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
University of Phoenix, Online campus • B.S. in Marketing, 2005 
College of Southern Nevada, Nevada • General Studies, 1998 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


N/A  
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Justin Gilbert Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Marketing Analytics Director 
# of Years in Classification: 1.5 # of Years with Firm: 1.5 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


Justin Gilbert joined R&R Partners in February of 2013 after working for more than a decade on political 
campaigns. Before joining R&R Justin primarily leveraged skills in data and statistical analysis to plan 
and optimize the campaign he worked on, including targeting voters, establishing path’s to victory and 
vote goals. He most recently worked as the Coordinated Campaign Director for the 2012 Nevada 
Democratic Campaign. Prior to 2012 he worked as Senior Strategist on Senator Reid’s 2010 Re-Election 
campaign. 
 
At R&R Justin serves as Marketing Analytics Director and brings the same skills honed over years of 
political campaigns to support the agencies diverse roster of clients. Supervising a growing team within 
the Media and Measurement Department, Justin engages throughout every phase of a marketing effort: 
data discovery, planning, execution and post effort analysis of results.  


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
Since arriving at R&R Partners in February of 2013 Justin has worked extensively on the Las Vegas 
Convention and Visitors Authority, including assisting with recent zero based planning efforts. 
Additionally he serves as lead for analytics on the new LasVegas.com working with cross agency teams 
to optimize both engagement and e-commerce efforts. Most recently he worked with the media team at 
R&R to develop opportunity cost models that weighed the various potential of over thirty U.S. markets to 
a relative cost to advertise to broaden the LVCVA’s media footprint. 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
University of Nevada, Las Vegas • B.A. in Political Science, 2004 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


United States Senate – Certificate of Commendation – April, 2004 
Awarded in recognition of outstanding service to the Democratic Party. 
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Revised:  09-25-13 Resume Form Page 1 of 1 


PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Shawn Lein Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Director of User Experience 
# of Years in Classification: 1.5 # of Years with Firm: 3.5 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


Shawn has been in the web design field since before there was a web design field. He has logged close 
to 18 years of experience in interaction design, user experience design, information architecture, visual 
interface design, and management and direction of design teams. 
 
Shawn started with R&R Partners in early 2011. As Director of User Experience he designs and 
produces content architectures and taxonomies, user flows, interactive wireframes, and navigation 
designs. He ensures a proper user-centered design process on interactive projects by gathering user 
stories, performing card sorting exercises, developing prototypes and performing usability testing. 
 
Previously, Shawn also taught user-centered design as an adjunct instructor at The Art Institute of Las 
Vegas, worked as a senior UX and web designer for a Fortune 500 medical/health web application 
company in Las Vegas, and marketing and Internet service firms in New Jersey and North Carolina 
serving national and international clients. 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
2011-12, R&R Partners, Las Vegas, NV, Digital Studio Manager 
Lead animator and UX consultant for Las Vegas Convention & Visitors Authority (LVCVA) digital assets 
including web site components, web banners and emails. 
 
2012-14, R&R Partners, Las Vegas, NV, Director of UX 
Lead UX Designer for LVCVA digital campaigns including web site/microsite/campaign landing page 
design and optimization. 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
Nielsen Norman Group Usability Week Training, Las Vegas, NV • 2012 
Mobile User Experience 1 & 2; Visual Design for Mobile and Tablet; Managing User Experience Strategy  
 
University of Nevada Las Vegas, Las Vegas, NV • Manager’s Toolbox Certification, 2009 
 
Trenton State College/The College of New Jersey, Ewing, NJ • BFA/Computer Graphics, 1996 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


• Faculty of the Month, February 2013, Art Institute of Las Vegas 
• Employee of the Month, October 2012, R&R Partners 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Chad R. Well Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Digital Strategist 
# of Years in Classification: 1 # of Years with Firm: 1 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


I’ve spent the last 9+ years in digital strategy and marketing, helping to drive branding and direct 
response results for major hospitality brands. I’ve been responsible for managing paid digital campaigns, 
e-mail, and for crafting strategies for digital products, including websites and mobile apps. My skill set 
includes digital strategy, e-mail marketing, display advertising, SEO/SEM, online media testing and 
optimization, digital campaign management, and web analytics. 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
August 2013 – Present 
R&R Partners, Inc., Las Vegas, NV 
Digital Strategist 
 
Develop email strategy for flagship client, the Las Vegas Convention and Visitors Authority (LVCVA). 
Deliverables include strategies for email subscriber acquisition, subscriber contact cadence, and 
dynamic message content. Develop strategies for client web products, including website redesigns, 
landing pages, microsites, and mobile apps. Create the digital strategy for LVCVA's major campaigns; 
collaborate with Digital Media, Social, Creative, and User Experience teams to ensure digital 
components integrate seamlessly into the overall campaign strategy. Collaborate with Measurement 
team to evaluate campaign or product performance against KPIs established in the initial strategy and 
tracked in Adobe Analytics; recommend optimizations based on KPI data. Create the testing road map 
for client's main site, LasVegas.com; write strategy for individual A|B or multivariate tests to be executed 
with Adobe Target. 
 
December 2006 – August 2013 
Caesars Entertainment Corp., Las Vegas, NV 
Senior Internet Marketing Specialist 
 
Manage extensive display advertising program for ten Las Vegas resorts; test and optimize display 
creative and publisher mix; run six/seven-figure online media campaigns; team with agency of record to 
manage the Las Vegas market's paid search program; guide internal clients on growing mobile search 
program; internal client lead on market wide email marketing program. 
 
March 2005 – December 2006 
Hooters Casino Hotel, Las Vegas, NV 
Internet Marketing Manager 
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Led outside agency in creation and launch of new Hooters Casino Hotel website; created e-mail 
marketing program; owned the digital media planning and buying function; wrote/edited online content. 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
Northwestern University, Evanston, IL • B.A. in Economics, 1990 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


N/A 
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Revised:  09-25-13 Resume Form Page 1 of 1 


PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Melissa Kalashian Key Personnel: 
(Yes/No) Yes 


Individual’s Title: SEO Specialist 
# of Years in Classification: 3 # of Years with Firm: 2 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Melissa is a stickler for words and phrases. In her role as SEO specialist, she’s like a headmaster for 
improving organic search and confirming that SEO strategies are always on target. Her work in sectors 
as varied as health care, transportation and insurance as well as pro bono clients for the agency’s R&R 
Partners Foundation have garnered millions of brand impressions. Her digital dexterity at collaborating 
with content providers, UX designers, strategists, developers and social media specialists ensures clients 
like Envision Healthcare, Utah Department of Health’s Tobacco Prevention Program, Cadence and the 
Sustainable Water Project experience relevant and engaging website successes.  
 
Prior to joining R&R Partners, Melissa was a partner in the Orange County, California, digital firm, Web 
Coast Design. For 10 years, she helped lead the organization, developing her digital marketing skills 
while managing a team of 30 senior designers and developers with national and international clients in 
fields as diverse as law, education, travel, automotive and media.  
 
Although people in the digital world speak a language all-their-own, Melissa is also happy to talk about 
her favorite foreign films and causes like St. Jude’s Hospital for Children. 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
N/A 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
University of Massachusetts Lowell – Magna Cum Laude 
Bachelors of Science Information Technology 
One University Avenue 
Lowell, MA. 01854 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
Alpha Sigma Lambda Honor Society – May 2012 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Lauren Walker Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Corporate Director of Engagement  
# of Years in Classification: 1+ # of Years with Firm: 3.5+ 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


Digital continues to be a vibrant and growing discipline in R&R’s considerable portfolio of integrated 
marketing tools, and as oversight of our engagement team under Matt Mason, Lauren makes sure that 
social and digital projects are strategic, innovative and completed on budget, on time and to ours and our 
client’s exacting standards. She has worked on some of the agency’s biggest accounts, including the Las 
Vegas Convention and Visitors Authority, Boeing and Western Union. 
 
Lauren has experience with project management, digital strategy, social media, user experience, 
SEO/SEM, display advertising, Adobe Creative Suite, and development including HTML and PHP. Since 
joining the agency in January 2011, her dedication and top-flight skills have landed her three promotions. 
 
Lauren came to R&R from the Hard Rock Hotel, where she worked as Internet marketing manager and 
oversaw all online initiatives, including websites, search, email, display, social and other online avenues, 
along with agency selection and contract negotiations. Before joining HRH, she worked as the online 
campaign manager, junior Web designer and production artist for Las Vegas advertising agency SK+G. 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
Corporate Director of Engagement, May 2013 – Present, R&R Partners 
Las Vegas, NV 
Primary client: Las Vegas Convention and Visitors Authority 
 
Director of Digital Project Management, September 2012 – April 2013, R&R Partners 
Digital Project Supervisor, January 2011 – October 2012, R&R Partners 
Las Vegas, NV 
Primary client: Las Vegas Convention and Visitors Authority 
Major projects: LasVegas.com and VegasMeansBusiness.com redesigns, various campaign microsites 
Duties: Scoping, defining, managing, and leading the implementation of digital projects from kick-off to 
launch based on business requirements defined by the stakeholder. Understanding digital reporting and 
analytics, business challenges and working with an integrated team to come up with innovative and 
interactive solutions to achieve measurable results. Mentoring team of Digital Project Managers and 
Coordinators. 
 
Internet Marketing Manager, October 2008 – January 2011, Hard Rock Hotel 
Las Vegas, NV 
Major projects: HardRockHotel.com redesign, launching and maintaining social media channels and 
SMS program, creating and deploying email campaigns, overseeing SEO and SEM 
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Duties: Project managing all online initiatives including websites, search, email, display, social and other 
miscellaneous online avenues for the property as a whole. This included agency selection and contract 
negotiation. These online channels and agencies were then used to shape and evolve the company’s 
online presence and persona through strategic and creative campaigns. 
 
Online Campaign Manager, January 2008 – September 2008, SK+G 
Las Vegas, NV 
Primary clients: Palms Casino Resort, Planet Hollywood Resort & Casino, Pinnacle Entertainment   
Major projects: Creating and managing SEM campaigns for Palms and Planet Hollywood, trafficking 
banners for Pinnacle Entertainment, reporting for all clients  
Duties: Maintaining and optimizing all online search campaigns. Setting up search campaigns from start 
to finish. Setting up campaigns through third party ad server. Launching and monitoring banner 
campaigns and landing page activity and troubleshooting problems. Creating and trafficking redirect 
URLs to vendors. Issuing insertion orders. Utilizing analytic reporting to provide clients with detailed 
summaries and recommendations for their campaigns. Communicating with clients on a regular bases. 
 
Junior Web Designer, January 2007 – January 2008, SK+G 
Las Vegas, NV 
Primary clients: MGM Grand Hotel & Casino, Palms Casino Resort, Planet Hollywood Resort & Casino, 
Pinnacle Entertainment, Snoqualmie Casino 
Major projects: MGM nightlife banners and eblasts, PlanetHollywooodResort.com redesign 
Duties: Creating online assets such as websites, banners, eblasts, and site reskins for multiple clients. 
Responsible for designing these assets, preparing them for the web, storyboarding, and basic 
programming. Reformatting print collateral for web usage while adhering to brand standards. Working 
with the interactive team to see a project to completion including following art direction and adhering to 
web standards. 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
Northern Arizona University, Flagstaff, AZ • B.A. in Advertising, Minor: Psychology, 2006 
Graduated Magna Cum Laude with Liberal Studies Honors  
 
University of Phoenix, Online Campus • Master in Business Administration, 2010  


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


N/A 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: R&R/CRR Holdings, LLC dba B&P Advertising 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: N/A 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Lindsey Stull Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Assistant Account Executive, Public Relations 


# of Years in Classification: 9 months # of Years with Firm: 3 yrs 7 
months 


 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


Lindsey Stull has a very diverse background in public relations. She has worked on everything from 
health care and education to special events and tourism. These include but are not limited to Truckee 
Meadows Community College (TMCC), Grand Sierra Resort, Terry Lee Wells Nevada Discovery 
Museum, National Championship Air Races, Hot August Nights, Las Vegas Convention and Visitors 
Authority (LVCVA) and more. Lindsey is experienced in the world of media relations, event planning and 
crisis communications. She was a part of the public relations team that handled national crisis 
communications for the National Championship Air Races following the 2011 event after a plane crashed 
and killed 11 people.  


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
Lindsey started at R&R Partners shortly after she graduated from The University of Nevada Reno in 
2010 and has been with the company ever since. She began her career in the R&R Partners Reno 
office. During her two years in the Reno office, Lindsey worked on many of the city’s special events that 
attract millions of visitors to northern Nevada each year. These special events include Hot August Nights 
and National Championship Air Races. In 2012, Lindsey began work with Grand Sierra Resort. She 
assisted the property in the promotion of its $25 million renovation, events, entertainment, dining options 
and more. Lindsey is a Las Vegas native and returned to the destination in March 2013 to work on the 
LVCVA public relations team. She has been promoting the Entertainment Capital of the World for 1 year 
and 5 months. She was promoted to Assistant Account Executive, Public Relations in December 2013. 
During her time on the account, she has assisted on multiple international projects and planned more 
than 10 media familiarization tours. 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
University of Nevada, Reno • B.A. Journalism and Public Relations and a Minor in Speech 
Communications Studies, 2010 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


Received 2011 Award of Excellence Silver Spike from Sierra Nevada Chapter of the Public Relations 
Society of America for work with the Terry Lee Wells Nevada Discovery Museum.  
 
Received R&R Partners All-In Award in May 2014. 
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9.2.3.9 Other Informational Material


N/A
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9.3.2.1 One (1) original marked “MASTER”; and 
9.3.2.2 Five (5) identical copies. 


 
9.3.3 Format and Content 


 
9.3.3.1 Tab I – Title Page 


 
The title page must include the following: 


 
Part I B – Confidential Technical Proposal 


RFP Title: Integrated Marketing Agency of Record 
RFP: 2084 
Vendor Name: R&R/CRR Holdings, LLC dba B&P Advertising 
Address: 900 South Pavilion Center Drive, Suite 170   


Las Vegas, NV 89144 
Opening Date: November 24, 2014 
Opening Time: 2:00 PM 


 
9.3.3.2 Tabs – Confidential Technical 


 
Vendors must have tabs in the confidential technical information 
that cross reference back to the technical proposal, as applicable. 


 
9.4 PART II – COST PROPOSAL 


 
9.4.1 The cost proposal must include: 


 
9.4.1.1 One (1) original marked “MASTER”; and 
9.4.1.2 Five (5) identical copies. 


 
9.4.2 The cost proposal must not be marked “confidential”.  Only information that is 


deemed proprietary per NRS 333.020(5)(a) may be marked as “confidential”. 
 


9.4.3 Format and Content 
 


9.4.3.1 Tab I – Title Page 
 


The title page must include the following: 
 


Part II – Cost Proposal 
RFP Title: Integrated Marketing Agency of Record 
RFP: 2084 
Vendor Name: R&R/CRR Holdings, LLC dba B&P Advertising 
Address: 900 South Pavilion Center Drive, Suite 170   


Las Vegas, NV 89144 
Opening Date: November 24, 2014 
Opening Time: 2:00 PM 


 
9.4.3.2 Tab II – Cost Proposal 
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ATTACHMENT	  I	  –	  COST	  SCHEDULE	  


Creative	  Development	  


Program	  Element	   Team	  Member	   Title/Level	   Hourly	  
Rate	  


Estimated	  
Percentage	  of	  
Time	  on	  
Account	  Per	  
Month	  


Strategic	  Planning	   Randy Snow Chief Strategic Officer $150 3% 
Research	   Todd Gillins 


Amanda Laken 
VP Research 
Assistant Research Manager 


$150
$150


3% 
2% 


Brand	  Development	   Randy Snow 
Rob Catalano 


Chief Strategic Officer 
Executive Creative Director/Principal 


$150
$150


2% 
10% 


Production	  TV	   Rob Catalano Executive Creative Director/Principal $150 5% 
Production	  Print	   Tim Gayhart Production Manager $150 15% 
Production	  Other	   Mike Lawrence Creative Director $150 20% 
Video/Content	  Production	   Shannon Sarver Senior Copywriter/Broadcast Producer $150 10% 
New	  Media	   Chris Handl Interactive Designer $150 20% 
Account	  Administration	   Chuck Johnston 


Rod Reber 
Rob Colbrook 


President/Principal 
Director of Account Services/Principal 
Senior Account Executive 


$150
$150
$150


10% 
25% 
50% 


External	  Communications	  (PR/PA)	  


Program	  Element	   Team	  Member	   Title/Level	   Hourly	  
Rate	  


Estimated	  
Percentage	  
of	  Time	  on	  
Account	  Per	  
Month	  


Strategic	  Planning	   George McCabe 
Tom Dietz 
Lenora Kaplan 


Director of Public Relations 
Account Director, Public Relations 
Public Relations Executive 


$150
$150
$150 


5% 
4% 
5% 


Communications	  Action	  
Plan	  Development	  


Tom Dietz 
Lenora Kaplan 
Adrienne Prather-Marcos 


Account Director, Public Relations 
Public Relations Executive 
Public Relations Account Executive 


$150
$150 
$150 


4% 
10% 
7% 


Consumer	  Media	  
Relations	  


Lenora Kaplan 
Adrienne Prather-Marcos 
Juliet Casey 


Public Relations Executive 
Public Relations Account Executive 
Public Relations Account Executive 


$150 
$150 
$150 


10% 
50% 
20% 


Trade	  Media	  Relations	   Tom Dietz 
Lenora Kaplan 


Account Director, Public Relations 
Public Relations Executive 


$150
$150 


4% 
5% 


Public	  Affairs	   Juliet Casey Public Relations Account Executive $150 5% 
Social	  Media	   Lisa Hill 


Jeremy Thompson 
Social Media Director 
Public Affairs Social Media Specialist 


$150
$150 


14% 
48% 


Online	  Press	  Room	  
Development	  


Lenora Kaplan 
Adrienne Prather-Marcos 


Public Relations Executive  
Public Relations Account Executive 


$150 
$150 


5% 
7% 


Industry	  Education	   Lenora Kaplan 
Adrienne Prather- Marcos 


Public Relations Executive 
Public Relations Account Executive 


$150 
$150 


5% 
7% 


Governor’s	  Conference	  
on	  Tourism	  Planning	  


Lenora Kaplan 
Juliet Casey 


Public Relations Executive 
Public Relations Account Executive 


$150 
$150 


5% 
5% 


Account	  Administration	   Lenora Kaplan 
Juliet Casey 


Public Relations Executive 
Public Relations Account Executive 


$150 
$150 


5% 
5% 


In order to simplify billings for all parties, B&P proposes a flat rate of $150/hour for every member of 
the team. For media, we propose a discounted rate of 7% of the gross media billing (as compared to the 
industry standard of 15%).
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Digital	  Development	  


Program	  Element	   Team	  Member	   Title/Level	   Hourly	  
Rate	  


Estimated	  
Percentage	  of	  
Time	  on	  
Account	  Per	  
Month	  


Competitor/Best	  Practice	  
Review	  and	  
Recommendation	  


Shawn Lein 
Chad Well 
Tomas Madrid 
Melissa Kalashian 


Director of User Experience 
Digital Strategist 
Lead Web Developer 
SEO Specialist 


$150
$150 
$150 
$150


10% 
21% 
7% 
7% 


TravelNevada.com	  
Enhancements/Development	  


Ben Ursu 
Tomas Madrid 


Director of Digital Technology 
Lead Web Developer 


$150
$150 


2% 
20% 


Nevada	  Tourism	  Ancillary	  
Sites	  Development	  


Ben Ursu 
Tomas Madrid 


Director of Digital Technology 
Lead Web Developer 


$150
$150 


2% 
20% 


Back-‐end	  Administration	  
Development	  


Ben Ursu Director of Digital Technology $150 2% 


Mobile	  App	  Development	   Shawn Lein 
Chad Well 
Tomas Madrid 


Director of User Experience 
Digital Strategist 
Lead Web Developer 


$150
$150 
$150 


11% 
22% 
20% 


Account	  Administration	   Lauren Walker 
Emily Jones 


Corporate Director of Engagement 
Digital Project Manager 


$150
$150


1% 
23% 


Customer	  Relationship	  Management	  (CRM/Emarketing)	  


Program	  Element	   Team	  Member	   Title/Level	   Hourly	  
Rate	  


Estimated	  
Percentage	  of	  
Time	  on	  Account	  
Per	  Month	  


Strategic	  Planning	   Chad Well Digital Strategist $150 31% 
Account	  Administration	   Lauren Walker 


Emily Jones 
Corporate Director of Engagement 
Digital Project Manager 


$150
$150


2% 
12% 


Materials	  Development	  (as	  
identified	  in	  plan)	  


Tomas Madrid Lead Web Developer $150 9% 


Materials	  Distribution	  (as	  
identified	  in	  plan)	  


Tomas Madrid Lead Web Developer $150 15% 
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Media	  Buying	  


Media	  buying	  respondents	  may	  submit	  the	  cost	  using	  one	  of	  two	  cost	  options:	  


Option	  1	  -‐	  Commission	  plus	  fees	  schedule	  


Media	  Type	   Agency	  Commission	  (please	  note	  
if	  the	  agency	  charges	  a	  flat	  
commission,	  if	  the	  commission	  is	  
dependent	  on	  the	  media	  channel	  
or	  if	  the	  commission	  is	  
dependent	  on	  the	  spend	  level)	  


Hourly	  Rate	  for	  Fees	  (spot	  
duplication,	  creative	  production,	  
tracking,	  etc.)	  


Broadcast	  Spot	  Television	  –	  market	  level	   Flat Commission of 7% gross $150/hour & Hard cost + 15% 
Broadcast	  Spot	  Television	  –	  national	  level	   Flat Commission of 7% gross $150/hour & Hard cost + 15% 
Cable	  Spot	  Television	  –	  market	  level	   Flat Commission of 7% gross $150/hour & Hard cost + 15% 
Cable	  Spot	  Television	  –	  national	  level	   Flat Commission of 7% gross $150/hour & Hard cost + 15% 
Digital	   Flat Commission of 7% gross $150/hour & Hard cost + 15% 
Print	   Flat Commission of 7% gross $150/hour & Hard cost + 15% 
Radio	   Flat Commission of 7% gross $150/hour & Hard cost + 15% 
Out	  of	  Home	   Flat Commission of 7% gross $150/hour & Hard cost + 15% 
Events/Sponsorship	   Flat Commission of 7% gross $150/hour & Hard cost + 15% 


Media Staff to include: 


• Fletcher Whitwell – Senior VP of Media and Measurement
• Chris Evans – Group Media Director
• TC Torres – Associate Media Director
• Bobby Ritzi – Senior Media Planner/Buyer
• Justin Gilbert – Marketing Analytics Director


Additional Billing Notices: 


• Client agrees that when the Agency incurs additional expenses at the Client’s request, a 15% markup will be
added to each cost


• Travel Expenses will be billed NET following the FTR and GSA guidelines, with the exception of the Agency’s
time, which will be billed at the hourly rate listed (above) per the employee that was traveling


o Agency Employees not listed that may need to travel on behalf of the Client:
§  Billy Vassilliadis – Chief Executive Officer/Principal: $150/hour 
§  Mary Ann Mele – President/Chief Brand Officer/Principal: $150/hour 
§  Fletcher Whitwell – Senior VP of Media and Measurement: $150/hour 
§  Matt Mason – VP of Engagement: $150/hour 


o Any Agency employee traveling on behalf of Client but not listed in Attachment I – Cost Schedule will be
billed at $150/hour 


• Public Relations activities/deliverables
o FAM Trips $60,000 
o Media Events $40,000 
o Governor’s Conference $50,000 
o Wire Services $18,000 
o Individual Press Trips $27,000 
o Media Missions $30,000 
o Clipping Service $31,500 
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• NCOT Research Hard Cost Estimate $70,000 
o Research Concept Testing Includes: 


§ Moderating Sessions 
§ Facility Rentals 
§ Participant Screening & Recruitment 
§ Incentives 
§ Food & Beverage 
§ Transcripts 
§ Travel Costs not included and billed NET/Cost 


	  
Option	  2	  –	  Fees	  Only	  –	  this	  option	  assumes	  Nevada	  Tourism	  will	  pay	  no	  commission	  to	  the	  agency,	  but	  may	  pay	  fees	  for	  
work	  done	  to	  support	  the	  buys	  
	  
Program	  Element	   Team	  Member	   Title/Level	   Hourly	  Rate	   Estimated	  


Percentage	  of	  Time	  
on	  Account	  Per	  Buy	  


N/A	   	   	   	   	  
	   	   	   	   	  
	   	   	   	   	  
	   	   	   	   	  
	   	   	   	   	  
	   	   	   	   	  
	  







Tab III


WE ARE THE SAGE           
 AND THE PINE.
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ATTACHMENT J – COST PROPOSAL CERTIFICATION OF COMPLIANCE 
WITH TERMS AND CONDITIONS OF RFP 


I have read, understand and agree to comply with all the terms and conditions specified in this Request for 
Proposal.   


YES X I agree to comply with the terms and conditions specified in this RFP. 


NO I do not agree to comply with the terms and conditions specified in this RFP. 


If the exception and/or assumption require a change in the terms in any section of the RFP, the contract, 
or any incorporated documents, vendors must provide the specific language that is being proposed in the 
tables below.  If vendors do not specify in detail any exceptions and/or assumptions at time of proposal 
submission, the State will not consider any additional exceptions and/or assumptions during negotiations.   
Note:  Only cost exceptions and/or assumptions should be identified on this attachment.  Do not restate 
the technical exceptions and/or assumptions on this attachment. 


R&R/CRR Holdings, LLC dba B&P Advertising 
Company Name 


Signature 


Charles J. Johnston 11/20/2014 
Print Name Date 


Vendors MUST use the following format.  Attach additional sheets if necessary. 


EXCEPTION SUMMARY FORM 


EXCEPTION # RFP SECTION 
NUMBER 


RFP  
PAGE NUMBER 


EXCEPTION 
(Complete detail regarding exceptions must be 


identified) 


ASSUMPTION SUMMARY FORM 


ASSUMPTION # RFP SECTION 
NUMBER 


RFP  
PAGE NUMBER 


ASSUMPTION 
(Complete detail regarding assumptions must 


be identified) 


This document must be submitted in Tab III of vendor’s cost proposal.
This form MUST NOT be included in the technical proposal.
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Master Advertising Agency/Advertiser License Agreement for Arbitron Diary 
and PPM^^ Data and Audience Estimates 


Date o f Proposal: 07/02/2013 


THIS MASTF.R A G R R E M E N T (the "Ag rccmcn f ) is between Arbi t ron 
Inc., a Delaware corporation ("Licensor"), and the undersigned 
("Licensee"). Licensor hereby grants to Licensee a personal, 
nontransferable, nonexclusive and l imited license or. in case o f certain 
software programs licensed to Licensor, a sublicense to receive and use 
in the United States o f America the Arbi t ron PPM and/or diary analog 
radio audience estimates (collectively "Data") contained in Licensor's 
reports for surveys designated on Agreement Attachments for 
geographic arca(s) ("Markct(s)") provided hereunder ("Reports") and/or 
the computer software programs ("Systems") designated on Agreement 
AttachiTicnts. collectively such Data and/or Reports and/or Systems to 
be referred to as "Services." Such Services shall be designated on the 
Agreement Attachments, which Attachments arc hereby incorporated by 
reference as i f ful ly set forth herein. It is further agreed by the parties 
hereto that this license and Agreement shall be effective and applicable 
to any Services that arc later licensed by Licensee pursuant to Sections 
I2(c)&(f) o f this Agreement and/or pursuant to any additional 
Agreement Attachment executed by the parties hereto. Licensor may 
fumish such Services to Licensee in printed, electronic or other form, at 
Licensor's option, cither directly or through authorized third parties, but 
tit le thereto shall remain wi th Licensor at all times. 


For the avoidance o f doubt, the foregoing license grant shall not apply 
to data, other than analog radio data, to include, but not l imited to. HD 
channels, digital sub-channels, and Internet streaming, or any national 
PPM radio data set and/or cross-platform PPM data set. Any rights not 
expressly licensed under this Agreement arc reserved by Licensor. The 
separate prior written consent o f Licensor, shall be required in order to 
use or process in any way the Data provided hereunder wi th data or 
software froin any other source or wi th any other Licensor estimates 
and/or data, to include without l imitat ion, to fuse, integrate, segment, 
profi le, mix model, combine, cross tabulate, index, or model such, or to 
export the Data or facilitate the export o f the Data into software systems 
other than those licensed by Licensee under this Agreement. 


\ Term: This Agreement w i l l become effective when countersigned 
by Licensor's Contract Manager. The Term o f this license and 
Agreement shall begin on 10/01/2013 and 
run concurrently w i th each Agreement Attachment executed by the 
parties hereto unti l the expiration date set forth on such Agreement 
Attachment or unti l 09/30/2016 whichever 
date occurs first. The Tcnn for each Service provided is set forth in each 
such Agreement Attachment. 


2. Service Provided: Dur ing the Term specified in each 
Agreement Attachment. Licensor w i l l provide to Licensee the Services 
referenced therein or which arc later licensed by Licensee pursuant to 
Section 12(c). The attached Diary Market Li.st and/or PPM Market List 
shall specify the geographic area(s) ("Markct(s)") tor which Services 
arc to be provided. A l l Services licensed hereunder shall be delivered to 
and/or accessed from Licensee's address as stated on the Agreement 
Attachment, unless notice o f an address change is given to Licensor in 
wr i t ing as provided in Section 12(b) herein. 


3. License Charges: 
(a) Basic License Charges; When Due and Payable: During 
each Term Year. Licensee agrees to pay Licensor the then-current 
applicable License Charges at the rate and at such times as specified in 
each Agreement Attachment. Payment shall be due and payable no later 
than thir ty (."̂ 0) days after the date o f invoice. 


(b) Late Payment and Right to Suspend Report Delivery or 
Terminate License: A late payment charge o f one and one-half percent 
(1.5%) per month w i l l be charged on all License Charges not paid 
wi th in thirty (30) days after due hereunder, but in no event w i l l the 


applicable per-month late payment charge exceed one-twelfth (1/12) o f 
the maximum annual percentage allowed to be charged by applicable 
state usury law. Any failure to impose a late payment charge shall not 
prejudice Licensor's right to do so should the payment not be 
forthcoming, or should a subsequent payment not be made when due. In 
addition. Licensor may. without terminating, breaching or committ ing a 
default under this Agrccincnt: ( i ) accelerate or modify in any way the 
payment schedule o f the License Charges for the duration o f this 
Agreement to a number o f installments to be dctcnnincd by Licensor in 
its discretion; and/or ( i i ) suspend delivery to Licensee o f any or all 
Services, in any fonn. which arc due under this Agreement unti l such 
time as Licensee is current in its payments o f all sums due; and/or ( i i i ) 
send Licensee written notice that Licensee's license hereunder is 
suspended, in which case Licensee further expressly agrees that i t 
thereafter shall not use Services previously received by Licensee unti l 
such time as Licensee becomes current in its payments o f all sums due. 
Licensor's suspension hereunder o f delivery o f Services to Licensee, or 
o f this license, shall not relieve Licensee o f any o f its obligations 
hereunder. Acceleration or other modification o f the payment schedule 
by Licensor under this provision shall not be deemed or considered a 
penalty but rather represents a good faith effort to quantify at the time 
o f execution o f the Agreement the harm that would be sustained by 
Licensor in the event Licensee defaults on its payment obligations 
under this Agreement. Licensee further agrees to reimburse Licensor 
for all collection costs and expenses (including reasonable attorneys' 
fees). This license may be terminated by Licensor immediately should 
Licensee default in payment o f any sum due or should Licensee default 
in any other condition or obligation o f this Agreement or Agreement 
Attachment. 


4 . Taxes: In addition to and together with the above payments. 
Licensee shall pay to Licensor any sales, excise, gross-receipts, service, 
use or other taxes, however designated, now or hereafter imposed upon 
or required to be collected by Licensor by any authority having 
jur isdict ion over the Markct(s) being surveyed or over any location to 
which Licensee directs Licensor to deliver Services, or by any other 
taxing jur isdict ion. 


5. Assignments, Changes in Licensee Status and License 
Charges Adjustment: 
(a) Licensee may not assign cither its rights or obligations under this 
Agreement without the prior written consent o f Licensor. Subject to 
Licensor's consent, a successor-in-interest by merger, operation o f law, 
assignment, purchase or otherwise o f the entire business o f Licensee 
shall acquire all rights and be subject to all obligations o f licensee 
hereunder. Licensor shall be entitled to assign any o f its rights or 
obligations under this Agreement, including the Licen.sc Charges 
payable hereunder. 


(b) Licensee agrees that i f a change in its business occurs as a result o f 
merger, purchase, expansion or otherwise, i t w i l l report to Licensor the 
date and the nature o f the change with in thirty (.10) days o f such change, 
and supply any supporting material which Licensor, in its discretion, 
may require. In such event, this Agreement shall continue and Licensor 
may redctenninc the License Charges due by Licensee hereunder. 
However. Licensee's failure or refusal to timely provide such notice 
and/or supporting material shall not impair Licensor's right to 
redctenninc Licensee's Charges for all Services licensed hereunder 
based on its independent assessment. 


6. Confidentiality of Services and Permitted Uses: At all 
times during the Term o f this Agreement and thereafter. Licensee agrees 
to keep the Services confidential and not to disclose the Services except 
as permitted by this Agreement. I f ordering C^ta and/or Reports. 
Licensee agrees to use the Data and Rcport(s) so lak for the purpose o f 
placing analog radio media advertising time andlciprcssly not as 
seller o f media advertising time. Licensee agrees tU i^c its 1 
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to prevent the unauthorized disclosure o f any o f the Services by 


Licensee's employees and agents, by its own advertisers, prospective 


advertisers and their own advertising agencies and buying services, by 


data processing firms used by Licensee, and by any and all other 


persons who obtain the Services from Licensee or its employees or 


agents. 


F O R L I C E N S E E T O D I V U L G E AND/OR T O L E N D AND/OR T O G I V T 
A N Y O F T H E S E R V I C E S I N C L U D I N G A N Y DATA O R T H E C O N T E N T S 
O F A N Y R E P O R T ( S ) O R S Y S T E M S , O R T O D I V U L G E O R T O L E N D 
AND/OR T O G I V E AN O R I G I N A L C O P Y O R A R E P R O D U C T I O N O F 
A N Y P A R T O F A N Y O F T H E S E R V I C E S I N C L U D I N G A N Y R E P O R T O R 
A N Y I N F O R M A T I O N O R DATA O B T A I N E D F R O M T H E R E P O R T T O 
A N Y E N T I T Y NOT A U T H O R I Z E D B Y T H I S A G R E E M E N T 
C O N S T I T U T E S A B R E A C H O F T H I S A G R E E M E N T AND AN 
I N F R I N G E M E N T O F L I C E N S O R S AND I T S T H I R D P A R T Y 
L I C E N S O R ( S ) S C O P Y R I G H T . 


A l l disclosures shall identify the Data (the Arbitron PPM Data shall be 


identified as " P P M ^ " Data") and shall identify Licensor by name as the 


source o f the disclosed Service and. i f applicable, should identify the 


Market, survey period and kind o f audience estimate or other data, and 


shall state that the Data or Report(s) quoted therein or Services used arc 


copyrighted by the naincd Licensor and arc subject to all l imitations and 


qualifications disclosed by Licensor (Sourc ing) ." 


Nothing herein shall l i in i t Licensor's right to damages and/or to any and 


al l other rcincdics that may be available to Licensor at law. in equity, or 


under this Agreement for any breach o f this Agreement. 


Unless otherwise provided by this Agreement or an Agreement 
Attachment, in the event a Report licensed hereunder for a particular 
Market is delivered after the expiration o f the Tcnn o f this Agreement. 
Licensee's license to use that Report shall continue pursuant to the 
tenns and conditions o f this Agreement unti l the earlier o f ( i ) the 
release o f the next Report for that particular Market or ( i i ) six (6) 
months after release o f the Report. 


I f ordering Arbi t ron Data and/or Reports under this Agreement, 


Licensee may authorize a third party to produce software applications to 


process such Data and/or Reports licensed hereunder on Licensee's 


behalf, provided: a) that said third party is a current Licensor licensee in 


good standing who is authorized to process Data and/or Reports; and b) 


that all restrictions on the use o f the Data and/or Reports provided 


under this Agreement shall apply wi th full force and effect to any data, 


estimates, reports or other output, in any form, containing or derived 


from the Data and/or Reports, produced by said third party for Licensee. 


Licensee expressly acknowledges that all logos, trade names, 
trademarks or service marks and other such intellectual property, are the 
sole and exclusive property protected under various intellectual 
property laws, including but not l imited to federal and state copyright 
laws o f Licensor, and. where indicated, o f other entities. Licensee 
agrees it shall not use any such intellectual property without the proper 
written consent o f its owner. 


Licensor expressly does not grant hereunder a license to publish or post 


any Data or Reports on any location on the Internet. Wor id Wide Web 


or any other global communications network and Licensor expressly 


does not grant hereunder a license to combine, cross tabulate, index, 


model or in any way use the Data or Reports provided hereunder wi th 


data or software programs provided from any other source or wi th any 


other Arbi t ron data without Licensor's separate prior written consent. 


Licensee understands that due to considerations o f practicality and 


convenience, the media that contain the Data provided hereunder may 


contain Arbi t ron estimates and/or data in addition to the Data and 


Reports licensed hereunder. Licensee understands and agrees that it 


shall not in any manner, use. publish, copy or otherwise reproduce any 


such unlicensed Arbi t ron estimates and/or data provided by Licensor; 


nor shall Licensee disclose any such unlicensed Arbitron estimates 


and/or data to any o f its employees, agents or to any third parties. 


" Licensee shoiUd refer to the current regulations and guidelines of the 


federal government for further requirements concerning the manner of 


quoting audience estimates. 
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7. Confidentiality of Survey Participants: Licensee agrees 


that it w i l l not try either before, during or after a survey, or in 


connection with any l i t igation, to dclcnnine or discover the identity or 


location o f any Licensor survey participants. Licensee w i l l under no 


circumstances directly or indirectly attempt to contact any such persons. 


Licensee agrees to promptly report to Licensor any evidence or 


indication that has come lo Licensee's attention regarding the identity 


or location o f any such persons and shall cooperate in good faith wi th 


any investigation related thereto. Licensee agrees to abide by M in imum 


Standard A9 (or any successor provision concerning confidentiality o f 


survey participant) o f the Media Rating Council and shall abide by any 


determination o f the Media Rating Council concerning survey 


participant confidentiality. Licensee further agrees that Licensor may 


enjoin any breach o f the above-stated obligations and shall have the 


right to damages or other remedies ( including costs, expenses and 


reasonable attomeys' fees) available to it at law or hereunder. 


8. Changes in Services; Rate Change: 
(a) Licensor rcscr\cs the right to change at any time the geographical 
territory comprising any Markct(s). its policies and procedures, its 
survey dates, survey length, survey frequency, sampling procedures, 
delivery schedules, methodology, incthod o f Data or Report collection 
or delivery, provision o f printed or electronic copies o f Reports. Report 
content. Report titles. Report formats, or any other aspect o f the Data 
and Reports or other Services provided hereunder and to cancel surveys 
and the preparation o f Data. Reports and/or Systems or any other aspect 
o f the Services provided. Licensor reserves the right not to publish any 
Data or Reports whenever, in its judgment, insufficient data arc 
available to meet its min imum research standards or any event has 
jeopardized the reliabil i ty o f the data. Licensor may. at any time during 
the Term o f this Agreement, reduce the nuinbcr o f surveys conducted 
and/or Reports published for any Market and consequently reduce the 
number o f Reports provided to Licensee and that in the event such 
reduction occurs. Licensee is not relieved o f any o f its obligations under 
this Agreement. In the event that any causc(s) prevents Licensor from 
conducting any survey in accordance with its methodology, schedules 
or other publications. Licensor reserves the right to publish abbreviated 
Reports. Licensee hereby consents to publication o f such abbreviated 
Report(s) under such circumstances. Licensor reserves the right in its 
sole discretion to augment available data by incans o f expanded or 
extended samples. In addition. Licensor reserves the right from time to 
time to change, aincnd, enlarge or enhance the Systems, including the 
delivery mode, licensed hereunder and/or the analyses and reports that 
can be prepared with the Systems, in any inanncr from that which was 
ini t ial ly delivered hereunder. 


(b) Licensor may increase the License Charges hereunder at any time. 
In the event o f such an increase for a reason other than as pcmiit tcd 
elsewhere in this Agreement. Licensor shall give prior written 
notification to Licensee. With in the thirty (.30) day period fol lowing 
such notice. Licensee may cancel the unexpired Tcnn o f this Agreement 
for only the services and markets for which Licensor has increased its 
License charges pursuant to such notice, by written notice pursuant to 
Section 12(b). without cancellation charge or other cost, effective on 
the dale the increase would have becoinc effective. In the absence o f 
such t i incly cancellation, this Agreement shall continue and the new 
License Charges shall becoinc payable in the month stated in Licensor's 
notice and thereafter. 


9. Methodology: L I C E N S O R M A K E S N O W A R R A N T I E S 
W H A T S O E V E R , E X P R E S S O R I M P L I E D , I N C L U D I N G W I T H O U T 
L I M I T A T I O N A N Y W A R R A N T Y O F M E R C H A N T A B I L I T Y , F I T N E S S , 
N O N - I N F R I N G E M E N T O R T I T L E C O N C E R N I N G T H E S E R V I C E S 
P R O V I D E D H E R E U N D E R , I N C L U D I N G B U T N O T L I M I T E D T O : 


(A) DATA G A T H E R E D O R O B T A I N E D B Y L I C E N S O R F R O M ANY 
S O U R C E ; 


(B) THE P R E S E N T O R F U T U R E M E T H O D O L O G Y E M P L O Y E D B Y 
L I C E N S O R IN P R O D U C I N G DATA AND/OR R E P O R T ( S ) AND/OR 
S E R V I C E S : O R 


(C) T H E D A T A AND/OR R E P O R T ( S ) AND/OR 
H E R E U N D E R . 


A L L DATA, R E P O R T ( S ) AND/OR S E R V I C E S REtRtii 


E N S E D 







OPIN ION O F L I C E N S O R AND R E L I A N C E T H E R E O N AND U S E 
T H E R E O F B Y L I C E N S E E IS A T L I C E N S E E S OWTV R I S K . T H E PPM 
R A T I N G S A R E B A S E D ON A U D I E N C E E S T I M A T E S AND A R E T H E 
OPINION O F A R B I T R O N AND S H O U L D NOT B E R E L I E D O N F O R 
P R E C I S E A C C U R A C Y O R P R E C I S E R E P R E S E N T A T I V E N E S S O F A 
D E M O G R A P H I C O R R A D I O M A R K E T . 


T H E S Y S T E M S P R O V I D E D H E R E U N D E R A R E P R O V I D E D T O 
L I C E N S E E "AS IS - W H E R E IS" AND R E L I A N C E T H E R E O N AND U S E 
T H E R E O F B Y L I C E N S E E IS A T L I C E N S E E S OWN R I S K . 
IN NO E V E N T S H A L L L I C E N S O R B E L I A B L E F O R T H E F A I L U R E O F 
A N Y T H I R D P A R T Y T O P R O V I D E A N Y DATA O R S E R V I C E S IN 
C O N N E C T I O N W I T H T H E DATA, R E P O R T S , S Y S T E M S AND/OR 
S E R V I C E S L I C E N S E D H E R E U N D E R . 


10. Liabilities and Limitations of Remedies: T H E S O L E AND 


E X C L U S I V E R E M E D Y , A T L A W O R IN E Q U I T Y , F O R L I C E N S O R S 
AND/OR A N Y T H I R D P A R T Y D A T A AND/OR S E R V I C E P R O V I D E R S 
B R E A C H O F A N Y W A R R A N T Y , E X P R E S S O R I M P L I E D , I N C L U D I N G 
W I T H O U T L I M I T A T I O N A N Y W A R R A N T Y O F 


M E R C H A N T A B I L I T Y , F I T N E S S , N O N - I N F R I N G E M E N T O R T I T L E 
A N D T H E S O L E AND E X C L U S I V E R E M E D Y F O R L I C E N S O R S 
AND/OR A N Y T H I R D P A R T Y D A T A AND/OR S E R V I C E P R O V I D E R S 
L I A B I L I T Y O F A N Y K IND, I N C L U D I N G W I T H O U T L I M I T A T I O N 
L I A B I L I T Y F O R N E G L I G E N C E O R D E L A Y W I T H R E S P E C T T O T H E 
D A T A AND/OR R E P O R T ( S ) AND/OR S Y S T E M S AND/OR A L L 
P E R F O R M A N C E P U R S U A N T T O T H I S A G R E E M E N T , S H A L L B E 
L I M I T E D T O E I T H E R T H E C R E D I T I N G T O L I C E N S E E O F A 
L I Q U I D A T E D S U M IN T H E A M O U N T O F , A T T H E M A X I M U M 
A M O U N T , T W O T H O U S A N D D O L L A R S ($2,000) F O R A N Y C L A I M 
C O N N E C T E D W I T H T H E D A T A AND/OR R E P O R T S O R A 
R E P L A C E M E N T O F T H E D E F E C T I V E I T E M F O R A N Y C L A I M 
C O N N E C T E D W I T H T H E S Y S T E M S . IN N O E V E N T S H A L L 
L I C E N S O R AND/OR A N Y T H I R D P A R T Y D A T A AND/OR S E R V I C E 
P R O V I D E R B E L I A B L E F O R S P E C I A L , I N C I D E N T A L , 
C O N S E Q U E N T I A L O R P U N I T I V E D A M A G E S , NOR S H A L L T H E Y B E 
S U B J E C T T O I N J U N C T I V E R E L I E F W I T H R E S P E C T T O T H E 
P U B L I C A T I O N O F A N Y D A T A O R R E P O R T AND/OR A N Y S Y S T E M . 
L I C E N S E E U N D E R S T A N D S T H A T T H E S E R V I C E S E I T H E R W O U L D 
N O T B E P R E P A R E D O R W O U L D B E A V A I L A B L E O N L Y A T A 
S U B S T A N T I A L L Y I N C R E A S E D L I C E N S E C H A R G E W E R E I T NOT 
F O R T H E L I M I T A T I O N S O F L I A B I L I T I E S A N D R E M E D I E S AS S E T 
F O R T H IN T H I S S E C T I O N . 


Licensee agrees thai i t w i l l notify Licensor in wr i t ing o f any alleged 
defect in any Data or Report or other Service within thirty (30) days 
after Licensee learns o f said alleged defect. In the event that Licensee 
docs not t i incly notify Licensor, then Licensee waives all rights with 
regard to the alleged defect. Licensee further agrees that any action to 
be brought by it concerning any Data or Report or other Service shall be 
brought not more than one ( I ) year after such Data or Report or other 
Service was original ly published by Licensor. 


In the event that cither party commences l i t igation against the other 


party and fails to ultimately prevail on the merits o f such l i t igation, the 


commencing party shall reimburse and indemnify the other party from 


any and all costs and expenses incurred wi th respect to such l i t igation, 


including reasonable attorneys' fees; provided, however, that this 


sentence shall not apply where Licensor commences l i t igation pursuant 


to Sections 3(b), 6 and 7 o f this Agreement. This provision shall survive 


the tcnnination o f this Agreement, 


11.Other Arbitron Services: I f during the Term o f this 
Agreement. Licensee orders any Licensor applications software or any 
other Licensor service not licensed through any other Licensor 
agreement. Licensee hereby agrees that this Agreement shall be 
applicable wi th respect to all such services wi th the same force and 
effect as i f printed out at length in a separate agreement executed by 
Licensee. 


12.General: 
(a) Severabi l i ty : A question regarding the legality, enforceability or 


val idity o f any Section or part hereof shall not affect any other Section, 


and i f any Section or part thereof is determined il legal, inval id, 


unconstitutional or unenforceable, that Section or part hereof shall be 


severed from this Agreement and the balance o f this Agreement shall 


thereafter remain in full force and effect for the remainder o f the Term. 
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(b) Notices: A l l notices to cither party shall be in wri t ing and shall be 


directed to the address stated at the end o f this Agreement unless 


written notice o f an address change has been provided. Any notices or 


other communications so addressed shall be deemed duly served i f 


mailed postage prepaid by certified mail or overnight courier service. 


(c) Governing Law: This Agreement shall be deemed to be an 


agreement made under, and to be construed and governed by. the laws 


o f the State o f New York, exclusive o f its choice o f law rules. The 


parties expressly agree that any and all disputes arising out o f or 


concerning this Agrccincnt or the Arbitron Data and/or Reports and/or 


Systems or other services licensed hereunder shall be litigated and 


adjudicated exclusively in state and/or federal courts located in cither 


the State o f Maryland or the State o f New York, at Licensor's option, 


and each party consents to and submits to both such jurisdictions. 


(d) Entire Agreement; Modifications: This Agreement, together wi th 


the Diary Market List. PPM Market List and any Agreement 


Attachments, constitutes the entire agrccincnt between the parties 


concerning the subject matter hereof notwithstanding any previous 


discussions and understandings, and shall not be deemed to have been 


modified in whole or in part except by written instruments signed 


hereafter by officers o f the parties or other persons to whom the parties 


have delegated such authority. 


(c) Diary Data Change Orders: Dur ing the Tcnn o f this Agreement, 
prior to each survey release (Winter. Spring. Summer, Fall) Licensee 
may elect to add or change the Markets ini t ial ly designated on the 
attached Diary Market List provided that Licensee gives Licensor prior 
written notice at least thirty (30) days prior to shipment o f the survey 
release for the Markets ini t ial ly designated on the attached Diary 
Market List. In no event shall Licensee reduce the total number o f 
Markets licensed pursuant to this Agrccincnt below the total number o f 
Markets set forth in the Diary Market List attached hereto. The attached 
Diary Market List w i l l remain in effect unti l such time as timely written 
notice o f change has been received by Licensor. Licensee agrees to pay 
the then current per-Market rate(s) in accordance with the payment 
tenns mentioned in Section 3 o f this Agreement for any Markets 
ini t ial ly ordered in excess o f the number o f Markets licensed hereunder. 
Licensee further agrees that all other terms and conditions o f this 
Agreement shall apply to any Diary Market change order. 


( 0 Arbitron PPM Data Change Orders: Dur ing the Term o f this 


Agreement, prior to each PPM quarterly survey release Licensee may 


elect to add or change the Markets ini t ial ly designated on the attached 


PPM Market List provided that Licensee gives Licensor prior written 


notice at least thirty (30) days prior to shipment o f the quarterly survey 


release for the Markets init ial ly designated on the attached PPM Market 


List. In no event shall Licensee reduce the total number o f Markets 


licensed pursuant to this Agreement below the total number o f Markets 


set forth in the PPM Market List attached hereto. The attached PPM 


Market List w i l l remain in effect unfil such timely written notice o f 


change has been received by Licensor. Licensee agrees to pay the then 


current per-Market rate(s) in accordance with the payincnt tenns 


mentioned in Section 3 o f this Agreement for any Markets init ial ly 


ordered in excess o f the number o f Markets licensed hereunder. 


Licensee further agrees that all other terms and conditions o f this 


Agreement shall apply to any PPM Market change order. 


(g) Mode of Use: Where use o f a computer is necessary to access, 
receive and use any Service licensed under this Agreement, Licensee 
w i l l obtain, from a vendor o f its choice, computer equipment and an 
operating system confonning to the min imum specifications. Licensee 
acknowledges that i f such confonning equipment and systems are not 
obtained, the Service may not operate properly. 


(h) Interruptions: Licensee agrees that Licensor is not responsible for 


computer. Internet and/or telephonic communications interrupted by 


any Service failure, telephonic disraptions. weather, acts o f God. force 


majeure or acts o f third persons not connected with or controlled by 


Licensor; nor for any additional expenses incurred by Licensee for 


subsequent and/or additional computer runs necessitated by such 


disruptions or intcrniptions. 


| i ) Authority to Enter Into Agreement: L icence warrants to 


Licensor that Licensee is a(n) Agency 
w i l l receive and use the Services licensed hcrdanl 







exclusively in its legal capacity as such, and that it has ful l right, power 
and authority to enter into this Agreement and to carry out its 
obligations hereunder. 


( j ) Licen.sor may tenninate this Agreement on written notice to 


Licensee, effective iinincdiatcly, in the event that, for any reason, the 


Services contemplated hereunder are not produced by Licensor or i f 


Licensor ceases to produce such Services, without penalty and without 


l iabi l i ty o f any kind to Licensee and/or to third party beneficiaries, i f 


any. In the event o f a termination by Licensor as provided in this 


paragraph, Licen.see shall receive a pro-rata refund o f any License 


Charges paid and for which the corresponding Services were not 


delivered. 


(k) In addition to its rights o f tcnnination stated elsewhere in this 
Agreement, Licensor may, for any reason, terminate this License 
Agreement for any or all markets in which the services arc provided 
hereunder on thirty (iO) days' written notice to Licensee. Licensee 
agrees that this Agreement shall continue for the markets and services 
not affected by such notice. 


(1) The provisions governing payment o f taxes, confidentiality o f 
Services, l imitat ion o f l iabil it ies, applicable law. waiver o f j u ry tr ial , 
non-disparagement and confidentiality o f respondents shall survive the 
termination o f this Agreement. 


(m) The failure o f Licensor to enforce any o f the provisions o f this 


Agreement shall not be construed to be a waiver o f such provisions 


unless evidenced by an instrument in wr i t ing duly executed by 


Licensor. 


(n) Waiver of Jury T r i a l : BACH PARTY. TO THE FULLEST 
E X T E N T PERMITTED BY A P P L I C A B L E L A W . HERI iBY 
I R R E V O C A B L Y W A I V E S A L L RIGHT TO T R I A L BY JURY AS TO 
A N Y ISSUES. D E M A N D S . ACTIONS, CAUSES OF A C T I O N . 
CONTROVERSIES. C L A I M S OR DISPUTES ARIS ING O U T OF OR 
R E L A T I N G TO THIS A G R E E M E N T OR A N Y OTHER M A T T E R 
I N V O L V I N G T H E PARTIES HERETO. 


(o) Licensee hereby expressly consents to: ( i ) Licensor sending to 
Licensee information advertising the various services that Licensor 
provides, whether or not such services arc provided under this 
Agreement, via electronic messaging to include, but not l imited to, e-
mai l . facsimile and text messages, and ( i i ) use o f Licensee's name, call 
letters and/or logos in Licensor customer lists, promotional materials 
and/or press releases. 
(p) In the event that a jo in t venture is formed between Licensor and 
another entity for the collection o f Arbi t ron PPM Data, some o f the 
services connected wi th this Agreement may be perfonned by such jo in t 
venture and Licensee hereby agrees to accept the Services provided 
hereunder. 


A G R E E D T O : 


EXL Media Corp 
LKTNSFr 
803 Tahoe Blvd, Suite 7 
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(q) Licensee, its agents, employees, and affiliates hereby agree that they 
shall not: ( i ) make any oral, written or electronic statements or 
otherwise engage in any act that is intended or may reasonably be 
expected to hann the reputation, business, prospects, or operations o f 
Arbi t ron or any o f its officers, directors, stockholders, agents, affiliates, 
or employees, and/or ( i i ) disseminate any false information, whether 
spoken, written, or conveyed electronically, that is intended to 
disparage, humiliate and/or embarrass Arbi t ron. or otherwise reficct 
negatively on Arbi t ron, or cause Arbi t ron to be held in disrepute. 


(r) Upon expiration o f the license and/or this Agreement, Licensee 
expressly agrees to: ( i ) discontinue any use o f and completely de-install 
and remove any Services such as software, data, reports, print-outs, 
publications, advertising materials, or the like, from all equipment and 
their premises including but not l imited to computers, laptops, servers, 
websites, and/or electronic devices, used or controlled by Licensee 
and/or its employees, agents, or affiliates., and ( i i ) destroy all items 
(physical or electronic) related to the Services including but not l imited 
to software, electronic or physical data sets, and/or electronic or 
physical reports whether located at its office or at another location. 
Licensee shall certify such destruction, discontinued use. and/or de-
installation has occurtcd to Licensor in wr i t ing. 


(s) S Q A D Inc. ( "SQAD") is a third party processor providing data 
which is incorporated within the Services. Licensee is not required to 
have a license wi th SQAD. however, the level o f Licensee's access to 
SQAD data in the Services is directly dependent upon whether or not 
Licensee has a separate license agreement with SQAD. By the 
signature o f its authorized representative below. Licensee declares that 
it I l is/ I I is not a subscriber to SQAD data and the foregoing is 
true and accurate as o f the date hereof I f Licensee has declared that it 
is a subscriber lo SQAD data, it affinns that it has entered into a written 
agreement wi th SQAD for SQAD data and expressly authorizes 
Arbitron to contact SQAD on Licensee's behalf disclose Licensee's 
relationship wi th Arbitron hereunder and obtain confirmation o f 
Licensee's SQAD license. Arbi t ron w i l l contact SQAD from time to 
time for clearance purposes during the tcnn. In the event that SQAD 
docs not confirm Licensee's status. Licensee shall not receive access to 
the SQAD data in the Services. Licensee acknowledges that Arbitron is 
entitled to rely upon the representations o f both Licensee and SQAD 
when dctennining whether to grant Licensee access to the SQAD data. 
Licensee hereby agrees to hold Arbitron hannlcss for any and all 
damages which may result from SQAD's delay in authorizing 
Licensee's access or from Arbitron's use o f or reliance upon any 
information provided by SQAD or Licensee. This waiver includes, but 
is not l imited to. all injury and all business or economic loss incurred in 
connection with Licensee's access or lack o f access to the SQAD data. 


Arbitron Inc. 
9705 Patuxcnl Woods Drive 


Columbia. Maryland 21046-1572 







Attachment to Master Advertising Agency/Advertiser License Agreement 
for Arbitron Diary and PPM^'^ Data and Estimates 


Date o f Proposal: 07/02/2013 


This is an Attachment to the Master Advertising Agency/Advertiser License Agreement for Arbi tron Diary and PPM^^' Data and l:stimates (the 
"Master License Agreement") dated 07/02/2013 between Arbitron Inc.. a Delaware corporation ("Licensor") and 
EXL Media Corp ("Licensee"), and is for the tcmi 


and Services specified below. The license granted for the Services specified herein is expressly subject to the Master License Agreement, and any 
terms and conditions stated below, or on the next page hereof Licensee agrees to license the fol lowing Services from Licensor and to pay License 
Charges as set forth herein. 


Annual Radio and/or Broadcast B i l l i ng Voluinc: . 


For use only by: EXL Media Corp 


Access Manager: Lisa Baqqio & Jacl<ie McCav B i l l to Contact: Wendv Hummer 


Ship to Addrcss(cs): 803 Tahoe Blvd, Suite 7 B i l l 10 Address: same 


Incline Village. NV 89451 


F I L L SERVICE - RADIO DATA SERVICES ORDERED 


Data L icensed 


Contract 


Level 


New, Renew, 


Replacement 


L icense Start/ 


End Dates 


Annual Rate 


Yr 1 


Annual Rate 


Y r 2 


Annual Rate 


Y r 3 


Annual Rate 


Y r 4 


Annual Rate 


Y r 5 


Summary Level Radio 


Data 
$ $ $ $ $ 


r~l Clearance access included; Proeessorts) is are: ~— 


Respondent Level 


Radio Data 
$ $ $ $ $ 


Radio Extra Site s $ $ $ $ 


Radio Data Possession $ $ $ $ $ 


Meter/Diary D M A 


.SDS 
$ $ $ $ 


Meier/Diary D M A 


R L D 
$ $ $ $ 


Other: s $ $ $ $ 


Other: s $ $ $ $ 


P P M DATA SERVICES ORDERED 


Data L icensed 


Contract 


Level 


New, Renew, 


Replacement 


L icense Start/ 


E n d Dates 


Annual Rate 


Yr 1 


Annual Rate 


Y r 2 


Annual Rate 


Y r 3 


Annual Rate 


Y r 4 


Annual Rate 


Y r 5 


Arhilron P P M ' " Data 5 markets Renewal 10/01/13-9/30/16 $11,400 $11,856 $12,330 $ $ 


Ix] Clearance access included; Proeessorts) is arc: SmailPIUS 
P P M ' " R L D $ $ $ $ $ 


P P M ' " Kxlra Si le 


Clearance Access 
$ $ 


P P M ' " Fthnic Data: 


n Hispanic 


• Black 


$ 


$ 


Meter/Diary C S A R 


S D S 
$ $ $ $ 


Meter/Diary C S A R 


R I D 
$ $ $ $ 


Meter/Diary D M A 


S D S 
$ $ $ $ $ 


MclerTJiary D M A 


R L D 
$ $ $ 


Other: $ $ $ $ $ 


\ 
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DIARY DATA SERVICES ORDERED 


Data L icensed 


Contract 


Level 


New, Renew, 


Replacement 


L icense Start/ 
E n d Dates 


Annual Rate 


Y r l 


Annual Rate 


Y r 2 


Annual Rate 


Y r 3 


Annual Rate 


Y r 4 


Annual Rate 


Yr 5 


Radio Data 1 market Renewal 10/01/13-9/30/16 1 $943 $981 1 $1,020 1 $ $ 


fvl C.'Icarancc access included; Proccssorisl is/arc: Sm? rtPlus 
Extra Site R M R $ $ $ $ $ 


R M R Extra Site 


Clearance Access 
$ $ $ $ $ 


R M R Ethnic Data: 


n f l ispanic 


• Black 


$ 


$ 


$ 


$ 


$ 


$ 


$ 


$ 


Rcspondcnt- Ixvc l $ $ $ $ $ 


C D Possession 


(requires separate 
$ $ $ $ $ 


County Coverage $ $ $ $ $ 


Retai lDirccl" $ $ $ $ $ 


Indirect Reports $ $ $ $ $ 


N R D Data $ $ $ $ $ 


Other: $ $ $ $ $ 


SOFTWARE SERVICES ORDERED 


Software L icensed 


Contract 


Level 


New, Renew, 


Replacement 


L icense Start/ 


End Dates 


Annual Rate 


Y r 1 


Annual Rate 


Y r 2 


Annual Rate 


Yr 3 


Annual Rate 


Y r 4 


Annual Rate 


Y r 5 


' P M Analysis T o o f " $ $ $ $ $ 


T A P S C A N ' " $ $ $ $ $ 


Papscan Systems Includes: • T A P S C A N ' " • T A P S C A N ' " + Web • T A P S C A N ™ + W c b - N R D • T v S ( A N " • MFOtAMASTER''" • Q U A L I T A P ' ^ " 


• P R I N T S C A N ' " • Sehedulell ' '" • T A P S C A N ' " Quali lal ive 


v 1 R P / S m a n P l u s « | 1 1 ^ $ $ $ $ 


VIRP Services Includes: n SmanPlus ' O PrinlPlus" O McdiaMix 


• MarkctMale-Radio • N E W S c o p e • Brandfx" 


• Markc lMa le -TV 


• Ix)eal Rollup 


Custom Coverage^" $ $ $ $ $ 


vicdia Professional''" $ $ $ $ $ 


^xlra Sites $ $ $ $ $ 


Dlher: $ $ $ $ $ 


Other: $ $ $ $ $ 


Other: $ $ $ $ $ 


Data Del ivery: CD Arbitron Portal/Downloadcr • A D E • Tapmcdia" 


Sof tware Del ivery: • Arbitron Porlat/Downloader • Tapmcdia" • Other: 


Sh ip by overnight ( ^$14 /each : • At end of survey • Dai ly 


l^ote: Specific market selections to he provided on the Market Lists. 


TRAINING/CONSULTING: 


Total Training/Consult ing Days: (a>$ /day or ^ $ ^''halfday = $ + Out-of-Pocket Expenses for Travel, 


Hotel and Meals or $ 
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BILLING OPTIONS 


Billing Options Billing Dates First ln\oice Due Service Ordered 


Surveys/Releases 
Included (First/Last) 


• Annually • Monthly [x) Quarterly Quarterly upon receipt PPM - 5 mkts 10/1/13-9/30/16 


• Annually • Monthly [x] Quarterly Quarterly upon receipt RMR -1 mkt (Reno) 10/1/13-9/30/16 


• Annually • Monthly • Quarterly 


• Annually • Monthly • Quarterly 


• Annually • Mon(h/y • Quarterly 


• Annually n Monthly O Quarterly 


• Annually • Monthly • Quarterly 


• Annually • Monthly • Quarterly 


Po^e * /or Terms <S Conditions, Signatures. 
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Terms and Conditions 


Any use o f a System that processes Arbi t ron Data and/or Reports 


requires a val id license for such Data and/or Reports. 


Incorporation of Master License Agreement: 
(a) A l l terms and conditions o f the Master License Agreement arc 


hereby incorporated herein by reference wi th the same force and 


effect as i f printed at length herein and arc applicable to any 


Servicc(s) provided hereunder. 


(b) In order to receive a license to and access to any Service. 


Licensee must be licensed pursuant to the Master License Agreement. 


In the event the Master License Agreement terminates, expires or 


becomes suspended for any reason, this Agrccincnt and Liccnsc(s) 


shall terminate, expire or become suspended concurrently therewith. 


Mode of Use: 
Where use o f a computer is necessary to access, receive and use any 


Services licensed under this AgrccmenL Licensee w i l l obtain, from a 


vendor o f its choice, computer equipment and an operating system 


confonning to the min imum specifications. Licensee acknowledges 


that i f such conforming equipment and systems arc not obtained, the 


Services may not operate properly. 


Interruptions: 
Licensee agrees that Licensor is not responsible for computer. 


Internet and/or telephonic communications interrupted by any 


Services system failure, telephonic disruptions, weather, acts o f God, 


force majeure or acts o f third persons not connected with or 


A G R E E D T O 


EXL Media Corp 
U( TNsrr 


803 Tahoe Blvd, Suite 7 
AIMiRrss 


AAS DIARY & PPM DATA 04/13 #63587 v11 (combo) 


controlled by Licensor: nor for any additional expenses incurred by 


Licensee for subsequent and/or additional computer runs necessitated 


by such disruptions or interruptions. 


Restrictions on Licensee's Use: 
(a) Licensee agrees that it w i l l not provide, loan, lease, sublicense or 


sell in whole or in part the Arbitron Data and/or Reports and/or 


Systems, or computer software programs or data included wi th such 


Data and/or Reports and/or Systems, to any other party or entity in 


any form. This restriction extends to. but is not l imited to. any and 


all organizations selling or buying time to or from Licensee and any 


and all organizations providing data processing, software or 


computer services to Licensee. 


(b) Licensee agrees that it w i l l not use the Arbitron Data and/or 


Reports under the control o f computer programs written by its 


employees, agents or others except as permitted by the Master 


License Agreement. Licensor makes no commitment to disclose to 


others the structure, format, access keys or other technical particulars 


o f the Arbitron Data and/or Reports and/or Systems. 


Special Tenns or Instructions; 5 PPM markets: LA, SF, SD, 


Sacramento & San Jose 


Account Manager; Chelsea Richardson 


Account #; 


97n.s Patuxcnl Woods Drive 


Co lumb ia , M a r y l a n d 21046-157 
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T O : K. H E N E G H A N 


f NIELSEN MEDIA 
RESEARCl 


Contract Transmittal 9/98 
Service: NSI 


To: Pedro Rodr iguez 


u/aie: May 8, 2000 


Contract Administration-NY 


CLIENT#: 


CONTRACT#: \^7/U7^ 
From; ( C S E ) Cec i l i a Nguyen 


Client Name: E X L MEDIA t 0 '•'l 


Start Date: F E B R U A R Y 1, 2000 


Market: R e n o 


Contract Form SMS799 


Rate Class: 


Sales Off ice: L o s A n g e l e s 


Durat ion/Terminat ion: 1 year 


Client Type : A g e n c y 


Dec ttt^OUSr 


Managers Approval (Required for all contracts) A 


Transact ion Type: 


(Check One) 


r 


^ N e w • T e r m i n a t i o n Effective End date: 


• C o n v e r s i o n / R e n e w a l • R e v i s i o n • O T O 


Final Report: 
0 


C . 


Service Type(NSS Only) : • F u l l • L i m i t e d 


• T t n i s agreement supersedes and r e p l a c e s agreement dated . 
• T t i i s agreement supersedes and r e v i s e s agreement dated _ 


• C o m b i n e d 


_ wti ich is hereby terminated without penalty. 


Master C o p y Rec ip ient : t^s. Wendy Hummer 


C o m p a n y Name: EXL Media 


A d d r e s s L ine 1: 803 Tahoe Blvd. ; Ste. 7 


A d d r e s s L ine 2: 


City, State, ZIP: Encl ine Vi l lage. NV 89451 


Phone# 


Invoice Recip ient : Accounts Payable 


C o m p a n y Name: EXL Media 


A d d r e s s L ine 1: 


A d d r e s s L ine 2: 


City, State , ZIP: 


Phone# 


803 Tahoe Blvd.; Ste. 7 


Encline Vi l lage, NV 89451 


Distr ibut ion/RDS Ins truct ions: • S a m e as previous • S e e attached list 


First Report I * r 


Add: 


Rono 4x 


S e n t from s a l e s off ice? • Y e s 


Handled by Marketing? Q Y e s 


HNO Station R e p : 







Date: From 


2/1/00 


To 


1/30/01 


Base Rate 


$150 


Discount/Surcharges 


B C D 


Net 


$600 


CA/Use^ 


• 
• 
• 
• 
• 
• 


A = B = _ C = 
• S u c c e s s i v e l y • A d d i t i v e 


— 
D = E = 


T O T A L V A L U E : $ ^QQ 


(Check all that apply): CA/Use Base Rate Includes: Monthly Value CA/Use 


• A n n u a l Rate Adjustment % • •Audience /^alyst* • 
• Branch Offices • • Bacl< Data • 
a a u s e s : Merger, Assignability • •County Coverage • 
• C O L Excluded • • Dailies Plus/Galaxy Explorer • 
• C U M E Discount • •Micronode/Galaxy Navigator* • 
• E a r l y Out Provision (Date: ) • • O n - L i n e Usage 


• E x t r a Copies • • / : ; S ^ r s ^ P D D ' s 


•Metered Tuning Device Surcharge nExc luded? • •SpotBuyer* • 
•Non-reportability Discount • • S T A R * • 
• S a m p l e Guarantee: GDiary DMetered • Q T S M S • 
• S p e c i a l Analysis Credit - Annual $ • • T V Conquest* • 
•Temiination Clause (No 10% Penalty) • • Other: • 
• G r o u p Name • Total Additional Value-(Pkg. Disc.) • 


*Separate agreement/order must be submitted whether product Is Included as part of basic service or billable. 


- C L I E N T P R O F I L E -


(Legal Notice) 
Name: 


C o m p a n y Name: 


A d d r e s s L i n e 1: 


A d d r e s s L i n e 2: 


City , S ta te , ZIP: 


Phone# 


C F O : (NTI O N L Y ) 


C o m p a n y Name: 


A d d r e s s L i n e 1: 


A d d r e s s L i n e 2: 


City, S ta te , Z I P : 


P h o n e # 


State of Incorpora t ion /bus iness regis trat ion: 


• C o r p o r a t i o n nPar tner sh ip n L i m i t e d Liability/Company/Partnership • i n d i v i d u a l d/b/a . 


-Unincorporated Division ? If s o , list parent company 


Additional Ins truct ions / Bil l ing a d j u s t m e n t s : 
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2ir NIELSEN MEDIA CSE: Cecilia Nguyen 


R E S E A R C H 
Office LocaUon L O S A N G E L E S 


Date: April 26,2000 


Nielsen Station Index 


Selected Market Service 


E X L Media rCl ienf) . a(n) M [State] 


^ corporation 
• partnerstiip 
• limited liability company/partnerstiip 
• Individual d/b/a 


vifltti its principal offices at 803 Tahoe Blvd.. Ste. 7. hereby requests Nielsen Media Research, Inc. ("NielsenTV") to fumish 
Nielsen Station Index (NSI) Selected Market Sen/ice, consisting of NSI analyses for the market(s) listed below, commencing 
February 1. 2000 for a Minimum Duration of one (1) year, and NielsenTV agrees to fumish such service, on the following ternis 
and conditions: 


Viewers in Profile 
Market Reports Ordered:* 


Reno 


Number 
per year 


4x 


Number 
per year 


Number 
per year 


•WEEKLIES WHEN ORDERED, COUNT EACH VIP AS 2 (EXAMPLE: NEW YORK = 7 PER YEAR, NEW YORK • WEEKLIES = 14 PER YEAR) 


H Published Data Tapes (PDTs) or •Publlstied Data Diskettes (PDDs) (Must be a dlenl to NSI Spotbuyer Software servi(» to receive PDDs.) 


Total reports per year onlered 4 Times per report charge S 150 =First Year Annual Charge S 600 


Extra copies per year onJered Times per report charge* S =Flrst Year Annual Charge S 
'Extra copy charge per report Is subject to change. 


Charges. The above charges will be billed annually and will Include applicable sales, use or other tax. Client agrees to pay the 
invoice promptly upon receipt Cliont understands and agrees that the per report charge may Increase based on the then-
current rate for Selected Market Service as quoted by NielsenTV. 


Termination. Client or NielsenTV may tenninate this Agreement at the end of a calendar month and upon at least 90 days prior 
written notice, but not before expiration of the one year Minimum Duration. Termination may be effective on any date specified 
by NielsenTV in the event of non-performance by Client of any obligation hereunder, or if NielsenTV shall be unable for any 
cause beyond its control to fulfill its obligations hereunder, or if NielsenTV shall terminate NSI sen/ice to all clients then 
subscribing to this type of NSI service. Upon termination, the final invoice shall be adjusted for the number of delivered reports, 
charged on a pro rata basis. If NielsenTV terminates Client for non-payment of charges, NielsenTV may reinstate Client upon 
Client's payment of a reinstatement charge as quoted by NielsenTV, in addition to payment of Client's overdue charges. If NSI 
senrice for any mari<et becomes unavailable to Client as a result of any action by NielsenTV, Client will be billed only for sen/ices 
rendered prorated against the normal schedule of analyses for the duration of this Agreement. 


U s e s of Service. Client understands that NSI analyses are furnished on the basis of representations that it has a legitimate 
business interest in the subject matter of the NSI analyses. Client agrees to adhere strictly to the provisions set forth in the NSI 
analyses under the caption "Permissible Uses of NSI Data* and not to use or permit or allow others to use the NSI analyses or 
other NSI data In any legal proceedings. Client recognizes that all written material supplied hereunder is furnished only to convey 
the Information therein contained and remains the property of NielsenTV, in which NielsenTV retains all rights (including, but not 
limited to, copyrights and trade secrets), licensed to Client for confidential use in accordance with the provisions of the 
Agreement. Client will prevent all unauthorized persons from having access thereto and shall not make or allow to be made any 
copies thereof. Mi copies are for client's sole use at the office address Indicated on the reverse hereof and no such copies or 
any summaries or abstracts thereof may be distributed for use for other than at such office. Client assumes full responsibility to 
NielsenTV for any violatton by any director, partner, officer, employee, consultant, agent or representative of Client of any 
obligation assumed by client hereunder and agrees to take all necessary steps (including legal action) to ensure understanding 
of and compliance with this understanding by all persons having access to the analyses furnished hereunder. Upon termination 
of this Agreement, Client agrees to return to NielsenTV all copies of NSI materials and information provided or made available 
under this NSI Service and all summaries and abstracts thereof, in whatever form. 
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SMS799 
Disclaimer of Warranty. NIELSENTV DISCLAIMS AND CLIENT H E R E B Y WAIVES. ANY AND A L L WARRANTIES. 
WHETHER E X P R E S S OR IMPLIED, TO CLIENT OR TO ANY THIRD PARTY. WITH R E S P E C T TO ANY R E P O R T S OF 
INFORMATION PROVIDED HEREUNDER INCLUDING, BUT NOT LIMITED TO, ANY WARRANTIES OF MERCHANTABILITY 
OR OF FITNESS T H E R E O F FOR ANY PARTICULAR PURPOSE. 


Accuracy. Client understands ttiat NielsenTV is not obligated to fumish NSI analyses or data hereunder when conditions (e.g., 
audience size) are not such as to permit NSI techniques to produce measurements for such analyses or data in accordance with 
NielsenTV standards. Client's attention is directed to the definitions and reminders and information concerning sampling 
methods, sample size, statistical interpretation and related information contained or refen^d to in the text of the NSI analyses 
and in the NSI Reference Supplement delivered to ClienL 


Limitation of Liability. If any material errors or inaccuracies should occur in any NSI report or analyses, NielsenTV will, where 
feasible, fumish appropriate correction notices. If NielsenTV detennlnes such notices are not feasible, or if NielsenTV fails to 
perform hereunder. Client shall accept, in lieu thereof, a refund or credit (at NielsenTV's option) reflecting the affected NSI 
analyses. NielsenTV shall not be liable, in contract, tort or otherwise, for any loss, injury or damage of any kind or nature 
whatsoever, including, without limitation, any direct, special Incidental or consequential damages (including, without limitation, 
lost profits and loss of/or damage to goodwill) whether suffered by Client or any third party, even if NielsenTV is advised or has 
knowledge of the possibility thereof, directly or indirectly resulting from (a) any of the foregoing; (b) any action or inaction, 
whether or not negligent, of NielsenTV or any of its agents or employees in compiling or publishing any NSI Analyses, or in 
delivering or communicating the same to Client or others; and, (c) the use or publication of the same by Client or others. Client 
agrees that the remedies set forth herein are Client's sole and exclusive remedies at law or in equity, in the event of the 
occurrence of any of the foregoing. 


Assignability. Client may assign its rights and obligations under this Agreement only with NielsenTV's prior written consent, 
which consent shall not be unreasonably withheld. NielsenTV may assign, transfer, set over or sell its rights and obligations 
hereunder to any successor to NielsenTV or its NSI business, including without limitation any corporation or other transferee 
controlling, controlled by or under common control with NielsenTV, and resen/es the right to have all services rendered by such 
successor upon notice to Client. 


Acceptance, Modification and Waiver. Only the Coordinating Vice President. Chief Executive Officer or General Counsel of 
NielsenTV shall have the power of acceptance or modification of this Agreement, and any modification shall be in writing. No 
waiver by any party of any breach of the Agreement by the other shall be deemed to be a waiver of any preceding or subsequent 
breach thereof. 


Governing Law. This Agreement is entered into in the State of Illinois, and shall be interpreted under and governed by the laws 
of the State of Illinois. 


Survival of Terms. The provisions of the sectkins entitled "Uses of Sen/ice", "Disclaimer of Warranty", "Accuracy" and 
"Limitation of Liabilit/ shall survive termination of this Agreement. 


Entire Agreement This Agreement constitutes the entire agreement between the parties with respect to the subject matter 
hereof, and replaces all prior negotiations and agreements, whether oral or written, with respect to the subject matter. 


AGREED AND ACCEPTED: 


NIELSEN MEDIA RESEARCH. INC. 
SCHAUMBURG, It 


BY: 


TITLE: 


DATE: 


mmmmmm 
m 17m 


CLIENT 
COMPANY: 


NAME: 
(Printn-ype) 


CLIENT 
Approved by: 


ADDRESS: 


DATE: 


EXt Media 


803 Tahoe Blvd., Ste. 7 


Encline Vllliaae, NV894S1 
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nielsen INVOICE 


NIELSEN MEDIA RESEARCH I n v o i c e 9340036018 
85 BROAD STREET Date 02/04/2014 
NEW YORK, NY 10004 Account 10240221 
USA Terms Net 30 days 
FEDERAL TAX ID#: 04-3721439 


B i l l To: 
ACCOUNTS PAYABLE 
EXL MEDIA 
8 03 TAHOE BLVD STE 7 
INCLINE VILLAGE, NV 89451-7494 
USA 


D e s c r i p t i o n Percen tage Amount T o t a l USD 


N i e l s e n S t a t i o n Index 
C o n t r a c t No.: 142229 


Charge f o r FEB 2014 - JAN 2015 


S e l e c t e d Market Repo r t s - Base Charge 1,200.00 


SMS B a s i c S e r v i c e 


Net Amount 1,200.00 


V iewers I n P r o f i l e Repo r t s 
VIP-Reno 


C o n t i n u e d 


Your N i e l s e n r e p r e s e n t a t i v e i s S e v e r i n e L Cuk ierman T e l : +1 323-817-1213 
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nielsen INVOICE 


NIELSEN MEDIA RESEARCH I n v o i c e 9340036018 
85 BROAD STREET Date 02/04/2014 
NEW YORK, NY 10004 Account 10240221 
USA Terms Net 30 days 
FEDERAL TAX ID#: 04-3721439 


B i l l To: 
ACCOUNTS PAYABLE 
EXL MEDIA 
8 03 TAHOE BLVD STE 7 
INCLINE VILLAGE, NV 89451-7494 
USA 


D e s c r i p t i o n Percen tage Amount T o t a l USD 


Sub T o t a l USD 1,200.00 


T o t a l Tax USD 0.00 


T o t a l Amount Due USD 1,200.00 


Remit Payment 
N i e l s e n Media 
PO Box 532453, 
Wire T r a n s f e r s 
Bank Name 
Address 
Accoun t No 
R o u t i n g No 
S w i f t 


To: 
Research 


C h a r l o t t e , NC 28290-2453 
5: 


JPMorgan Chase Bank NA 
ONE CHASE MANHATTAN PLAZA 7 t h FLR, NEW YORK , NY 10005 
400206986 
021000021 
CHASUS33 


For any q u e s t i o n s abou t t h i s document, c a l l Accoun ts R e c e i v a b l e : 
Sarnya R a v i c h a n d r a m o o r t h y 
E m a i l : s a r n y a . r a v i c h a n d r a m o o r t h y . a p @ n i e l s e n . c o m T e l : 18665632804 EX 27334 


Your N i e l s e n r e p r e s e n t a t i v e i s S e v e r i n e L Cukierman T e l : +1 323-817-1213 
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Advertising Agency/Advertiser/Buying Service 
License Agreement to Receive and Use Scarborough Reports 


Date of Proposal: November 17, 2011 


THIS AGREEMENT is between Arbitron Inc.. a Delaware 
corporation ("Arbitron"), and the undersigned client ("Licensee"). 
Arbitron hereby grants to Licensee a limited, personal, non
transferable and non-exclusive license to receive and use certain data 
contained In Scarborough's report(s) ("Data" or "Reports") prepared 
based upon surveys conducted for the geographic areas(s) 
("Market(s)") described in this Agreement. Such Data and Reports 
forming the service provided hereunder will be furnished to Licensee 
in electronic or other form at Scarborough's option, but title thereto 
shall remain with Scarborough at all times. 


1. Term of Agreement; Services Provided: This 
Agreement shall become efTcctivc when countersigned by Arbitron's 
Contract Manager and shall be for a period of 3 years beginning and 
ending on the dates described below (the "Term"). This Agreement 
will continue without regard to ownership status of Licensee absent a 
valid assignment pursuant to Section 9 of this Agreement. 


Term begins January 1, 2012 ; ends December 31, 2014 . 


Licensee: EXL IWedia Corporation 


For use only by: EXL Media Corporation 


Services shall include the following Report(s) ("Releases"): 


^ Consumer Retail and Spending Reports 


Release Year(s) 


Release I & II 2012 


Release I & II 2013 
Release I & II 2014 


• Other 


Release Year(s) 


2. License Fees; Taxes: 


(a) A License Fee as indicated on the Specification and Rate 
Attachment, attached hereto and incorporated herein by reference, 
shall be paid by Licensee with the first of 3 payments (the 
"Periodic Charge" or "Charge") due on January 1 
The Periodic Charge, due and payable by Licensee on the first day of 
each billing period, shall be the Annual Rate, prorated equally among 
the number of payments for the Term Year. 


(b) In addition to and together with the above payments, Licensee 
shall pay to Arbitron any sales, excise, gross-receipts, service, use or 
other taxes, however designated, now or hereafter imposed upon or 
required to be collected by Arbitron by any authority having 
jurisdiction over the Market(s) being surveyed or over any location to 
which Licensee directs Arbitron to deliver the Data or Reports or by 
any other taxing jurisdiction. 


3. Late Payment Charge and Right to Suspend Report 
Delivery or Terminate License: A late payment charge of one 
and one-half percent (1.5%) per month will be charged on all 


Periodic Charges, as adjusted, which are not paid within sixty (60) 
days after due hereunder, but in no event will the applicable per 
month late payment charge exceed one-twelfth (1/12) of the 
maximum annual percentage allowed to be charged by applicable 
state usury law. Any failure to impose a late payment charge shall not 
prejudice Arbitron's right to do so should the defauh continue or 
should a subsequent payment not be made when due. In the event 
Licensee is in default in its payment obligation hereunder, 
notwithstanding Arbitron's right to impose the foregoing late 
payment charge and in addition to such right, Arbitron may, without 
terminating, breaching or committing a default under this Agreement: 
(a) accelerate or modify in any way the payment schedule of Periodic 
Charges for tlie duration of this Agreement to a number of 
installments to be determined by Arbitron in its discretion; and/or (b) 
suspend delivery to Licen.see of any Data and/or Report(s), in any 
form, which arc due until such time as Licensee is current in its 
payments of all sums due and/or (c) send Licensee written notice that 
Licensee's license hereunder is suspended, in which case Licensee 
further expressly agrees that it thereafter shall not use Data and 
Reports previously received by Licensee until such time as Licensee 
becomes current in ils payments of all sums due. Arbitron's 
suspension hereunder of delivery of Data or Reports to Licensee, or 
of this License, shall not relieve Licensee of any of ils obligations 
hereunder. Acceleration or other modification of the payment 
schedule by Arbitron under this provision shall not be deemed or 
considered a penalty but rather represent.s a good faith elVort to 
quantify as of the time of the execution of this Agreement the harm 
that would be sustained by Arbitron in the event Licensee defauhs on 
its payment obligations hereunder. Licensee further agrees to 
reimburse Arbitron for all collection costs and expenses (including 
reasonable attorneys' fees) incurred hereunder. This license may be 
terminated immediately by Arbitron should Licensee defauh in 
payment of any sum due or should Licensee default in any other 
condition or obligation of this Agreement. 


4. Changes in Services; Modification of Rates: 
(a) Scarborough reserves the right lo change at any time the 
geographical territory comprising the Market(s), its polices and 
procedures, delivery schedules, survey dates, survey length, survey 
frequency, sampling procedures, methodology, method of Data of 
Report collection or delivery. Data or Report content. Data or Report 
titles, Data or Report format or any other aspect of the Data and 
Reports provided hereunder, and to cancel surveys and the 
preparation of Data or Reports or any other aspect of the Data 
services provided. Scarborough reserves the right not to publish it 
Report whenever, in its judgment, insufficient data are available to 
meet its minimum research standards or any event has jeopardized 
the reliability of the Data therein. In the event thai a Report is not 
published. Licensee shall receive a credit reflecting the Periodic 
Charge(s) paid by Licensee attributable to the unpublished Report. 


(b) In the event that any cause(s) prevents Scarborough from 
conducting any survey in accordance with its methodology, schedules 
or other publications, Scarborough reserves the right to publish 
abbreviated Report(s). Licensee hereby consents to publication of 
such abbreviated Report(s) under such circumstances. In the event 
that such an abbreviated Report covers a substantially decreased 
geographic area, or deletes twenty-five percent (25%) or more of the 
survey days from the aggregate number of days scheduled. Licensee 
shall be entitled to either a proportionate credit for the abbreviated 
Report, or upon return of the abbreviated Report, within yten (10) 
days, a full credit for the abbreviated Report. Further, 
reserves the right, in its sole discretion, to augment avalab 
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means of expanded or extended samples, and Licensee agrees it shall 
not be entitled to any refund in such event. 


(c) Arbitron may increase the License Fee hereunder at any time. In 
the event of such an increase for a reason other than as permitted 
elsewhere in this Agreement, Arbitron shall give prior written 
notification to Licensee. Within the thirty (30) day period following 
such notice. Licensee may cancel the unexpired Term of this 
Agreement by written notice pursuant to Section 10(a), without 
cancellation charge or other cost, effective on the date the increase 
would have become effective. In the absence of such timely 
cancellation, this Agreement shall continue and the new License Fee 
shall become payable in the month stated in Arbitron's notice and 
thereafter. 


5. Permitted Uses and Confidentiality of Data and 
Reports: Subject to the restrictions and conditions provided in this 
Section 5, Licensee agrees to limit its use of the Data and Reports to 
purpo.ses that are legitimately useful in Licen.see's marketing 
planning and business development, in the placement of advertising 
and expressly not as seller of radio advertising time. Licensee 
acknowledges that the Data and Reports arc copyrighted materials of 
Scarborough. Licensee further agrees to discontinue use of any Data 
and Reports delivered hereunder upon termination or suspension of 
this Agreement or license. Licensee further understands and agrees to 
discontinue use of Data or Reports from any previous Release unless 
(I ) Licensee was licensed to use that Release at time of hs 
publication and (2) Licensee is currently a Licensee to the 
Scarborough Reports. 


All disclosures must identify Scarborough as the source of the 
disclo.sed Data and Reports and should identify the Market, survey 
period and type of data and must state that the Data and Reports 
quoted therein are copyrighted by Scarborough and are subject to any 
limitations and qualifications disclosed in the Report.* At all times 
during the Icrm of this Agreement and thereafter. Licensee agrees to 
keep the Data and Reports supplied hereunder confidential and not to 
disclose the same except as permitted by this Agreement. Licensee 
agrees to use its best efforts to prevent the unauthorized disclosure of 
Data and Reports by Licensee's employees and agents and by all 
other persons who obtain the Scarborough Data and Reports from 
Licensee or its employees or agents. For Licensee to fail to use its 
best efforts to comply with the foregoing and/or to divulge any Data 
or Reports to a person or entity not authorized by this Agreement, 
and/or to lend or give an original copy or any reproduction of any 
part of any Data or Report, in any form, to any person or entity not 
authorized by this Agreement, constitutes a breach of this Agreement 
and a violation of Scarborough's copyright. 


Licensee may authorize a third party to process the Data and Reports 
licensed hereunder on Licensee's behalf, provided: ( I) that said 
third party is a then current Scarborough licensee in good standing 
who is authorized lo process Scarborough data; and (2) that all 
restrictions on the use of the Data and Reports provided under this 
Agreement shall apply with full force and effect to any data, reports 
or other output, in any form, containing or derived from the Data and 
Reports, produced by said third party for Licensee. 


In the event that a Report listed in Section I of this Agreement is 
delivered after the expiration of the Term of this Agreement. 
Licensee's license to use that Report shall continue under the terms 
and conditions of this Agreement until the release of that Report in 
that Market. 


Arbitron expressly does not grant hereunder a license to publish or 
post any Data or Reports on any location on the Internet, World Wide 
Web or any other global communications network and Arbitron 
expressly does not grant hereunder a license to combine, cross 
tabulate, index, model or in any way use the Data or Reports 
provided hereunder with data or software programs provided from 


• Licensee should refer to current regulations and guidelines of the federal 
government forfurther requirements concerning the manner of quoting 
estimates. 
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any other source or with any other data provided by Arbitron without 
Arbitron's separate prior written consent. 


6. Confidentiality of Respondents: Licensee agrees that it 
will not try either before, during or after a survey, or in connection 
with any litigation, to determine or discover the identity or location of 
any survey participant. Licensee will under no circumstances directly 
or indirectly attempt to contact any such persons. Licensee agrees 10 
promptly report to Arbitron any evidence or indication that has come 
to Licensee's attention regarding the identity or location of any such 
persons. Licensee further agrees that Arbitron may enjoin any breach 
of the above stated obligations and shall have the right to damages (if 
other remedies (including costs, expenses and reasonable attorneys' 
fees) available to it at law or hereunder. 


7. Methodology: A R B I T R O N A N D S C A R B O R O U G H M A R K N O 


W A R R A N T I E S W I I A T S O F A ' E R , E X P R E S S O R I M P L I E D , C O N C E R N I N G : 


(A) D A T A G A T H E R E D O R O B T A I N E D F R O M A N Y S O U R C E ; 


(B) T H E P R E S E N T O R F U T U R E M E T H O D O L O G Y E M P L O Y E D B Y 


S C A R B O R O U G H IN P R O D U C I N G T H E D A T A A N D / O R R E P O R T S ; O R 


( C ) T H E D A T A A N D / O R R E P O R T S L I C E N S E D H E R E U N D E R . ' • 


A L L D A T A A N D / O R R E P O R T S R E P R E S E N T O N L Y T H E O P I N I O N O F 


S C A R B O R O U G H . R E L I A N C E T H E R E O N A N D U S E T H E R E O F B Y 


L I C E N S E E I S A T L I C E N S E E ' S O W N R I S K . 


IN N O E V E N T S H A L L A R B I T R O N O R S C A R B O R O U G H B E L L A B L E 


F O R T H E F A I L U R E O F A N Y T H I R D P A R T Y L I C E N S O R T O P R O V I D E 


A N Y D A T A O R S E R V I C E S F O R U S E IN C O N N E C T I O N W I T H T H E 


D A T A A N D / O R R E P O R T S L I C E N S E D H E R E U N D E R . 


8. Liabilities and Limitations of Remedies: T H E S O L E 


A N D E X C L U S I V E R E M E D Y , A T L A W O R IN EQUrrV, F O R 


A R B I T R O N ' S O R S C A R B O R O U G H ' S A N D / O R A N Y T H I R D P A R I V 


D A T A A N D / O R S E R V I C E P R O V I D E R S B R E A C H O F A N Y W A R R A N T Y , 


E X P R E S S O R I M P L I E D , I N C L U D I N G W I T H O U T L I M I T A T I O N A N Y 


W A R R A N T Y O F M E R C H A N T A B I L I T Y O R F F F N E S S , A N D T H E S O L E 


A N D E X C L U S I V E R E M E D Y F O R A R B I T R O N ' S O R S C A R B O R O U G H ' S 


A N D / O R A N Y T H I R D P A R T Y D A T A A N D / O R S E R V I C E P R O V I D E R ' S 


L I A B I L I T Y O F A N Y K I N D , I N C L U D I N G W I T H O U T L I M I T A T I O N 


L I A B I L I T Y F O R N E G L I G E N C E O R D E L A Y W I T H R E S P E C T T O T H E 


D A T A A N D / O R R E P O R T S A N D A L L P E R F O R M A N C E P U R S U A N T T O 


T H I S A G R E E M E N T , S H A L L B E L I M I T E D T O A C R E D I T T O L I C E N S E E 


O F A N A M O U N T E Q U A L T O , A T T H E M A X I M U M A M O U N T , T H E 


L I C E N S E F E E P A I D B Y L I C E N S E E W H I C H IS A T T R I B U T A B L E T O 


T H E M A T E R I A L L Y A F F E C T E D D A T A O R R E P O R T . IN N O E V E N T 


S H A L L A R B I T R O N O R . S C A R B O R O U G H A N D / O R A N Y T H I R D P A R T Y 


D A T A A N D / O R S E R V I C E P R O V I D E R B E L U B L E F O R S P E C I A L , 


I N C I D E N T A U C O N S E Q U E N T I A L O R P U N F T I V E D A M A G E S , N O R 


S H A L L T H E Y B E S U B J E C T T O I N J U N C T F V E R E L I E F W I T H R E S P E C T 


T O I H E P U B L I C A T I O N O F A N Y D A T A O R R E P O R T . L I C E N S E E 


U N D E R S T A N D S T H A T DA I A A N D R E P O R T S E I T H E R W O U L D N O T B E 


P R E P A R E D O R W O U L D B E A V A I L A B L E O N L Y A T A S U B S T A N T I A L L Y 


I N C R E A S E D L I C E N S E F E E W E R E I T N O T F O R T H E L I M F T A T I O N S O F 


L L ^ B I L I T I E S A N D R E M E D I E S A S S E T F O R T H IN T H I S S E C T I O N . 


Licensee agrees that it will notify Arbitron in writing of any alleged 
defect in any Report within thirty (30) days after Licensee learns of 
said alleged defect. Licensee further agrees that any action to be 
brought by it concerning any Data or Report shall be brought not 
more than one (1 ) year after such Data or Report was originally 
published by Scarborough. 


In the event that either party commences litigation against the other 
party and fails to ultimately prevail on the merits of such litigation, 
the commencing party shall reimburse and indemnify the other party 
from and against any and all co.sts and expenses incurred with respect 
to such litigation, including reasonable attorneys' tees; provided, 
however, that this sentence shall not apply where Arbitron 
commences litigation pursuant to Sections 3, 5 or 6 of this 
Agreement. This provision shall survive the terminationJ of thite 
Agreement. 
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9. Assignments and Changes in Licensee Status: 
Licensee may not assign eitiier its rigtits or obligations under this 
Agreement without the prior written consent of Arbitron. Subject to 
Arbitron's consent, a successor-in-interest by merger, operation of 
law, assignment, purchase or otherwise of the entire business of 
Licensee shall acquire all rights and be subject to all obligations of 
Ucensee. In the eveni that Arbitron consents to the assignment of this 
Agreement, Arbitron reserves the right to redetermine the rate lo be 
charged to the assignee. Arbitron shall be entitled to assign any of its 
rights or obligations under this Agreement, including the License 
Fees payable hereunder. 


Licensee agrees that i f a change in its business occurs as a result of 
merger, purchase, expansion or otherwise, it will report to Arbitron 
the date and the nature of the change within thirty (30) days of such 
change, and supply any supporting material which Arbitron, in its 
discretion, may require. In such event, this Agreement shall continue 
and Arbitron may redetermine the License Fees due by Licensee 
hereunder. However, Licensee's failure or refusal to timely provide 
such notice and/or supporting material shall not impair Arbitron's 
right to redetermine Licensee's Fees for all Data and Reports licensed 
hereunder based on its independent assessment. 


In the event Arbitron increases Licensee's License Fee as a result of 
an occurrence as described in this Section, then Arbitron shall amend 
this Agreement to permit use of the Data and/or Reports by the 
additional entily(ies) prompting the increase. 


10. General: 
(a) All notices to either party shall be in writing and shall be directed 
to the addresses stated hereafter unless written notice of an address 
change has been provided. 


(b) E A C H P A R T Y , T O T H E F U L L E S T E X T E N T P E R M I T T E D B Y 


A P P L I C A B L E L A W , H E R E B Y I R R E V O C A B L Y W A I V E S A L L R I G H T T O 


T R I A L B Y J U R Y A S T O A N Y I S S U E S . D E M A N D S , A C T I O N S , C A U S E S 


O F A C T I O N , C O N T R O V E R S I E S , C I A I M S O R D K S P U T E S A R I S I N G O U T 


O F O R R E L A T I N G T O T H I S A G R E E M E N T O R A N Y O T H E R M A T T E R 


I N V O L V I N G T H E P A R T I E S H E R E T O . 


(c) Licensee hereby expressly consents to Arbitron sending to 
Licensee information advertising the various services that Arbitron 
provides, whether or not such services are provided under this 
Agreement, via electronic messaging to include, but not limited to, e-
mail, facsimile and text messages. 


(d) This Agreement shall be deemed to be an agreement made under, 
and to be construed and governed by, the laws of the State of New 
York. The parties expressly agree that any and all disputes arising out 
of or concerning this Agreement or the Data or Reports licensed 
hereunder shall be litigated and adjudicated in the State and/or 


A G R E E D T O : 


EXL Media Corp 
U C E N S E E 


803 Tahoe Blvd. Suite 7 
A D D R E S S 


Incline Villai 89451 


Federal Courts located in either the State of New York or the Slate of 
Maryland, at Arbitron's option, and each party consents to and 
submits to both such jurisdictions. 


(e) This Agreement constitutes Ihe entire agreement between the 
parties concerning the subject matter hereof notwithstanding any 
previous discussions and understandings; and shall not be deemed tO 
have been modified in whole or in part except by written instruments 
signed hereafter by officers of the parties or other persons to whom 
the parties have delegated such authority. 


(f) The failure of Arbitron to enforce any of the provisions of this 
Agreement shall not be con.strued to be a waiver of such provision 
unless evidenced by an instrument in writing duly executed by 
Arbitron. 


(g) Any litigated question regarding the legality, enforceability or 
validity of any .section or part hereof shall not affect any other 
section, and i f any section or part hereof is ultimately determined 
illegal, invalid, unconstitutional or unenforceable, that section or part 
hereof shall be severed from this Agreement and the balance of the 
Agreement shall thereafter remain in full force and effect for the 
remainder of the Term. 


(h) Licensee may alter, modify or change the Markets initially 
designated or delivery options at any time during the Term upon 
thirty (30) days prior written notice to Arbitron provided that 
Arbitron receives such change order notice prior to shipment of the 
previously designated Markets. The Specification and Rate 
Attachment is for Licensee's initial deliveries only and will remain in 
effect until such lime as timely notice of change has been received by 
Arbitron. Licensee agrees lo pay the then current per-Market rate(s) 
in accordance with the payment terms mentioned in Section 2 of this 
Agreement for any Markets ordered in excess of the number of 
Markets initially licensed hereunder. Licensee further agrees that all 
other terms and conditions of this Agreement shall apply to am 
change order. 


(i) Licensee warrants to Arbitron that Licensee is a(n) Agency 
that it will receive and use the services licensed hereunder solely and 
exclusively in its legal capacity as such, and that it has full righti 
power and authority to enter into this Agreement and to carry out its 
obligations hereunder. 


(j) In addition to its rights of termination stated elsewhere in this 
Agreement, Arbitron may, for any reason, terminate this Agreement 
on thirty (30) days written notice to Licensee. 


(k) The provisions governing payment of taxes, confidentiality of 
Data and/or Reports, confidentiality of respondents, and waiver of 
jury trial shall survive the termination of this Agreement. 


A C C E P T E D B Y : 


C O N T R A C T MANAGER 


Arbitron Inc. 
9705 Patuxent Woods Drive 
Columbia, Maryland 21046-1572 
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Advertising Agency/Advertiser/Buying Service 
Specification and Rate Attachment for the Scarborough Service 


Licensee: November 17, 2011 Annual Billing Volume: 


For use only by: EXL Media Corp 


This is the Advertising Agency/Advertiser/Buying Service Specification and Rate Attachment for the Scarborough Service between 
Arbitron, Inc., a Delaware corporation ("Licensor") and Licensee, as is for the Data or Reports (the "Services"), License Charges and lerm 
selected below. The License granted for the Scrvicc(s) specified herein is expressly subject to all terms and conditions set forth in the License 
Agreement and in this Attachment. All terms and conditions of the License Agreement are hereby incorporated by reference with the same 
force and effect as i f printed at length herein. 


Services: 


S Scarborougii Top-Tier 


Services provided for the Marl<et(s) selected: 


Release(s): Year(s): 


Release I & I I 2012 


Release I & I I 2013 


Release I & I I 2014 


License Charges Payable: Annual 


Market(s) Selected:^ All Markets [ 3 As selected below 


Los Angeles. Sacramento, San Diego. San Francisco 


Notations: 


Delivery Options: IMS-Clear Decisions 


For u.se only by: EXL Media Corp 


Term begins: 1/1/12 and ends: 12/31/14 


License Charge(s) for services and Market(s) selected 


First Tenn Year: $ 4,500.00 


Second Tenn Year: $ 4,635.00 


Third Terni Year: $ 4,775.00 


Fourth Term Year: $ 


Fifth Tenn Year: $ 


• Scarborougii Mid-Tier 


Services provided for the Market(s) selected: 


Release(s): Year(s): 


Release I A l l 2012 


Release I & II 


Release I & I I 


License Charges Payable: Annual 


Market(s) Selected: • All Markets 


Reno 


Notations: 


2013 


2014 


As selected below 


Delivery Options: IMS-Clear Decisions 


For use only by: EXL Media Corp 


Term begins: 1/1/12 and ends: 12/31/14 


License Charge(s) for services and Market(s) selected 


First Term Year: $ 855.00 


Second Term Year: S 880.00 


Third Term Year: $ 905.00 


Fourth Term Year: $ 


Fifth Term Year; $ 


© 2011 Arbitron Inc. 
ARBSCRB AAS Rate 04/11 #44166 v5 A R B I T R O N 







• Scarborough Multi-Market 


Services provided for tlie Marlcet(s) selected: 


Reiease(s): Ycar(s): 


License Charges Payable:. 


Market(s) Selected: 


Notations: 


Delivery Options:. 


For use only by: _ 


• Scarborougii U S A + 


Services provided for the Market(s) selected: 


Rclease(s): Year(s): 


License Charges Payable:. 


Market(s) Selected: 


Notations: 


Delivery Options:. 


For use only by: _ 


Term begins: and ends: 


License Charge(s) for services and Market(s) selected 


First Term Year: $_ 


Second Term Year: $_ 


Third Term Year: $_ 


Fourth Term Year: $ _ 


Fifth Term Year: $ 


Term begins:. and ends:. 


License Charge(s) for services and Market(s) selected 


First Term Year: S_ 


Second Term Year: $ _ 


Third Term Year: $ 


Fourth Term Year: % 


Fifth Term Year; $ 


• PrimeNext Term begins: and ends: 
• Prime Lingo 


Services provided for the Market(s) selected: License Charge(s) for services and Market(s) selected 


Release(s): Ycar(s): 


First Term Year: $ 


Second Temi Year: $ 


Third Term Year: $ 


Fourth Term Year: $_ 


Fifth Tenn Year: $ 


License Charges Payable: 


Market(s) Selected: 


Notations: 


Delivery Options: 


For use only by: 
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• other 
Services provided for the Marlcet(s) selected: 


Relcase(s): Ycar(s): 


License Charges Payable:. 


Marlcct(s) Selected: 


Notations: 


Delivery Options:. 


For use only by: _ 


Term begins:. and ends: 


License Charge(s) for services and Market(s) selected 


First Term Year: $_ 


Second Term Year: $_ 


Third Term Year: $_ 


Fourth Term Year: $ 


Fifth Term Year: $ 


n Other Term tiegins: and ends: 


Services provided for the Markct(s) selected: License Charge(s) for services and Market(s) selected 


Release(s): Year(s): 


First Term Year: $ 


Second Term Year: $ 


Third Term Year: $ 


Fourth Term Year: $ 


Fifth Term Year: $ 


License Charges Payable: 


Market(s) Selected; 


Notations: 


Delivery Options: 


For use only by: 


T O T A L L I C E N S E F E E : 


The License Fee for each Term Year is based on the number of Markets and delivery options specified and shall be as follows: 


First Term Year: $ 5,355.00 


Second 1 erm Year: S 5,515.00 


Third Term Year; S 5,680.00 


Fourth Term Year: S 


Fifth Term Year: $ 


Processor: IMS-Clear Decisions 
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Markets: 


• 


• • • 


• 


Albany Hartford Richmond 
Albuquerque Honolulu Roanoke 
Atlanta Houston Rochester 
Austin Indianapolis g Sacramento 
Baltimore Jacksonville Salt Lake City 
Birmingliani Kansas City San Antonio 
Boston Knoxville K San Diego 
Buffalo Las Vegas K San Francisco 
Charleston Lexington Seattle 
Charlotte Los Angeles St. I.ouis 
Chattanooga Louisville Spokane 
Chicago Memphis Syracuse 
Cincinnati Miami Tampa/St. Petersburg 
Cleveland Milwaukee Toledo 
Columbus Minneapolis Tucson 
Dallas/Ft. Worth Mobile lulsa 
Dayton Nashville Washington, DC 
Denver New Orleans West Palm Beach 
Des Moines New York Wichita 
Detroit Norfolk Wilkes Barre 
El Paso Oklahoma City 
Flint Orlando 
Fort Myers Philadelphia 
Fresno Phoenix 
Cirand Rapids Pittsburgh 
Greensboro Portland, OR 
Greenville Providence 
Harrisburg Raleigh/Durham 


C h a n g e O r d e r s : 


Licensee may elect to add or change the Markets initially designated or delivery options at any time during the Term provided lhal 
Licensee gives Licensor prior written notice at least thirty (30) days prior to shipment of the survey release for the previously designated 
Markets. In no event shall Licensee reduce the total number of Markets licen.sed pursuant to this Agreement below the total number of 
Markets initially set forth herein. The Market list set forth in the Specification and Rate Attachment will remain in effect until such time as 
timely written notice of change has been received by Licensor. Licensee agrees to pay the then current per-Market rate(s) in accordance with 
the payment terms mentioned in Section 2 of this Agreement for any Markets ordered in excess of the number of Markets initially licensed 
hereunder. Each Party further agrees that all other terms and conditions of this Agreement shall apply to any Market change order. 


Mode of Use: 


Where use of a computer is necessary to access, receive and use any service licensed hereunder. Licensee will obtain, from a vendor 
of its choice, computer equipment and an operating system conforming to the minimum specifications previously provided to Licensee. 
Licensee acknowledges that i f such conforming equipment and systems are not obtained, the service($) may not operate properly. 


Interrupt ions: 


Licensee agrees that Licensor is not responsible for computer and/or telephonic communications interrupted for any system failure, 
telephonic disruptions, weather, acts of God, force majeure or acts of third persons not connected with or controlled by Licensor; nor for any 
additional expenses incurred by Licensee for subsequent and/or addiuonal computer runs necessitated by such disruptions or interruptions. 


Restrict ions on License : 


In order to receive a license to Scarborough USA+ and Scarborough Multi-Market Database, Licensee must be then currently 
licensed to receive and use the Scarborough Report. In the event that the license to the Scarborough Report terminates, expires or becomes 
suspended for any reason, the license to the other services previously mentioned shall terminate, expire or become suspended concurrently 
therewith. 


Signatures Appear on Following Page 
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A G R E E D TO A C C E P T E D B Y 


EXL Media Corp 
L I C E N S E E C O N T R A C T M A N A G E R 


803 Tahoe Blvd Ste 7 


Incline Village 
C I T Y 


B Y ^ ^ I M O R I Z E D SI' 


89451 


. •c^C\'^\o 
N A M E ( T Y P E O R P R I N T N A M E O F P E R S O N S I G L I N M B O V E ) 


Arbitron Inc. 
9705 Patuxent Woods Drive 
Columbia, Maryland 21046-1572 
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Master Advertising Agency/Advertiser License Agreement for Arbitron Diary 
and PPM^'^ Data and Audience Estimates 


Date of Proposal: December 12,2012 


THIS MASTER AGREEMENT (the "Agreement") is between Arbitron 
Inc.. a Delaware corporation ("Licensor"), and the undersigned 
("Licensee"). Licensor hereby grants to Licensee a personal, 
nontransferable, nonexclusive and limited license or, in case of certain 
software programs licensed to Licensor, a sublicense to receive and use 
in the United States of America the Arbitron PPM and/or diary analog 
radio audience estimates (collectively "Data") contained in Licensor's 
reports for surveys designated on Agreement Attachments for 
geographic area(s) ("Market(s)") provided hereunder ("Reports") and/or 
the computer software programs ("Systems") designated on Agreement 
Attachments, collectively such Data and/or Reports and/or Systems to 
be referred to as "Services." Such Services shall be designated on the 
Agreement Attachments, which Attachments are hereby incorporated by 
reference as i f fully set forth herein. U is further agreed by the parties 
hereto that this license and Agreement shall be effective and applicable 
to any Services that are later licensed by Licensee pursuant to Sections 
12(e)&(0 of this Agreement and/or pursuant lo any additional 
Agreement Attachment executed by the parties hereto. Licensor may 
fumish such Services to Licensee in printed, electronic or other form, at 
Licensor's option, either directly or through authorized third parties, but 
title thereto shall remain with Licensor at all times. 


For the avoidance of doubt, the foregoing license grant shall not apply 
to data, other than analog radio data, to include, but not limited to. HD 
channels, digital sub-channels, and Internet streaming, or any national 
PPM radio data set and/or cross-platform PPM data set. Any rights not 
expressly licensed under this Agreement are reserved by Licensor. The 
separate prior written consent of Licensor, shall be required in order to 
use or process in any way the Data provided hereunder with data or 
software from any other source or with any other Licensor estimates 
and/or data, to include without limitation, to fuse, integrate, segment, 
profile, mix model, combine, cross tabulate, index, or model such, or to 
export the Data or facilitate the export of the Data into software systems 
other than those licensed by Licensee under this Agreement. 


1. T e r m : This Agreement will become effective when countersigned 
by Licensor's Contract Manager. The Term of this license and 
Agreement shall begin on February 1, 2013 and 
run concurrently with each Agreement Attachment executed by the 
parties hereto until the expiration date set forth on such Agreement 
Attachment or until January 31, 2016 whichever 
date occurs first. The Term for each Service provided is set forth in each 
such Agreement Attachment. 


2. Service Provided: During the Term specified in each 
Agreement Attachment. Licensor will provide to Licensee the Services 
referenced therein or which are later licensed by Licensee pursuant to 
Section 12(e). The attached Diary Market List and/or PPM Market List 
shall specify the geographic area(s) (••Market(s)") for which Services 
are to be provided. All Services licensed hereunder shall be delivered to 
and/or accessed from Licensee's address as stated on the Agreement 
Attachment, unless notice of an address change is given to Licensor in 
writing as provided in Section 12(b) herein. 


3. License Charges : 
(a) Basic License Charges; When Due and Payable: During each 
Term Year, Licensee agrees to pay Licensor the then-current applicable 
License Charges at the rate and at such times as specified in each 
Agreement Attachment. Payment shall be due and payable no later than 
thirty (30) days after the date of invoice. 


(b) Late Payment and Right to Suspend Report Delivery or 
Terminate License: A late payment charge of one and one-half 
percent (1.5%) per month will be charged on all License Charges not 
paid within thirty (30) days after due hereunder, but in no event will the 
applicable per-month late payment charge exceed one-twelfth (1/12) of 


the maximum annual percentage allowed to be charged by applicable 
state usury law. Any failure to impose a late payment charge shall not 
prejudice Licensor's right to do so should the payment not be 
forthcoming, or should a subsequent payment not be made when due. In 
addition. Licensor may. without terminating, breaching or committing a 
default under this Agreement: (i) accelerate or modify in any way the 
payment schedule of the License Charges for the duration of this 
Agreement to a number of installments to be determined by Licensor in 
its discretion: and/or (ii) suspend delivery to Licensee of any or all 
Services, in any form, which are due under this Agreement until such 
time as Licensee is current in its payments of all sums due; and/or (iii) 
send Licensee written notice that Licensee's license hereunder is 
suspended, in which case Licensee further expressly agrees that it 
thereafter shall not use Services previously received by Licensee until 
such time as Licensee becomes current in its payments of all sums due. 
Licensor's suspension hereunder of delivery of Services to Licensee, or 
of this license, shall not relieve Licensee of any of its obligations 
hereunder. Acceleration or other modification of the payment schedule 
by Licensor under this provision shall not be deemed or considered a 
penalty but rather represents a good faith effort to quantify at the time 
of execution of the Agreement the harm that would be sustained by 
Licensor in the event Licensee defaults on its payment obligations under 
this Agreement. Licensee further agrees to reimburse Licensor for all 
collection costs and expenses (including reasonable attorneys' fees). 
This license may be terminated by Licensor immediately should 
Licensee default in payment of any sum due or should Licensee default 
in any other condition or obligation of this Agreement or Agreement 
Attachment. 


4. Taxes: In addition to and together with the above payments. 
Licensee shall pay to Licensor any sales, excise, gross-receipts, service, 
use or other taxes, however designated, now or hereafter imposed upon 
or required to be collected by Licensor by any authority having 
jurisdiction over the Market(s) being surveyed or over any location to 
which Licensee directs Licensor to deliver Services, or by any other 
taxing jurisdiction. 


5. Assignments, Changes in Licensee Status and License 
Charges Adjustment: 
(a) Licensee may not assign either its rights or obligations under this 
Agreement without the prior written consent of Licensor. Subject to 
Licensor's consent, a successor-in-interest by merger, operation of law, 
assignment, purchase or otherwise of the entire business of Licensee 
shall acquire all rights and be subject to all obligations of licensee 
hereunder. Licensor shall be entitled to assign any of its rights or 
obligations under this Agreemem. including the License Charges 
payable hereunder. 


(b) Licensee agrees that i f a change in its business occurs as a result of 
merger, purchase, expansion or otherwise, it will report to Licensor the 
date and the nature of the change within thirty (30) days of such change, 
and supply any supporting material which Licensor, in its discretion, 
may require. In such event, this Agreement shall continue and Licensor 
may redetermine the License Charges due by Licensee hereunder. 
However. Licensee's failure or refusal to timely provide such notice 
and/or supporting material shall not impair Licensor's right to 
redetermine Licensee's Charges for all Services licensed hereunder 
based on its independent assessment. 


6. Confidentiality of Services and Permitted Uses: At all 
times during the Term of this Agreement and thereafter. Licensee 
agrees to keep the Services confidential and not to disclose the Services 
except as permitted by this Agreement. I f ordering Data and/or Reports, 
Licensee agrees to use the Data and Report(s) solely for the purpose of 
placing radio media advertising time and expressly not as a seller of 
media advertising time. Licensee agrees to use its best efforts to prevent/ 
the unauthorized disclosure of any of the Services 
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employees and agents, by its own advertisers, prospective advertisers 
and their own advertising agencies and buying services, by data 
processing firms used by Licensee, and by any and all other persons 
who obtain the Services fi'om Licensee or its employees or agents. 


FOR LICENSEE TO DIVULGE AND/OR TO LEND AND/OR TO GIVE 
ANY OF THE SERVICES INCLUDING ANY DATA OR THE CONTENTS 
OF ANY REPORT(S) OR SYSTEMS, OR TO DIVULGE OR TO LEND 
AND/OR TO GIVE AN ORIGINAL COPY OR A REPRODUCTION OF 
ANY PART OF ANY OF THE SERVICES INCLUDING ANY REPORT OR 
ANY INFORMATION OR DATA OBTAINED FROM THE REPORT TO 
ANY ENTITY NOT AUTHORIZED BY THIS AGREEMENT 
CONSTITUTES A BREACH OF THIS AGREEMENT AND AN 
INFRINGEMENT OF LICENSOR'S AND ITS THIRD PARTY 
LICENSOR(S)'S COPYRIGHT. 


Ail disclosures shall identify the Data (the Arbitron PPM Data shall be 
identified as "PPM™ Data") and shall identify Licensor by name as the 
source of the disclosed Service and, i f applicable, should identify the 
Market, survey period and kind of audience estimate or other data, and 
shall state that the Data or Report(s) quoted therein or Services used are 
copyrighted by the named Licensor and are subject to all limitations and 
qualifications disclosed by Licensor (Sourcing). 


Nothing herein shall limit Licensor's right to damages and/or to any and 
all other remedies that may be available to Licensor at law, in equity, or 
under this Agreement for any breach of this Agreement. 


Unless otherwise provided by this Agreement or an Agreement 
Attachment, in the event a Report licensed hereunder for a particular 
Market is delivered after the expiration of the Term of this Agreement, 
Licensee's license to use that Report shall continue pursuant to the 
terms and conditions of this Agreement until the earlier of: (i) the 
release of the next Report for that particular Market or (ii) six (6) 
months after release of the Report. 


I f ordering Arbitron Data and/or Reports under this Agreement, 
Licensee may authorize a third party to produce software applications to 
process such Data and/or Reports licensed hereunder on Licensee's 
behalf, provided: a) that said third party is a current Licensor licensee in 
good standing who is authorized to process Data and/or Reports: and b) 
that all restrictions on the use of the Data and/or Reports provided under 
this Agreement shall apply with full force and effect to any data, 
estimates, reports or other output, in any form, containing or derived 
from the Data and/or Reports, produced by said third party for Licensee. 
Licensee expressly acknowledges that all logos, trade names, 
trademarks or service marks and other such intellectual property, are the 
sole and exclusive property protected under various intellectual property 
laws, including but not limited to federal and state copyright laws of 
Licensor, and, where indicated, of other entities. Licensee agrees it 
shall not use any such intellectual property without the proper written 
consent of its owner. 


Licensor expressly does not grant hereunder a license to publish or post 
any Data or Reports on any location on the Internet. World Wide Web 
or any other global communications network and Licensor expressly 
does not grant hereunder a license to combine, cross tabulate, index, 
model or in any way use the Data or Reports provided hereunder with 
data or software programs provided from any other source or with any 
other Arbitron data without Licensor's separate prior written consent. 


Licensee understands that due to considerations of practicality and 
convenience, the media that contain the Data provided hereunder may 
contain Arbitron estimates and/or data in addition to the Data and 
Reports licensed hereunder. Licensee understands and agrees that it 
shall not in any manner, use, publish, copy or otherwise reproduce any 
such unlicensed Arbitron estimates and/or data provided by Licensor; 
nor shall Licensee disclose any such unlicensed Arbitron esfimates 
and/or data to any of its employees, agents or to any third parties. 


7. Confidentiality of Survey Participants: Licensee agrees 
that it wil l not try either before, during or after a survey, or in 
connection with any litigation, to determine or discover the identity or 
location of any Licensor survey participants. Licensee will under no 


Licensee should refer to Ihe current regulations and guidelines of the 
federal government for further requirements concerning the manner of 
quoting audience estimates. 


circumstances directly or indirectly attempt to contact any such persons. 
Licensee agrees to promptly report to Licensor any evidence or 
indication that has come to Licensee's attention regarding the identity or 
location of any such persons and shall cooperate in good faith with any 
investigation related thereto. Licensee agrees to abide by Minimum 
Standard A9 (or any successor provision concerning confidentiality of 
survey participant) of the Media Rating Council and shall abide by any 
determination of the Media Rating Council concerning survey 
participant confidentiality. Licensee further agrees that Licensor may 
enjoin any breach of the above-stated obligations and shall have the 
right to damages or other remedies (including costs, expenses and 
reasonable attomeys" fees) available to it at law or hereunder. 


8. Changes in Services; Rate Change: 
(a) Licensor reserves the right to change at any time the geographical 
territory comprising any Market(s), its policies and procedures, its 
survey dates, survey length, survey frequency, sampling procedures, 
delivery schedules, methodology, method of Data or Report collection 
or delivery, provision of printed or electronic copies of Reports, Report 
content. Report titles. Report formats, or any other aspect of the Data 
and Reports or other Services provided hereunder and to cancel surveys 
and the preparation of Data. Reports and/or Systems or any other aspect 
of the Services provided. Licensor reserves the right not to publish any 
Data or Reports whenever, in its judgment. insufTicient data are 
available to meet its minimum research standards or any event has 
jeopardized the reliability of the data. Licensor may, at any time during 
the Term of this Agreement, reduce the number of surveys conducted 
and/or Reports published for any Market and consequently reduce the 
number of Reports provided to Licensee and that in the event such 
reduction occurs. Licensee is not relieved of any of its obligations under 
this Agreement. In the event that any cause(s) prevents Licensor from 
conducting any survey in accordance with its methodology, schedules 
or other publications. Licensor reserves the right to publish abbreviated 
Reports. Licensee hereby consents to publication of such abbreviated 
Report(s) under such circumstances. Licensor reserves the right in its 
sole discretion to augment available data by means of expanded or 
extended samples. In addition. Licensor reserves the right from time to 
time to change, amend, enlarge or enhance the Systems, including the 
delivery mode, licensed hereunder and/or the analyses and reports that 
can be prepared with the Systems, in any manner from that which was 
initially delivered hereunder. 


(b) Licensor may increase the License Charges hereunder at any time. 
In the event of such an increase for a reason other than as permitted 
elsewhere in this Agreement. Licensor shall give prior written 
notification to Licensee. Within the thirty (30) day period following 
such notice. Licensee may cancel the unexpired Term of this Agreement 
for only the services and markets for which Licensor has increased its 
License charges pursuant to such notice, by written notice pursuant to 
Section 12(b). without cancellation charge or other cost, effective on the 
date the increase would have become effective. In the absence of such 
timely cancellation, this Agreement shall continue and the new License 
Charges shall become payable in the month stated in Licensor's notice 
and thereafter. 


9. Methodology: LICENSOR MAKES NO WARRANTIES 
WHATSOEVER, EXPRESS OR IMPLIED, INCLUDING WITHOUT 
LIMITATION ANY WARRANTY OF MERCHANTABILITY, FITNESS, 
NON-INFRINGEMENT OR TITLE CONCERNING THE SERVICES 
PROVIDED HEREINDER, INCLUDING BUT NOT LIMITED TO: 
(A) DATA GATHERED OR OBTAINED BY LICENSOR FROM ANY 
SOURCE; 
(B) THE PRESENT OR FUTURE METHODOLOGY EMPLOYED BY 
LICENSOR IN PRODUCING DATA AND/OR REPORT(S) AND/OR 
SERVICES; OR 
(C) THE DATA AND/OR REPORT(S) AND/OR SERVICES LICENSED 
HEREUNDER. 
ALL DATA, REPORT(S) AND/OR SERVICES REPRESENT ONLY THE 
OPINION OF LICENSOR AND RELIANCE THEREON AND USE 
THEREOF BY LICENSEE IS AT LICENSEE'S OWN RISK. THE PPM 
RATINGS ARE BASED ON AUDIENCE ESTIMATES AND ARE THE 
OPINION OF ARBITRON AND SHOULD NOT BE RELIED ON FOR 
PRECISE ACCURACY OR PRECISE REPRESENTATIVENESS, OF Â  
DEMOGRAPHIC OR RADIO MARKET. ( Iff/^ / 
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THE SYSTEMS PROVIDED HEREUNDER ARE PROVIDED TO 
LICENSEE "AS IS - WHERE IS" AND RELIANC E THEREON AND USE 
THEREOF BY LICENSEE IS AT LICENSEE'S OWN RISK. 
IN NO EVENT SHALL LICENSOR BE LIABLE FOR THE FAILURE OF 
ANY THIRD PARTY TO PROVIDE ANY DATA OR SERVICES IN 
CONNECTION WITH THE DATA, REPORTS, SYSTEMS AND/OR 
SERVICES LICENSED HEREUNDER. 


10.Liabilities and Limitations of Remedies: THE SOLE AND 
EXCLUSIVE REMEDY, AT LAW OR IN EQUITY, FOR LICENSOR'S 
AND/OR ANY THIRD PARTY DATA AND/OR SERVICE PROVIDER'S 
BREACH OF ANY WARRANTY, EXPRESS OR IMPLIED, INCLUDING 
WITHOUT LIMITATION ANY WARRANTY OF 
MERCHANTABILITY, FITNESS, NON-INFRINGEMENT OR TITLE 
AND THE SOLE AND EXCLUSIVE REMEDY FOR LICENSOR'S 
AND/OR ANY THIRD PARTY DATA AND/OR SERVICE PROVIDER'S 
LIABILITY OF ANY KIND, INCLUDING WITHOUT LIMITATION 
LIABILITY FOR NEGLIGENCE OR DELAY WITH RESPECT TO THE 
DATA AND/OR REPORT(S) AND/OR SYSTEMS AND/OR ALL 
PERFORMANCE PURSUANT TO THIS AGREEMENT, SHALL BE 
LIMITED TO EITHER THE CREDITING TO LICENSEE OF A 
LIQUIDATED SUM IN THE AMOUNT OF, AT THE MAXIMUM 
AMOUNT, TWO THOUSAND DOLLARS (S2,000) FOR ANY CLAIM 
CONNECTED WITH THE DATA AND/OR REPORTS OR A 
REPLACEMENT OF THE DEFECTIVE ITEM FOR ANY CLAIM 
CONNECTED WITH THE SYSTEMS. IN NO EVENT SHALL 
LICENSOR AND/OR ANY THIRD PARTY DATA AND/OR SERVICE 
PROVIDER BE LIABLE FOR SPECIAL, INCIDENTAL, 
CONSEQUENTIAL OR PUNITIVE DAMAGES, NOR SHALL THEY BE 
SUBJECT TO INJUNCTIVE RELIEF WITH RESPECT TO THE 
PUBLICATION OF ANY DATA OR REPORT AND/OR ANY SYSTEM. 
LICENSEE UNDERSTANDS THAT THE SERVICES EITHER WOULD 
NOT BE PREPARED OR WOULD BE AVAILABLE ONLY AT A 
SUBSTANTIALLY INCREASED LICENSE CHARGE WERE IT NOT 
FOR THE LIMITATIONS OF LIABILITIES AND REMEDIES AS SET 
FORTH IN THIS SECTION. 


Licensee agrees tliat it wil l notify Licensor in writing of any alleged 
defect in any Data or Report or other Service within thirty (30) days 
afier Licensee learns of said alleged defect. In the event that Licensee 
does not timely notify Licensor, then Licensee waives all rights with 
regard to the alleged defect. Licensee further agrees that any action to 
be brought by it concerning any Data or Report or other Service shall be 
brought not more than one ( I ) year after such Data or Report or other 
Service was originally published by Licensor. 


In the event that either party commences litigation against the other 
party and fails to ultimately prevail on the merits of such litigation, the 
commencing party shall reimburse and indemnify the other party from 
any and all costs and expenses incurred with respect to such litigation, 
including reasonable attomeys" fees: provided, however, that this 
sentence shall not apply where Licensor commences litigation pursuant 
to Sections 3(b), 6 and 7 of this Agreement. This provision shall survive 
the termination of this Agreement. 


I L Other Arbi tron Services: If. during the Term of this 
Agreement. Licensee orders any Licensor applications software or any 
other Licensor service not licensed through any other Licensor 
agreement. Licensee hereby agrees that this Agreement shall be 
applicable with respect to all such services with the same force and 
effect as i f printed out at length in a separate agreement executed by 
Licensee. 


12. Genera l : 
(a) Severability: A question regarding the legality, enforceability or 
validity of any Section or part hereof shall not affect any other Section, 
and i f any Section or part thereof is determined illegal, invalid, 
unconstitutional or unenforceable, that Section or part hereof shall be 
severed from this Agreement and the balance of this Agreement shall 
thereafter remain in full force and effect for the remainder of the Term. 


(b) Notices: Al l notices to either party shall be in writing and shall be 
directed to the address stated at the end of this Agreement unless written 
notice of an address change has been provided. Any notices or other 
communications so addressed shall be deemed duly served i f mailed 
postage prepaid by certified mail or overnight courier service. 


AAS DIARY & PPM 10/12 #63587 v7 (combol 


(c) Governing Law: This Agreement shall be deemed to be an 
agreement made under, and to be construed and govemed by, the laws 
of the State of New York, exclusive of its choice of law rules. The 
parties expressly agree that any and all disputes arising out of or 
conceming this Agreement or the Arbitron Data and/or Reports and/or 
Systems or other services licensed hereunder shall be litigated and 
adjudicated exclusively in state and/or federal courts located in either 
the State of Maryland or the State of New York, at Licensor's option, 
and each party consents to and submits to both such jurisdictions. 


(d) Entire Agreement; Modifications: This Agreement, together with 
the Diary Market List, PPM Market List and any Agreement 
Attachments, constitutes the entire agreement between the parties 
conceming the subject matter hereof notwithstanding any previous 
discussions and understandings, and shall not be deemed to have been 
modified in whole or in part except by written instruments signed 
hereafter by officers of the parties or other persons to whom the parties 
have delegated such authority. 


(e) Diary Data Change Orders: During the Term of this Agreement, 
prior to each survey release (Winter. Spring, Summer, Fall) Licensee 
may elect to add or change the Markets initially designated on the 
attached Diary Market List provided that Licensee gives Licensor prior 
written notice at least thirty (30) days prior to shipment of the survey 
release for the Markets initially designated on the attached Diary 
Market List. In no event shall Licensee reduce the total number of 
Markets licensed pursuant to this Agreement below the total number of 
Markets set forth in the Diary Market List attached hereto. The attached 
Diary Market List will remain in effect until such time as timely written 
notice of change has been received by Licensor. Licensee agrees to pay 
the then current per-Market rate(s) in accordance with the payment 
terms mentioned in Section 3 of this Agreement for any Markets 
initially ordered in excess of the number of Markets licensed hereunder. 
Licensee further agrees that all other terms and conditions of this 
Agreement shall apply to any Diary Market change order. 


(f) Arbitron PPM Data Change Orders: During the Term of this 
Agreement, prior to each PPM quarterly survey release Licensee may 
elect to add or change the Markets initially designated on the attached 
PPM Market List provided that Licensee gives Licensor prior written 
notice at least thirty (30) days prior to shipment of the quarterly survey 
release for the Markets initially designated on the attached PPM Market 
List. In no event shall Licensee reduce the total number of Markets 
licensed pursuant to this Agreement below the total number of Markets 
set forth in the PPM Market List attached hereto. The attached PPM 
Market List will remain in effect until such timely written notice of 
change has been received by Licensor. Licensee agrees to pay the then 
current per-market rate(s) in accordance with the payment terms 
mentioned in Section 3 of this Agreement for any Markets initially 
ordered in excess of the number of Markets licensed hereunder. 
Licensee further agrees that all other terms and conditions of this 
Agreement shall apply to any PPM Market change order. 


(g) Mode of lise: Where use of a computer is necessary to access, 
receive and use any Service licensed under this Agreement, Licensee 
will obtain, from a vendor of its choice, computer equipment and an 
operating system conforming to the minimum specifications. Licensee 
acknowledges that i f such conforming equipment and systems are not 
obtained, the Service may not operate properly. 


(h) Interruptions: Licensee agrees that Licensor is not responsible for 
computer. Internet and/or telephonic communications interropted by 
any Service failure, telephonic dismptions. weather, acts of God, force 
majeure or acts of third persons not connected with or controlled by 
Licensor; nor for any additional expenses incurred by Licensee for 
subsequent and/or additional computer runs necessitated by such 
dismptions or intermptions. 


(i) Authority to Enter Into Agreement: Licensee warrants to 
Licensor that Licensee is a(n) Agency , that it 
will receive and use the Services licensed hereunder solely and 
exclusively in its legal capacity as such, and that it has full right, power 
and authority to enter into this Agreement and to carry out its 
obligations hereunder. 







Licensee. efTective immediately, in tlie event tliat. for any reason, tlie 
Services contemplated hereunder are not produced by Licensor or i f 
Licensor ceases to produce such Services, without penalty and without 
liability of any kind to Licensee and/or to third party beneficiaries, i f 
any. In the event of a termination by Licensor as provided in this 
paragraph. Licensee shall receive a pro-rata refund of any License 
Charges paid and for which the corresponding Services were not 
delivered. 


(k) In addition to its rights of termination stated elsewhere in this 
Agreement, Licensor may, for any reason, tenninate this License 
Agreement for any or all markets in which the services are provided 
hereunder on thirty (30) days" written notice to Licensee. Licensee 
agrees that this Agreement shall continue for the markets and services 
not affected by such notice. 


(I) The provisions governing payment of taxes, confidentiality of 
Services, limitation of liabilities, applicable law, waiver of jury trial, 
non-disparagement and confidentiality of respondents shall survive the 
termination of this Agreement. 


(m) The failure of Licensor to enforce any of the provisions of this 
Agreement shall not be construed to be a waiver of such provisions 
unless evidenced by an instrument in writing duly executed by 
Licensor. 


(n) Waiver of Jury Trial: EACH PARTY, TO THE FULLEST 
EXTENT PERMITTED BY APPLICABLE LAW, HEREBY 
IRREVOCABLY WAIVES ALL RIGHT TO TRIAL BY JURY AS 
TO ANY ISSUES, DEMANDS, ACTIONS. CAUSES OF ACTION. 
CONTROVERSIES, CLAIMS OR DISPUTES ARISING OUT OF OR 
RELATING TO THIS AGREEMENT OR ANY OTHER MATTER 
INVOLVING THE PARTIES HERETO. 


(o) Licensee hereby expressly consents to: (i) Licensor sending to 
Licensee information advertising the various services that Licensor 
provides, whether or not such services are provided under this 


A G R E E D T O : 


EXL Media Corp 
I . I C I ' N S I ' L : 


803 Tahoe Blvd. Suite? 
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Agreement, via electronic messaging to include, but not limited to, e-
mail. facsimile and text messages, and (ii) use of Licensee's name, call 
letters and/or logos in Licensor customer lists, promotional materials 
and/or press releases. 
(p) In the event that a joint venture is formed between Licensor and 
another entity for the collection of Arbitron PPM Data, some of the 
services connected with this Agreement may be performed by such joint 
venture and Licensee hereby agrees to accept the Services provided 
hereunder. 
(q) Licensee, its agents, employees, and affiliates hereby agree that they 
shall not: (i) make any oral, written or electronic statements or 
otherwise engage in any act that is intended or may reasonably be 
expected to harm the reputation, business, prospects, or operations of 
Arbitron or any of its officers, directors, stockholders, agents, affiliates, 
or employees, and/or (ii) disseminate any false information, whether 
spoken, written, or conveyed electronically, that is intended to 
disparage, humiliate and/or embarrass Arbitron, or otherwise reflect 
negatively on Arbitron, or cause Arbitron to be held in disrepute. 


(r) Upon expiration of the license and/or this Agreement. Licensee 
expressly agrees to: (i) discontinue any use of and completely de-install 
and remove any Services such as software, data, reports, print-outs, 
publications, advertising materials, or the like, from all equipment and 
their premises including but not limited to computers, laptops, servers, 
websites, and/or electronic devices, used or controlled by Licensee 
and/or its employees, agents, or affiliates., and (ii) destroy all items 
(physical or electronic) related to the Services including but not limited 
to software, electronic or physical data sets, and/or electronic or 
physical reports whether located at its office or at another location. 
Licensee shall certify such destruction, discontinued use, and/or de-
installation has occurred to Licensor in writing. 


Arbi t ron Inc. 


9705 Patuxent Woods Drive 
Columbia, Maryland 21046-1572 


r 







Attachment to Master Advertising Agency/Advertiser License Agreement 
for Arbitron Diary and PPM^^ Data and Estimates 


Date of Proposal: December 12.2012 


This is an Attachment to the Master Advertising Agency/Advertiser License Agreement for Arbitron Diary and PPM^'^ Data and Estimates (the 
"Master License Agreement") dated December 12, 2012 between Arbitron Inc.. a Delaware corporation ("Licensor") and EXL Media Corp ("Licensee"), 
and is for the term and Services specified below. The license granted for the Services specified herein is expressly subject to the Master License 
Agreement, and any terms and conditions stated below, or on the next page hereof. Licensee agrees to license the following Services from Licensor 
and to pay License Charges as set forth herein. 


Annual Radio and/or Broadca.st Billing Volume: 
For use only by: EXL Media Corp 


SQAD®: Licensee is/ is not a subscriber to SQAD INC. data (See SQAD Section) 


Access Manager: Lisa Baggio Bill to Contact Same 


Ship to Address(es): 803 Tahoe Blvd, Suite 7 Bill to Address: Same 


Incline Village NV 89451 


F U L L S E R V I C E - RADIO DATA SERVICES ORDERED 


Data Licensed 
Contract 


Level 
New, Renew, 
Replacement 


License Start/ 
End Dates 


Annual Rate 
Y r l 


Annual Rate 
Yr2 


Annual Rate 
Yr3 


Annual Rate 
Yr4 


Annual Rate 
YrS 


Summary Level Radio 


Data 
S S S S S 


n Clearance access included; Proeessorts) is/are: 


Respondent Level 
Radio Data 


S $ s s $ 


Radio Extra Site $ $ s $ $ 


Radio Data Possession s $ s s $ 


Meter/Diary D M A 


SDS 
s $ s s $ 


Meter/Diary D M A 


R L D 
s $ $ s s 


Other: s s s $ s 
Other: $ s s $ s 


P P M DATA SERVICES ORDERED 


Data Licensed 
Contract 


Level 


New, Renew, 


Replacement 
License Start/ 


End Dates 
Annual Rate 


Y r l 
Annual Rate 


Yr2 
Annual Rate 


Yr3 
Annual Rate 


Yr4 
Annual Rate 


YrS 


Arbi t ron P P M ' " Data S S $ S S 


n Clearance access included; Proeessorts) is/are: 


P P M ™ R L D $ s S s $ 


P P M ^ " Extra Site 


Clearance Access 
s s S $ $ 


P P M ™ Ethnic Data: 


• Hispanic 


• Black 


$ 


$ 


$ 


$ 


s 


$ 


$ 


$ 


$ 


$ 


Meter/Diary CSAR 


SDS 
$ s $ $ s 


Meter/Diary CSAR 


R L D 
s $ $ $ $ 


Meter/Diary D M A 


SDS 
$ $ $ s s 


Meter/Diary D M A 


R L D 
s $ $ s s 


Other: $ $ s s $ 
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DIARY DATA SERVICES ORDERED 


Contract New, Renew, License Start/ Annual Rate Annual Rate Annual Rate Annual Rate Annual Rate 
Data Licensed Level Replacement End Dates Yr l Yr2 YrS Yr4 YrS 


Radio Data S S $ S $ 
O Clearance access included: Processor(s) is/are: 


Extra Site RMR S s S s $ 
RMR Extra Site 
Clearance Access 


S s $ $ $ 


RMR Ethnic Data; 
• Hispanic 
• Black 


$ 


s 
s 
$ 


$ 
s 


$ 
$ 


$ 
S 


Respondent-Level 
Data 


s s s $ s 


CD Possession 
(requires separate 
addendum) 


s $ $ $ s 


County Coverage s $ s $ s 
Retail Direct" $ $ s $ s 
Indirect Reports $ s $ s s 
NRD Data $ s $ $ s 
Other: s s s s s 
Other: $ s $ $ s 
Other: $ s s $ s 


SOFTWARE SERVICES ORDERED 


Software Licensed 
Contract 


Level 
New, Renew, 
Replacemen 


t 


License Start/ 
End Dates 


Annual Rate 
Yr1 


Annual Rate 
Yr2 


Annual Rate 
Yr3 


Annual Rate 
Yr4 


Annual Rate 
YrS 


PPM Analysis Tool'" $ $ $ $ $ 


FAPSCAN ' " $ $ S $ $ 


Fapscan Systems Includes: • TAPSCAN™ • TAPSCAN™ + Web • TAPSCAN™+Web-NRD • TVSCAN " • MEDIAMASTER™ • QUALITAP™ 


• PRINTSCAN™ • Schedulelt™ • TAPSCAN™ Qualitative 


MRP/SmartPlus® SP Renew 2/1/13-1/31/16 $8941 $8941 S8941 $ $ 


M R P Services Includes: E SmartPlus" • PrintPlus" • MediaMix 
• MarketMate-Radio • NEWScope • Brandtx" 


• MarketMate-TV 
• Local Rollup 


Custom Coverage'" $ $ S $ $ 


Media Professional'" $ $ $ $ $ 


Extra Sites $ S $ $ $ 


Other: S S $ s S 


Other s S $ $ $ 


Other: $ S $ $ S 


Data Delivery: • Arbitron Portal/Downloader [ ] ADE • Tapmedia" 
Software Delivery: ^ Arbitron Portal/Downloader • Tapmedia" • Other: 
Ship by overnight (a) $ 14/each: • At end of survey • Daily 
Note: Specific market selections to be provided on the Market Lists. 


TRAINING/CONSULTING: 


Total Training/Consulting Days: @ $ / day or @ $ /̂half day = $ + Out-of-Pocket Expenses for Travel, 


Hotel and Meals or $ 
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B I L L I N G OPTIONS 


Surveys/Re 


Bil l ing Options Bil l ing 1] ates First l i ivuicr Due Ser> ice Ordered Included (F i r 


• Annually • Monthly ^ Quarterly Feb, Mav, Aue, Nov Februarv 1,2013 SmartPlus 
2 / I / I 3 - I / 3 I / 1 6 


• Annually • Monthly • Quarterly 


• Annually • Monthly • Quarterly 


• Annually • Monthly • Quarterly 


• Annually • Monthly • Quarterly 


• Annually • Monthly • Quarterly 


• Annually • Monthly • Quarterly 


• Annually • Monthly • Quarterly 


5«e Page 8/or Terms & Conditions, Signatures. 
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Terms and Conditions 


Any use of a System that processes Arbitron Data and/or Reports 
requires a valid license for such Data and/or Reports. 


Incorporation of Master License Agreement: 
(a) All terms and conditions of the Master License Agreement are 
hereby incorporated herein by reference with the same force and 
effect as i f printed at length herein and are applicable to any 
Service(s) provided hereunder. 


(b) In order to receive a license to and access to any Service. 
Licensee must be licensed pursuant to the Master License Agreement. 


In the event the Master License Agreement terminates, expires or 
becomes suspended for any reason, this Agreement and License(s) 
shall terminate, expire or become suspended concurrently therewith. 
Mode of Use: 
Where use of a computer is necessary to access, receive and use any 
Services licensed under this AgreemenL Licensee will obtain, fi-om a 
vendor of its choice, computer equipment and an operating system 
conforming to the minimum specifications. Licensee acknowledges 
that i f such conforming equipment and systems are not obtained, the 
Services may not operate properly. 
Interruptions: 
Licensee agrees that Licensor is not responsible for computer, 
Internet and/or telephonic communications interrupted by any 
Services system failure, telephonic disruptions, weather, acts of God. 
force majeure or acts of third persons not connected with or 
controlled by Licensor: nor for any additional expenses incurred by 
Licensee for subsequent and/or additional computer runs necessitated 
by such disruptions or interruptions. 
Restrictions on Licensee's Use: 


(a) Licensee agrees that it wil l not provide, loan, lease, sublicense or 
sell in whole or in part the Arbitron Data and/or Reports and/or 
Systems, or computer software programs or data included with such 
Data and/or Reports and/or Systems, to any other party or entity in 
any form. This restriction extends to. but is not limited to, any and 
all organizations selling or buying time to or from Licensee and any 
and all organizations providing data processing, software or computer 
services to Licensee. 
(b) Licensee agrees that it wil l not use the Arbitron Data and/or 
Reports under the control of computer programs written by its 


A G R E E D T O : 


EXL Media Corp 
I . l tFNSI- i ; 


803 Tahoe Blvd, Suite 7 


Incline Villaqe 


employees, agents or others except as permitted by the Master 
License Agreement. Licensor makes no commitment to disclose to 
others the structure, format, access keys or other technical particulars 
of the Arbitron Data and/or Reports and/or Systems. 


SQAD. SQAD Inc. ("SQAD") is a third party processor providing 
data which is incorporated within the System and Services. Licensee 
is not required to have a license with SQAD. however, the level of 
Licensee's access to SQAD data in the System and Services is 
directly dependent upon whether or not Licensee has a separate 
license agreement with SQAD. By the signature of its authorized 
representative below. Licensee declares that the statement on page 
one regarding its relationship with SQAD is true and accurate as of 
the date hereof I f Licensee has declared that it is a subscriber to 
SQAD data, it affirms that it has entered into a written agreement 
with SQAD for SQAD data and expressly authorizes Arbitron to 
contact SQAD on Licensee's behalf disclose Licensee's relationship 
with Arbitron hereunder and obtain confirmation of Licensee's 
SQAD license. Arbitron will contact SQAD from time to time for 
clearance purposes during the term. In the event that SQAD does not 
confirm Licensee's status. Licensee shall not receive access to the 
SQAD data in the System and Services. Licensee acknowledges that 
Arbitron is entitled to rely upon the representations of both Licensee 
and SQAD when determining whether to grant Licensee access to the 
SQAD data. Licensee hereby agrees to hold Arbitron harmless for 
any and all damages which may resuh from SQAD's delay in 
authorizing Licensee's access or from Arbitron's use of or reliance 
upon any information provided by SQAD or Licensee. This waiver 
includes, but is not limited to, all injury and all business or economic 
loss incurred in connection with Licensee's access or lack of access 
to the SQAD data. 


Special Terms or Instructions: 


Account Manager: Richardson#90 


Account*: 15105 


Arbi t ron Inc. 


9705 Patuxent Woods Drive 


Columbia, Maryland 21046-1572 


AAS DIARY & PPM DATA 10/12 #63587 v7 (combo) 


' Irtfcals here 


•SIGNATURES REQUIRED ON PAGES 4 & 8" 







KANTAR MEDIA 


I N V O I C E : F I R S T R E Q U E S T 


Date: 4/1/14 


Invoice Number: 03603820 


Kantar Media SRDS (Standard Rate and Data Service) 


ftPR 0 7 vww.srds.com 
Phone: 800.851.7737 


Fax: 847.375.5001 


Bill to: Account Number: 000000800406 
EXL MEDIA CORP 
AERA NEUMANN 
803 TAHOE BLVD STE 7 
INCLINE VILLAGE, NV 89451-7494 


Billing Policy 


Invoices are issued upon purchase or renewal 


authorization date. 


Terms: Net 30 Days 


Kantar Media S R D S Tax ID: 22-3552868 


Questions? Contact your rep: Jacki Premak 


Jacki.Premak(gkantarmedia.com 


847.375.5181 


S R D S Media Databases 


Business Publication Media (online) 


Consumer Magazine Media (online) 


Digital Media: Websites (online) 


Newspaper Media (online) 


Out of Home Media (online) 


Concurrent Users Term Length 


365 days 


365 days 


365 days 


365 days 


365 days 


Expire Date 


3/31/2015 


3/31/2015 


3/31/2015 


3/31/2015 


3/31/2015 


Make checks payable in U.S. dol lars to : 


Kantar Media S R D S 


P.O. Box 8500-9556 


Ptiiladelphia, PA 19178-9556 


Payment Applied 


Subtotal 


Sales Tax 


Shipping & Handling 


TOTAL 


$0.00 


$ 4,004.00 


$0.00 


$0.00 


$ 4,004.00 


SRDSCMB2 


B4131 







Media Frameworlc, LLC 
Federal 10:06-1565663 
24 East Avenue #1370 
New Canaan, CT 06840 


(203)801-5228 


Media Framework 


Invoice 
Date Invoice No. 


12/05/2013 34685 


Terms Due Date 


Due on receipt 12/05/2013 


Bill To 


Ms. Wendy Hummer 
EXL Media 
803 Tahoe Boulevard #7 
Incline Village, NV 
89451-9331 


Please detach top portion and return w ilh \r pa\mem 


Amount Due Enclosed 


$1,985.00 


Activity Quantity Rate Amount 
' Snapshots Market Profiles Renewal 
• February 10, 2014 through February 9, 2015 


1,985.00 1,985.00 


Please make checks payable to Media Framework, LLC Total $1,985.00 







L i s a Bagg io 


F r o m : ka thryn@prec is ion t rak .com 
S e n t : IVIonday, July 28, 2014 10:30 AM 
T o : Lisa Baggio 
S u b j e c t : Invoice F rom Prec is ionTrak .com 


Please print and mail invoice to the address listed below. 


PrecisionTrak I N V O I C E 


M street Corp., PO Box 742263, Atlanta, GA 30374-2263 
Phone: (800) 248-4242 Ext. 700 


Bill To 


E X L Media 
Lisa Baggio 
803 Tahoe Blvd 
Ste 7 
Incline Village NV 89451 -9331 


Product 
Radio Datatrak 


Subscription period: 7/30/2014-7/30/2015 


ID#: 17547 


Date: 


Company 
ID: 12173 


Ship To 
E X L Media 
Lisa Baggio 
803 Tahoe Blvd 
Ste 7 
Incline Village NV 
[SZIP] 


Details! 


Total due upon receipt: 


Price 
918.00 


$918.00 


To Renew Your Subscription:(If you have already sent payment for these products, please disregard 
this notice.) 


M Street Corp. Tax ID: 54-1526578 


[ ] My check is enclosed for the amount of $ (please make check payable to M 
Street Corp.) 
[ ] Please charge my credit card for the amount of $ . 
A M E X VISA MASTERCARD 
Card Number: 
Name on Card: 


Exp. Date 


Signature of Card Holder: 







Invoice Date: 10/1/2014 SQAD . i | l 


OCT 2 0 RECTI 


Invoice 


i n v o i c e * : 0058616- IN 


Payment Due 
Upon Receipt 


Bill T o : 0033076 
W e n d y Hummer , Pres 
EXL Media 


803 Tahoe Bou levard # 7 
Incl ine V i l lage, NV 89451 


S h i p To : NV 


W e n d y Hummer , Pres 
EXL Media 
803 T a h o e Bou levard #7 
Incl ine V i l lage, NV 89451 


Cont rac t Dates: F rom 12/1/2014 th rough 11/30/2015 


Product Qty Amount 


M E D I A M A R K E T GUIDE-Loca l 1 issue 1 $ 415.00 


Gross Invoice: $ 415.00 


Less Discount : $ 0.00 


Freight: $ 0.00 


Sales Tax: $ 0.00 


T h a n k you for your bus iness ! Invoice Total: $ 415.00 


Remit Payment: SQAD L L C , 303 South Broadway, Suite 210, Tarrytown, NY 10591-5410 
Credit Cards Accepted. Call 914-703-6802. 


914-524-7600 FAX 914-524-7650 
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Part I A – Technical Proposal  
RFP Title: Integrated Marketing Agency of Record 
RFP: 2084 
Vendor Name: EXL Media  
Address: 803 Tahoe Blvd. #7, Incline Village NV  89451 
Opening Date: November 24, 2014 
Opening Time: 2:00 PM 
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VENDOR INFORMATION SHEET FOR RFP 2084 
 
Vendor Must: 
 


A) Provide all requested information in the space provided next to each numbered question.  The information 
provided in Sections V1 through V6 will be used for development of the contract; 


 
B) Type or print responses; and 


 
C) Include this Vendor Information Sheet in Tab III of the Technical Proposal. 


 
V1 Company Name  EXL Media  


 
V2 Street Address 803 Tahoe Blvd. #7  


 
V3 City, State, ZIP Incline Village, Nevada 89451  


 


V4 
Telephone Number 


Area Code:  775 Number:  832-0202 Extension:  N/A 
 


V5 
Facsimile Number 


Area Code:  775 Number:  832-0237 Extension:  NA 
 


V6 
Toll Free Number 


Area Code:   Number:  N/A Extension:   
 


V7 


Contact Person for Questions / Contract Negotiation s, 
including address if different than above 


Name: Wendy Hummer  


Title: Owner / President  


Address: 803 Tahoe Blvd. #7, Incline Village, Nevada 89451  


Email Address: wendy@exlmedia.com  


 


V8 
Telephone Number for Contact Person 


Area Code:  775 Number:  832-0202 Extension:  101 
 


V9 
Facsimile Number for Contact Person 


Area Code:  775 Number:  832-0237 Extension:  N/A 
 


V10 
Name of Individual Authorized to Bind the Organizat ion 


Name: Wendy Hummer  Title: Owner/President  


 


V11 
Signature (Individual must be legally authorized to bind the vendor per NRS 333.337)  


Signature: Date: November 24, 2014 
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State Documents 


 


A. AMENDENTS 


State of Nevada  


 
 


Brian Sandoval 
Department of Administration Governor 
Purchasing Division  
515 E. Musser Street, Suite 300 Greg Smith 
Carson City, NV  89701 Administrator 


 


SUBJECT: Amendment 1 to Request for Proposal 2084 


RFP TITLE: Integrated Marketing Agency of Record 


DATE OF AMENDMENT: November 13, 2014 


DATE OF RFP RELEASE: November 5, 2014 


OPENING DATE: November 24, 2014 


OPENING TIME: 2:00 PM 


CONTACT: Annette Morfin, Procurement Staff Member 


 
 
ALL ELSE REMAINS THE SAME FOR RFP 2084.  


 
 


Vendor must sign and return this amendment with pro posal submitted. 
 


Vendor Name:  EXL Media  
Authorized Signature:  


Title: President/Owner Date: November 24, 2014 
 
 


This document must be submitted in the “State 
Documents” section/tab of vendors’ technical 


proposal. 
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B. ATTACHMENT A – CONFIDENTIALITY AND CERTIFICATION  OF INDEMNIFICATION 
 


Submitted proposals, which are marked “confidential” in their entirety, or those in which a significant portion of the 
submitted proposal is marked “confidential” will not  be accepted by the State of Nevada.  Pursuant to NRS 
333.333, only specific parts of the proposal may be labeled a “trade secret” as defined in NRS 600A.030(5).  All 
proposals are confidential until the contract is awarded; at which time, both successful and unsuccessful vendors’ 
technical and cost proposals become public information.   
 


In accordance with the Submittal Instructions of this RFP, vendors are requested to submit confidential 
information in separate binders marked “Part I B Confidential Technical ” and “Part III Confidential Financial ”. 
 


The State will not be responsible for any information contained within the proposal.  Should vendors not comply 
with the labeling and packing requirements, proposals will be released as submitted.  In the event a governing 
board acts as the final authority, there may be public discussion regarding the submitted proposals that will be in 
an open meeting format, the proposals will remain confidential.  
 


By signing below, I understand it is my responsibility as the vendor to act in protection of the labeled information 
and agree to defend and indemnify the State of Nevada for honoring such designation.  I duly realize failure to so 
act will constitute a complete waiver and all submitted information will become public information; additionally, 
failure to label any information that is released by the State shall constitute a complete waiver of any and all 
claims for damages caused by the release of the information. 
 


This proposal contains Confidential Information, Trade Secrets and/or Proprietary information as defined in 
Section 2 “ACRONYMS/DEFINITIONS. ”  
 
Please initial the appropriate response in the boxe s below and provide the justification for confident ial 
status. 
 


Part I B – Confidential Technical Information 


YES  NO  


Justification for Confidential Status 


 
 


A Public Records CD has been included for the Techn ical and Cost Proposal 


YES  NO (See note below)  


Note:  By marking “NO” for Public Record CD include d, you are authorizing the State to use the “Master  
CD” for Public Records requests. 


 


Part III – Confidential Financial Information 


YES  NO  


Justification for Confidential Status 


 
 
  


Company Name EXL Media   
    


Signature    
    
Wendy Hummer    November 24, 2014  
Print Name   Date 
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C. ATTACHMENT C – VENDOR CERTIFICATIONS 
 


Vendor agrees and will comply with the following: 
 


(1) Any and all prices that may be charged under the terms of the contract do not and will not violate any existing 
federal, State or municipal laws or regulations concerning discrimination and/or price fixing.  The vendor agrees 
to indemnify, exonerate and hold the State harmless from liability for any such violation now and throughout the 
term of the contract. 


 


(2) All proposed capabilities can be demonstrated by the vendor. 
 


(3) The price(s) and amount of this proposal have been arrived at independently and without consultation, 
communication, agreement or disclosure with or to any other contractor, vendor or potential vendor. 


 


(4) All proposal terms, including prices, will remain in effect for a minimum of 180 days after the proposal due date.  
In the case of the awarded vendor, all proposal terms, including prices, will remain in effect throughout the 
contract negotiation process. 


 


(5) No attempt has been made at any time to induce any firm or person to refrain from proposing or to submit a 
proposal higher than this proposal, or to submit any intentionally high or noncompetitive proposal.  All proposals 
must be made in good faith and without collusion. 


 


(6) All conditions and provisions of this RFP are deemed to be accepted by the vendor and incorporated by 
reference in the proposal, except such conditions and provisions that the vendor expressly excludes in the 
proposal.  Any exclusion must be in writing and included in the proposal at the time of submission. 


 


(7) Each vendor must disclose any existing or potential conflict of interest relative to the performance of the 
contractual services resulting from this RFP.  Any such relationship that might be perceived or represented as a 
conflict should be disclosed.  By submitting a proposal in response to this RFP, vendors affirm that they have 
not given, nor intend to give at any time hereafter, any economic opportunity, future employment, gift, loan, 
gratuity, special discount, trip, favor, or service to a public servant or any employee or representative of same, 
in connection with this procurement.  Any attempt to intentionally or unintentionally conceal or obfuscate a 
conflict of interest will automatically result in the disqualification of a vendor’s proposal.  An award will not be 
made where a conflict of interest exists.  The State will determine whether a conflict of interest exists and 
whether it may reflect negatively on the State’s selection of a vendor.  The State reserves the right to disqualify 
any vendor on the grounds of actual or apparent conflict of interest. 


 


(8) All employees assigned to the project are authorized to work in this country. 
 


(9) The company has a written equal opportunity policy that does not discriminate in employment practices with 
regard to race, color, national origin, physical condition, creed, religion, age, sex, marital status, sexual 
orientation, developmental disability or handicap.   


 


(10) The company has a written policy regarding compliance for maintaining a drug-free workplace. 
 


(11) Vendor understands and acknowledges that the representations within their proposal are material and 
important, and will be relied on by the State in evaluation of the proposal.  Any vendor misrepresentations shall 
be treated as fraudulent concealment from the State of the true facts relating to the proposal. 


 


(12) Vendor must certify that any and all subcontractors comply with Sections 7, 8, 9, and 10, above. 
 


(13) The proposal must be signed by the individual(s) legally authorized to bind the vendor per NRS 333.337. 
 


EXL Media   


Vendor Company Name  
    


Vendor Signature    


Wendy Hummer    November 24, 2014  
Print Name   Date 
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D. VENDOR LICENSING AGREEMENTS 


EXL Media subscribes to the following market research and media software in 5 markets including Reno.   
  


• Arbitron   Current contract attached 
• Nielsen    Current contract attached 
• Scarborough  Current contract attached 
• SmartPlus   Current contract attached 
• MediaPlex   Billed monthly based on usage not under contract 
• SRDS/Kantar Media Current contract attached 
• Snapshot   Current contract attached 
• PrecisionTrak  Current contract attached 


 
E. Applicable Certifications and/or licenses 
 
 EXL Media does not have any applicable certifications and/or licenses to submit at this time.  
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ATTACHMENT B – TECHNICAL PROPOSAL CERTIFICATION OF COMPLIANCE 
WITH TERMS AND CONDITIONS OF RFP 


 
I have read, understand and agree to comply with all  the terms and conditions specified in this Request for 
Proposal.   
 


YES X I agree to comply with the terms and conditions specified in this RFP. 


 


NO  I do not agree to comply with the terms and conditions specified in this RFP. 


 
If the exception and/or assumption require a change in the terms in any section of the RFP, the contract, or any 
incorporated documents, vendors must  provide the specific language that is being proposed in the tables below.  
If vendors do not specify in detail any exceptions and/or assumptions at time of proposal submission, the State 
will not consider any additional exceptions and/or assumptions during negotiations.   
 
EXL Media   


Company Name  
    


Signature    
    
Wendy Hummer    November 24, 2014  
Print Name   Date 
 


Vendors MUST use the following format .  Attach additional sheets if necessary. 
 


EXCEPTION SUMMARY FORM 


EXCEPTION # RFP SECTION 
NUMBER 


RFP  
PAGE NUMBER 


EXCEPTION 
(Complete detail regarding exceptions must be 


identified) 
    


    


    


 
ASSUMPTION SUMMARY FORM 


ASSUMPTION # RFP SECTION 
NUMBER 


RFP  
PAGE NUMBER 


ASSUMPTION 
(Complete detail regarding assumptions must 


be identified) 
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SECTION 3 – SCOPE OF WORK AND DELIVERABLES  
 
3.1 PROPOSAL DELIVERABLES 
 
 3.1.1 Overview of Capabilities 
 


Each responding vendor should provide an overview of its capabilities and previous experience in 
managing results-driven tourism marketing programs that include the activities listed in Section 
3.1 Scope of Work and Deliverables .  Specifically, firms should provide: 


 
3.1.1.1 Three (3) definitive Case Studies demonstrating a proven ability to develop and execute 


a results-driven integrated marketing campaign. 
 


A. Each case study should include the following: 
 


1. The marketing challenge being confronted; 
 


2. The integrated strategic approach that addressed the problem; 
 


3. Overview of the campaign goals; and 
 


4. Campaign results 
 


3.1.1.2 Vendors should include actual work or links associated with the campaign, including the 
integrated components such as advertising, external communications, digital products, 
media methodology and any other relative materials associated with the efforts. 


 
Case Study #1 – North Lake Tahoe Marketing Co-op 20 12 
Clients: North Lake Tahoe Visitors Bureau and Incli ne Village Crystal Bay Visitors Bureau 
Media Agency: EXL Media 
Creative Agency: Smith and Jones  
 
The Marketing Challenge Being Confronted  
We ran multiple campaigns with a broad media mix in  multiple markets.  The budget was diced into too 
many campaigns, markets and mediums. We were whispe ring and not always heard.  
 
It was a challenge to allocate budgets amongst the selected geographic target markets and seasonal 
campaign time frames.  
 
The NLT Marketing Co-op needed to build awareness i n the destination markets where they could obtain 
new visitors who stay more nights and spend more mo ney per trip. At the same they needed to maintain 
awareness in their primary drive market, Northern C alifornia. The desired focus on destination versus 
drive market was split amongst lodging properties a nd association members. 
  
The multitude of media channels available to delive r the message to the target customer grows 
exponentially each year especially in the digital a rena. Identifying and selecting the best channel fo r each 
desired market and campaign needed to be analyzed a nd a new framework created. 
 
EXL Media had been providing the media planning/buy ing services for these agencies for 14 years. We 
took a step back and evaluated the entire media fra mework to see how we could create better impact and  
still achieve the DMOs desired goals within a limit ed budget.  
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Goals  
Increase web visits to gotahoenorth.com by 10%
Increase mobile traffic by 50% 
Increase web visits in the targeted DMA’s: San Francisco, San Diego and Lo s Angeles
Increase click-throughs from cool deals and lodging pages by 10%
Negotiate at least 30% in addi tional media value per campaign
Increase clicks out to event pages from gotahoenort h.com by 20%
 
The Integrated Strategic Approach
 
EXL Media developed and presented the following “
CONSOLIDATE to deliver more IMPACT
 
#1 Consolidate the Number of Media Campaigns
 


11-12  Campaigns   
Leisure    
Weddings   
Conference   
San Diego Ski Coop 
High Notes 
Learn to Ski (NLT only) 
AWF (NLT only) 
 


Our message will have more impact if we consolidate  the 
campaign. We can include special event or promo mes saging within one overlying media buy. We can 
also rely on the NLT Marketing Co
promotions.  
 
#2 Consolidate the Nu mber of Markets


 
A DMO should venture out beyond its back yard to bu ild awareness of the destination and entice visits 
against other destinations, rather than 
 


Destination/
Unspecified 


Market
34%


Bay Area 44%


San Diego 
8%


Reno 
Tahoe 


2%


2011-2012: 
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Increase web visits to gotahoenorth.com by 10%  


the targeted DMA’s: San Francisco, San Diego and Lo s Angeles
from cool deals and lodging pages by 10%  


tional media value per campaign   
Increase clicks out to event pages from gotahoenort h.com by 20%  


e Integrated Strategic Approach  


and presented the following “ New Media Strategy ”: PRIORITIZE AND 
IMPACT! 


Media Campaigns  


 New Campaign Focus  
 Leisure 
 Weddings  
 Conference 


Our message will have more impact if we consolidate  the smaller campaigns into one main leisure 
campaign. We can include special event or promo mes saging within one overlying media buy. We can 


the NLT Marketing Co -op database, PR efforts and social media to promote sp ecial events or 


mber of Markets  


A DMO should venture out beyond its back yard to bu ild awareness of the destination and entice visits 
rather than advertising in the same markets as its members. 


Destination/
Unspecified 


Sac 3%


Los Angeles 
9%


Destination/
Unspecified 
Market 40%


Los Angeles 
35%


Bay Area 
25%


Proposed:  


 10 


the targeted DMA’s: San Francisco, San Diego and Lo s Angeles  


”: PRIORITIZE AND 


campaigns into one main leisure 
campaign. We can include special event or promo mes saging within one overlying media buy. We can 


database, PR efforts and social media to promote sp ecial events or 


 


A DMO should venture out beyond its back yard to bu ild awareness of the destination and entice visits 
members.  


Los Angeles 
35%
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The allocated percentage for destination (above) in cludes media that is not geo-targeted but could als o 
spill into key DMA markets. Examples of this would be a national magazine or a DMO sponsorship on 
Tripadvisor.com. 
 
Since North Lake Tahoe was already heavily promoted  in the winter by the various local ski resorts and  
hotels in the SF DMA, we suggested moving dollars t o destination markets.  We found that the greatest 
opportunity for growth was within the Los Angeles a nd San Diego markets. Over the course of the winter  
campaign, we were able to significantly increase th e web traffic from those markets.  
 
#3 Consolidate the Media Mix 
 


Current Media Mix     New Media Mix  
Print      Print: Reduced 
Digital       Digital  
Outdoor     TV/Cable 
Radio 


 
 Print: Destination and LA advertising only (Confer ence and Leisure) 
 Digital: All markets, all campaigns, add in online  video and increased mobile 
 TV/Cable: LA and Bay Area Market (Leisure) 
 
Utilizing NLT Marketing Co-op’s new creative, which  focuses on the attractiveness of North Lake Tahoe to 
outdoor enthusiasts year round, we recommended onli ne video and television. This allowed us to 
combine the visual appeal of the destination with m ovement and action. With television, we would focus  
on programming and networks that mirror our creativ e such as:. outdoor/adventure, action sports and 
active lifestyle programming.  This included progra mming such as Olympics, X-Games and ESPN2 cable 
network.  Online video brings action to the interne t.  
 
Purchasing cable television over broadcast in the L os Angeles DMA, allowed us to efficiently target ke y 
geographic areas.  
 
By increasing the digital budget, we could utilize digital media buys to accomplish our strategies and  
efficiently track results.  Some digital buys were geo-targeted, while other buys were demographically  
targeted.  
Paid social and online video engaged our target aud ience and potential visitors to react and share the ir 
comments with their peers. The reaction of the view ers created a new medium unto itself.   
 
Print was used in Los Angeles and destination marke ts to reach specific target markets without 
geographic boundaries.  The publications that were used were Outside Magazine and California Kayak.  
We only ran in print with related editorial feature s and seamlessly integrated with digital buys.  
 
Results  
 
Unfortunately this strategy was not carried out due  to the fact that the North Lake Tahoe Marketing Co -op 
switched agency groups before it was implemented.  However, below are results from the last media 
campaign EXL Media delivered in the summer of 2012.  All goals listed above were greatly exceeded.   
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Results as They Relate to Goals  


 


Media Mix: Digital, Outdoor, Radio, Print 
Summer     2012   2011  % Change  
 


Total Media Spend    $246,989 $271,573 -9% 
Added Media Value    $210,663 $186,352 13% 
In 2012, 85% additional media value was obtained.  
 


Gotahoenorth.com Web Visits   502,699 377,805 33% 
SF DMA     119,018 79,898  49% 
LA DMA     48,774  31,435  55% 
San Diego     7,781  6,200  25.5% 
Mobile Traffic     145,724 36,333  303% 
Cool Deals/Lodging Pageviews  103,555 80,890  28% 
Click out to Event Sites   68,848  44,998  53% 
 


A. NLT Marketing Co-op 2012 Summer Digital Campaign  Results Compared to Same Time Last Year  
With a 78% increase in spend we achieved 176% more clicks, 86% more impressions at a 47% 
higher CTR & a 35% lower CPC.  We worked with each site on continued optimization, using data 
& results from previous NLT Marketing Co-op campaig ns and tested multiple creative messages.  


  


Overall    Summer 2012  Summer 2011     
Spend:    $78,110  $43,940    
Impressions:   8,229,808  4,421,644     
Clicks:    53,511   19,352      
CTR:    .65%   .44%      
CPC:    $1.46   $2.27      


   


San Francisco DMA  Summer 2012  Summer 2011  
Sites: Motricity, E-Target 
Percent of budget:  22%   10%    
Percent of clicks:  28%   2%    
Impressions:   1,345,330  606,936   
Clicks:    14,960   500    
CPC:    $1.15   $8.75    
Cost:    $17,156  $4,375    


 


LA DMA   Summer 2012  Summer 2011   
Sites: Travel Spike, Sojern, Google 
Percent of budget:  31%   21%     
Percent of clicks:  26%   25%    
Impressions:   3,649,163  1,177,760   
Clicks:    13,780   4,765    
CPC:    $1.76   $1.94    
Cost:    $24,216  $9,250    


 


Non Geo-Targeted*   Summer 2012  Summer 2011  
Sites: TripAdvisor, Ad Roll 
Percent of budget:  17%   35%     
Percent of clicks:  13%   21%    
Impressions:   2,085,739  1,822,958   
Clicks:    7,241   4,044    
CPC:    $1.89   $3.83    
Cost:    $13,671  $15,496   
* note these buys also reach into the SF and LA DMA ’s 
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Paid Search   Summer 2012  Summer 2011  
Percent of budget:  30%   34%    
Percent of clicks:  33%   52%    
Impressions:   1,149,576  813,960   
Clicks:    17,530   10,043    
CTR:    1.52%   1.2%    
CPC:    $1.32   $1.48    
Cost:    $23,067  $14,819 


 
Case Study #2 – Ski Resort Season Pass Sale 
 
Client:  Ski Resort A 
Media Agency: EXL Media 
The name of this ski resort and actual data is with held due to confidentiality agreements.  
 
The Market Challenges Being Confronted  
Ski Resort A sells season passes for the ski season  during the spring (March-May) which precedes the 
following ski season in the fall (September-Novembe r).  The season pass campaign ran from March 2013 
– December 2013 crossing two ski seasons and two fi scal years.   
 
The following challenges needed to be addressed whe n developing, managing, and reporting on these 
campaigns:   


• Pinpointing and reaching the desired target market was challenging because 10% of the 
given market ski and an even smaller portion buy se ason passes.   


• There were several season pass rate increases or de adline dates. The campaign needed to 
be flighted to maintain awareness and interest of t hese dates while still being able to ramp 
up leading to the resorts rates increase.   


• There was heavy competition amongst resorts to acqu ire new passholders and gain 
market share. Competing resort sales dates and offe rs needed to be tracked and 
combated within the media campaign flight dates.   


• Season pass sales were greatly affected by snow con ditions in the spring and minimal 
snowfall in the fall.  Due to the unpredictable nat ure of snow conditions, and how they 
effect pass sale goals, the media campaigns needed to be flexible. 


• Media  budgets had to fluctuate based on the outcom e of each rate increase sales date.  
• Ski Resort A’s fiscal budget ended during the middl e of the fall campaign, EXL Media 


needed to monitor budgets and billing across two fi scal years. 
• The season pass campaign ran in three DMA markets. Those campaigns needed to 


address the target market and buying patterns in ea ch of the three markets.  
 
Campaign Media Campaign Goals  


• Identify and recommend traditional and digital medi a that cost efficiently targets people 
who will buy season ski passes.  


• Develop a media campaign that can be adjustable aga inst snow conditions, rate increase, 
deadlines/results and competitor initiatives.  


• Develop a multi-media mix campaign across three DMA  markets. 
• Track results and deliver a positive ROI against di gital campaigns. 
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The Integrated Strategic Approach  
• The season pass campaign ran March 2012-December 20 13. The campaign was 


segmented into 3 mini or tiered campaigns to addres s each of the sale deadline dates and 
fiscal years.  


Tier 1 March-May 
Tier 2  September-October (October ends the fiscal year) 
Tier 3 November-December 


• The media flights started out light with only digit al media in order to announce the new 
rate and sales dates. Campaigns were then ramped up  two weeks prior against the 
deadline with TV, radio, out of home, print and dig ital.  


• Market research and past campaign results were used  to create multi-media integrated 
campaigns for each of the three DMA markets. Result s were tracked for each market.  


• Snow trigger media buys were integrated within each  mini tier campaign.  Each media buy 
would be paused or activated based on snow conditio ns within a 48 hour window. Radio, 
LED Digital Outdoor Boards and digital media contra cts were signed with the caveat the 
buys could be canceled or activated with 24-48 hour s notice depending on snowfall. 
Messaging was changed to promote snow fall and woul d run 24-72 hours around 
significant storms. 


• TV buys consisted of snow/weather sponsorship to al ign pass sales messaging with TV 
programming.  


• Digital campaign results were provided to the clien t on a bi weekly status report which 
populated campaign dashboards for the three campaig n tiers. A final cumulative 
dashboard was provided at the end of campaign.  


• The success of traditional media was measured again st the increase in web visits and 
season pass sales in each market.  


 
Campaign Results  
Actual campaign results cannot be provided due to a  confidentiality contract.  


• Season pass sales goals were surpassed. 
• Spikes in web traffic and pass sales aligned with s ignificant snowfall and pass sale deadlines. 


The increase in media spend against snow trigger an d sales dates exponentially increased web 
visits and pass sales.  


• Budgets and billing were easily accountable across fiscal budgets.  
• Web visits increased in the DMA target markets agai nst media campaigns excluding the effects 


snow fall had on web visits. The increase in web vi sits were over 50% in the Tier 2 sale compared 
to the year prior. 


• EXL Media negotiated 52% additional media value aga inst ad spend.  
• The digital campaign delivered a 5:1 ROI in direct revenue against season pass sales and over 


$175,000 in residual lodging revenue.  
 
Case Study #3 - Filling the Books without Breaking the Bank 
 
Client: Incline Village General Improvement Distric t 
Division: The Chateau at Incline Village 
Media Agency: EXL Media 
Creative Agency: Whistler Creative 
Website: In House 
 
The Marketing Challenge Being Confronted  


 
In early March 2011, one of Incline Village General  Improvement District’s facilities, The Chateau at Incline 
Village™ had over 50 unsold venue rental dates from  April to August, 2011.  Management could not 
increase the marketing budget but needed to fill th ose rental dates. 
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Goals  
• Fill unsold venue dates in a very short time withou t incurring additional costs. 
• Show new revenue resulting from this special sales offer.  


 
The Integrated Strategic Approach  
 
To meet the objective of filling the unsold dates, EXL Media suggested creating a discounted venue-onl y 
rate and marketing it to brides-to-be within the dr ive market. The strategy was to get dates on the bo oks 
so that money would not be lost on empty dates and use set up fees and up-sells on catering to bring i n 
additional revenue. 
 
Management decided to offer 75% off the rack rate p lus the cost of set up. Prices at The Chateau at 
Incline Village™ ranged from $313 to $975. Prices a t Aspen Grove ranged from $335 to $438. A policy wa s 
set that payment for discounted dates was due upon date selection and dates were non-cancellable. 
About 35% of the available dates fell on the weeken d and 65% on weekdays. 
 
The plan did not require any additional media dolla rs. The agency used buys already running such as 
paid search and annual wedding listings to maximize  reach while keeping costs flat. EXL Media had 
achieved media savings throughout the year and appl ied these saved dollars toward two stand alone 
emails targeting engaged women living in the drive market.  
Stepping beyond the media buying role, EXL Media co ordinated among IVGID Marketing, Sales, Web and 
Management Departments as well as Whistler Creative  to complete a unique landing page and solidify 
sale messaging and graphics. Also, by taking on thi s role, EXL Media helped to avoid additional costs 
that may have been needed had IVGID hired someone e xternally to create the landing page. 
 
Results  
The Venue Sale flight was April to August. The foll owing results reflect the campaign success.  
 
In just over 4 months, the campaign delivered 5,762  clicks to the website and 19 wedding dates directl y 
trackable to these media buys.  The revenue on the venue dates alone was $25,000. Revenue from 
ancillary products and services can only be determi ned for dates that have passed since brides typical ly 
do not close their accounts until a few days prior to the event. The revenue from set-up fees and food  and 
beverage for accounts that have closed was $11,863.  The total revenue for this time period more than 
paid for the entire year of advertising dollars for  The Chateau at Incline Village™.  
 
For the 2011-2012 fiscal year, IVGID went out to bi d for media services per their bid requirements. EX L 
Media was not selected to return as the media servi ce vendor for mutually agreed upon reasons.  
However in 2013, EXL Media was asked to return as I VGID’s media service vendor as they realized EXL 
Media was able to provide media services that uses funding in the most cost efficient and strategic 
manner possible.  
 


3.1.1.3 Three (3) Case Study examples of website development. Not Applicable 
 


A. Case Studies should include the following: 
 


1. Marketing objective of the campaign or site; 
 


2. The digital solution for achieving the objective(s);  
 


3. The links to the applicable sites; and 
 


4. Use of custom URLs and third- (3rd) party tags/pixels for campaign measurement. 
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3.1.1.4 Three (3) Case Studies describing an integrated media purchase. 
 


A. The Case Studies should include the following: 
 


1. The integration of traditional and digital channels; 
 


2. The results of the purchase; 
 


3. The tactical methodology for tracking the buys; and 
 


4. Any other relevant data and outcomes pertinent to the media plan. 
 
Case Study #1 – Reno Sparks Convention Visitors Aut hority San Francisco Media Campaign 
 
Client: Reno Sparks Convention Visitors Authority 
Media Agency: EXL Media 
Creative Agency: Stan Can Design 
Website: In House 
 
This case study illustrates integration of traditio nal and digital channels, negotiation skills, the t racking 
methodology for tracking the buys.  
 
The following case study reviews the campaign resul ts for the 2013 calendar year campaign.  
 
Media Campaign Goals  


1. Generate Awareness of the VCB Destination in the  Bay Area Market 
2. Target “First Timers” (adults 21-44) and “Needs Reintroduction” (45-64) 
3. Increase web visits to VisitRenoTahoe.com and mo re specifically visits from the San Francisco 


DMA 
4. Drive conversion in the form of contest entries,  newsletter sign ups and planner requests 
5. Promote Lodging and Events 


 
The details below illustrate that all goals were me t: 
 
 
Media Campaign  Geo Target  Flight Dates   Frequency 


Media Cost  Value    Impressions 
      
Radio    SF DMA  June 9 th-September 8 th   9 weeks  


$120,425  $184,540   10.5 million 
 
Print   North California March-November  8 insertio ns   
   $151,174  $252,393   13.3 million 
 
Out Of Home  SF DMA/I-80  May-September  22 weeks  


$175,000  $382,019   43.1 million 
 
Digital   SF DMA/Non Geo January-December  SF Campa ign flighted  


$200,576  $241,848   77.2 million 
 
Total Campaign $647,175  $1,060,800   144.1 million  
   
EXL Media  achieved $413,625 in added media value o r 39% against spend.   
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Media Buys Highlights  
 
Radio:      


GRPS  Reach   Frequency 
Adults 21–44   299.0  66%   4.5 
Adults 45–64   429.5  66%   6.5 
 
Produced Spots:  1,478 
Promo Mentions:  470 
52% of the spots ran Monday-Friday in Prime (6A-8P)  
Reported Contest Entries:  2,828 
 
Magazines  
VIA   3 Insertions 
Added Value: In publication contest delivered 96 op t-in leads 
915 reader response leads 
 
Sunset   2 Insertions 
Added Value: Free Inside Front Cover in one issue 
285 reader response leads 
 
Southwest Spirit 3 insertions 
Added Value: First ad placement in section 
In publication contest delivered 5,692 entries and 2,942 opt-in leads 
 
Out Of Home  


• Five 4-week periods with 6 rotating bulletin locati ons per period.  
• 3-4 freeway locations per period rotating on I-80, 101, 280, 680 and 880.  
• 2-3 locations were street locations in San Francisc o or San Jose where first-timers gather.  
• All locations are personally driven by EXL Media ow ner Wendy Hummer and pre-selected prior to 


post date.  
 
 Digital  
Total Clicks:    296,975 
Average CPM:   $2.63 
Average Cost Per Click:  68 cents 
Average Time on Site:   2.27 minutes 
Average Pages Viewed:  2.95 
Newsletter Sign-ups:   1,705 
Visitor Planner Requests:  8,114 
 
Buy Type    % Spend  % Clicks 
Paid Search    56  73 
Network Buys    19  14 
Trip Advisor   14  7 
Events     6  3 
Emails     5  3 
 
There were 14 special events promoted as part of th e Internet campaign 
Spend    $35,168 
Total Impressions  20.6 million 
Clicks    82,158 
Cost Per Click   $0.43 
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Most Popular Pages  
Events 
Homepage 
Accommodations 
Meetings-Conventions 
 


Website Results  
 


EXL Media measured the change in total web visits a nd visits from the SF DMA against media campaign 
run dates. In 2012, the RSCVA ran a much larger med ia campaign via a cooperative effort with 6 hotel 
properties. The budget was much larger in 2012 than  in 2013 yet we were able to increase web visits by  
using funding in the most efficient and strategic m anner possible. We placed the highest performing bu ys 
from 2012, negotiated added value that pinpointed t arget markets and drove web visits. Below are the 
supporting results showing the ad campaign in the S F DMA increased web visits at a much greater 
proportion than overall web visits.  
 


VisitRenoTahoe.com: Change in Web Visits Year over Year 2012 to 2013     


  January-March 
April-
June July-September 


October-
December Full Year 


Total Website Visits +9% +18.7% +28.7% +12.4% +18.0% 


San Francisco DMA Web Visits -9.5% +27.5% +55.6% +32.3% +29.9% 


Media Spend in the Bay Area -72.3% -73.9% -47.6% -60.0% -58.2% 
 


January-March 2013: The Bay Area Campaign did not s tart until April 2013. In 2012, a much larger casin o-
hotel cooperative campaign started in March.  This is the reason for the drop in the SF DMA in 2013.  
 


April-June 2013: Print started in April, out of hom e in May and radio in June. Spend in the SF DMA was  
down 73.9% year over year yet web visits were up 27 .5%.  
 


July-September 2013: Radio and out of home ended in  September. Print ended in November. Spend in the 
SF DMA was down 47.6% year over year yet web visits  were up 55.6%.  
 


October-December 2013: Only digital and 1 print ins ertion ran. The increase in traffic was less dramat ic 
when traditional media did not run. We saw the larg est spikes in web visits when all mediums were 
running simultaneously.  
 


Full Year:  Compared to 2012, there were 97,068 mor e visits in 2013 from the SF DMA to the website wit h a 
$1.2 million decrease media spend in the SF DMA.  
 
Case Study #2 – Catalina Island Cooperative Adverti sing Campaign 
 
The following case study shows how EXL Media has be en able to develop, manage and adjust a 
successful destination cooperative advertising camp aign for ten years.  
 
Relevant Points 


• EXL Media presented the idea of having one website named Gotocatalina.com. EXL Media 
directed how the website should look and operate to  be a successful measurement of campaign 
success rates.  


• EXL Media developed the methodology for tracking re sults and altering the media mix of the 
campaign each year based on results and travel tren ds.  


• The website and creative vendors have changed throu ghout the years, but EXL Media has 
remained the lead agency and manager of this cooper ative destination advertising effort. 


• This case study illustrates the integration of trad itional and digital channels.  
• This campaign continues into 2015. The results belo w are from 2013 compared to 2012 since the 


2014 campaign year is still in progress.  
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Cooperative Campaign Overview  
The three major advertisers on Catalina Island are the Catalina Island Chamber of Commerce, the Santa 
Catalina Island Company and the Catalina Express. T hese entities have been the three co-op partners fo r 
this campaign since inception.  
 


This cooperative marketing campaign was created in 2006 and still continues today, based on the 
following founding strategic platforms:  


• Combine the partners’ limited advertising budgets t o market Catalina Island as a destination. By 
combining efforts, Catalina Island can more effecti vely compete against other getaway 
destinations within the LA DMA.  In addition, we ca n build awareness of Catalina Island as a key 
attraction for tourists visiting the Southern Calif ornia region. 


• Marketing one destination brand is more effective a nd less cluttered than marketing three 
competing messages promoted with three separate cam paigns.  


• Drive responses to one cooperative website, “Gotoca talina.com” where respondents can get an 
overview of Catalina and its proximity to Los Angel es within California. This site, 
www.gotocatalina.com acts as a landing page and lin ks to the three participating partner sites.  


• Utilize the co-op website Gotocatalina.com to track  the results of the campaign via web analytics 
and an ongoing onsite contest. The contest entry in cludes a survey to not only acquire a database 
of new customers but to identify if the website vis itor aligns with the target markets being 
pinpointed.   


• The media is scheduled with primary emphasis during  the time of year with the greatest 
propensity to increase overnight stays in the sprin g (March-May) and the fall (late August-
October).   


• The one constant media buy is maintaining a top pag e ranking on the search engines with 
Catalina Island destination terms via paid search. The co-op partners can share the cost in 
purchasing these terms rather than competing agains t each other with individual budgets.  
 


Alterations to Campaign During Its Lifetime.  
• Focus groups and a primary research study were cond ucted at the end of 2006 and the beginning 


of 2007 to identify awareness of Catalina Island an d why people in Southern California were not 
visiting Catalina Island. These results were utiliz ed to identify the target markets, develop the 
creative messaging and media campaigns moving forwa rd. The research results showed many 
people living in the LA and San Diego DMA’s had nev er been to Catalina Island or hadn’t been in 
more than 10 years. The new target market became “p eople who have never visited Catalina 
Island or haven’t visited in more than ten years”. 


 


• As results were calculated each year, we learned th at a media mix of at least one traditional 
medium plus digital was the most effective strategy . Print and digital seems to drive the most 
qualified visits to the site. We allocated more dol lars toward digital and away from print to see if 
we could increase traffic to the website. We also d irected the majority of media dollars in the LA 
and San Diego DMA’s to focus on our primary geograp hic markets.  
 


• Over the past few years, there have been several re novations and new activities introduced to 
Catalina Island. The campaign messaging focuses on these improvements and added attractions 
to the island. 
 


• Findings from the gotocatalina.com contest survey r esults and web analytic reports determine 
messaging and media focus each year.  
 


• The demographic target market has been adjusted to a younger demo in recent years to better 
reach the Millennial Generation.  
Original Target Market:  Adults 35-54 $100k+ Marrie d 
Current Target Market:  Adults 25-54 $150k+  
 


• The geographic target markets were initially a spli t between the LA DMA and the destination 
markets. In recent years, the co-op partners decide d to concentrate dollars in their primary 
customer based market, the LA DMA, but maintain a p ortion of the budget in the San Diego DMA 
since we have seen growth from this market.   
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Media Budget Overview and Altercations  


  2013 2012 2011 2010 2009 2008 2007 2006 


Total Media $167,457  $130,629  $131,892  $262,368  $281,139  $274,506  $286,014  $251,073  


Print $36,828  $16,674  $40,992  $136,581  $143,523  $174,978  $157,245  $156,573  


Internet $130,629  $112,386  $90,900  $125,787  $137,616  $99,528  $128,769  $94,500  
Each 
Partner  $55,819  $43,543  $43,964  $87,456  $93,713  $91,502  $95,338  $83,691  


Web Visits 226,542 184,326 191,563 253,227 228,805 114,696 161,422 165,216 
  


• Up until 2010, the co-op budget had gradual increas es each year. 
• There was a significant drop in website traffic in 2008. This is because we did not buy the term 


“Catalina Island”, which accounts for over 50,000 c licks per year. The partners felt they had good 
organic positioning on an individual basis. Because  it affected traffic so much, we started buying 
it again in 2009. 


• In 2010, the Chamber had a significant drop in budg et resulting in the overall co-op budget 
dropping by $20,000 each or $60,000. 


• In 2011, Santa Catalina Island Company shifted thei r dollars out of the co-op to announce 
their new renovations. Only internet and annual tra vel directories ran in 2011 and 2012.  


• As partner investments altered, we shifted dollars from print to internet to maintain 
an ongoing presence with paid search to drive as ma ny visits to GotoCatalina.com 
as possible. 


• In 2013, we increased the media budget by 28%, addi ng back in magazines and 
additional internet. The increased investment resul ted in a 23% increase in web 
visits.  


 


Media Mix  
 


Print 
• Instead of each member buying small print ads on an  individual bases, the strategy was to use a 


single, larger display ad in various magazines and travel directories. The ads directed people to 
one website, www.gotocatalina.com. Each member list ed their individual phone numbers for 
tracking purposes. Over the years, we have reduced the number of publications and focused 
dollars on the top producing publications.  


• Initially, an ongoing cooperative newspaper banner page program with the three major LA 
newspapers was revamped under direction of EXL Medi a. This program offers cooperative 
advertising opportunities to all Catalina Chamber m embers. Each of the three partners places 
individual display ads in the newspaper banner page  section.  In addition, the agency worked with 
the newspapers to create a small business directory  in each newspaper where small businesses 
could place business listings for less than $200 pe r insertion. In 2009, we reduced the number of 
banner pages placed during the year. However we wer e able to negotiate lower or equal rates with 
an approximate reduced ad spend of 30-50% per paper . We were also able to secure full page 
banners pages with less than a ½ page in ad dollars  and maintain our free 14” ads in the main 
section throughout the year.  


• In 2009, we received a 5:1 value against ad spend w ith this newspaper program.  
• Over the past few years, the results from the newsp aper banner ads continue to decline. 


Participation from Chamber members and co-op partne rs dwindled as limited media budgets were 
allocated to better producing opportunities. For 20 15, we have reduced the number of newspaper 
banner pages to one insertion each in two newspaper s.  


• In 2014, print was replaced with a 6 week TV buy in  the LA DMA. Although results were positive, it 
was decided to shift the dollars back to targeted m agazines with integrated digital buys and 
contesting.  
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Digital 
• Digital continues to be the majority of the media b udget as it delivers the majority of the trackable 


web visits at the lowest cost per click. It has als o been found to drive qualified new visitors to the  
website who are interested in overnight stays.  


• Paid search runs continuously throughout the year w ith monthly budget fluctuations to address 
need time and greatest opportunity to drive new vis its to the site.  


• Other digital campaign buys include emails, travel sites and networks. The non-search buys are 
newly developed each year based on past year result s and new trends and opportunities.  


 
Overall Campaign 2013 Results  
  


A. GotoCatalina.com   2013   Change from 2012   
Web Visits to Gotocatalina.com:  226,542  +21.8% 


 LA DMA Visits    97,419   +17.4% 
 San Diego DMA Visits   19,878   +36% 


Cost Per Visit    74 cents  flat 
 % of clicks outs to  


One of 3 co-op partner sites  81.5%   4%  
 Average Cost Per Visit to a Partner site  


from Gotocatalina.com  90 cents  flat 
 


B. Digital Campaign Results: 
    2013  2012  % Changed  


Spend:  $130,476 $108,416 20.3% 
Impressions: 4,560,717 4,634,578 -1.6% 
Clicks:  225,705 183,868 22.8% 
Average Cost Per Click:  $0.58  $0.59 
Click Rate:    4.95%  3.97% 


 
C. 2013 Gotocatalina.com Survey Results 


 
Number of entries     8,319   
Percent opted-in to receive more information 61.2%  
Opt-in emails collected    5,123   
Came to site from internet advertising  89%   
Came from print     1.6%   
Never been to Catalina    64.5%   
Haven’t been for 11+ Years   13%   
Female      72.4%   
From Southern California    51.1% 
Interested in Overnight    48.9%   
Do you have plans or reservations: NO  70%   
Plan a Trip More Than 30 days out  79% 


 
Key Survey Findings: A little more than half of the  people are from Southern California. Over 64% 
of the respondents have never been to Catalina Isla nd and 14% have not been in more than 10 
years. The respondents have not made their travel p lans although they are interested in visiting. 
They are making plans more than 30 days out. These results show we are reaching our desired 
target market.  
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Key Findings/Takeaways  
• EXL Media oversees all facets of a cooperative camp aign with the exception of creative. This 


includes all communication and meetings.  
• EXL Media works with each partner on an individual and cooperative level. Each member is 


invoiced separately and a separate budget is mainta ined.  
• With this cooperative campaign, we see growth and i mproved results each year through the 


optimization of current media and testing of new me dia.  
• In 2009, although our budget was the same, we moved  dollars from print to internet. The gains in 


web visits far outweighed the losses in phone calls .  
• The partners are extremely happy with the program a nd report that GotoCatalina.com is one of 


their top three referring URLs to their site each y ear at a cost per visit of less than $2 each. 
• Even when co-op partners experienced large budget c uts in years during economic downturns, 


the partners maintained a sizeable portion of their  budgets in this co-op due to its value and 
results. 


 
Case Study #3 – Reno-Tahoe Regional Conference/Meet ings Coop  
 


Client: Reno Tahoe Regional Meetings/Conventions Co operative Advertising Campaign 
Managing Agency: Morrison Publishing 
Media Company: EXL Media 
 
This case study shows how EXL Media was able to pro vide an integrated approach to the 
Meetings/Conventions media buys. This industry has very limited media opportunities that are 
difficult to track and rarely deliver positive meas ureable results since most sale and leads come via 
direct sales.  
 


• This is a cooperative effort that had been running for several years. The purpose of this 
co-op is to combine smaller media budgets to build awareness of the Reno-Tahoe 
destination as a viable place to host conferences, meeting and team sporting events. The 
goal was to drive qualified leads to visit the Reno -Tahoe area. It was determined that once 
meeting planners visit the destination they were mo re likely to book future contracts in the 
area.  


• Reno and North Lake Tahoe Visitor Bureaus invested the majority of the dollars with larger 
properties investing $10,000 each. 


• EXL Media took over the media services in 2011. EXL  Media was asked to investigate and 
recommend new media initiatives to drive qualified leads via the trip incentive.  


• To stand out in the media amongst the multitude of destinations, the group agreed upon a 
“Come See Fly Free” program via “scratch-n-sniff”po stcards inserted in top meeting 
publications. EXL Media negotiated and developed an  integrated campaign where each 
publication ad insertion was supported by one or mo re of the following: stand alone 
emails, banners, editorial and direct mail. 


• Tracking was done via a website comeseeflyfree.com landing page where visitors were 
asked to complete a form to pre-qualify for the tri p. EXL Media tracked leads via Google 
Analytics and Mediaplex ad servicing software. We a ligned website leads to print, direct 
mail and digital campaign run dates. We were able t o assign most leads directly to a media 
buy.  
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Website  Traffic Spike Dates  
 
Dates  Visits   Corresponding Media  
2/02 136  E-pro direct email all markets (60% came from CA and Texas) 
2/14 307  Smart Meetings Email (Only 16.4% came fro m CA) 
2/16 160 
3/09 96  Meetings West Email (50% CA) 
5/03 85  Eprodirect Email (50% visits came from Cal ifornia) 
5/25 188  CVENT & Smart Meetings Emails (only 18.5%  came from CA) 
6/15 186  Northstar Email (13.5% came from CA) 
8/08-8/11 376  Smart Meetings Email (19% came from CA) 
9/21 111  USAE email (11% came from CA) 
 
These 9 dates account for 34% of the website traffi c for comeseeflyfree.com 
 
Leads directly attributable to media buys 
 


Company/Markets  Drop Date  Clicks  
Qualified 


Leads  
Smart Meetings Email 2/14 475 13 
Meetings West       


Insert 3/4     
Email (SF/SJ, Denver, Seattle, DC, Dallas, Chicago & LA) 3/9 126 2 


Chicago Forum Insert 3/21   3 
E Pro-Direct Email (CO, IL, TX, CA, DC) 4/20 134 2 
Smart Meetings     6 


Banner May 112   
Newsletter 5/25 92   


CVENT Newsletter 5/25 242   
Northstar Email 6/15 295 4 
Meetings West Email (SF/SJ, Denver, Seattle, DC, Da llas, Chicago 
& LA) 6/22 85 2 
Meetings West Insert 7/1   2 
Association Meetings Insert 7/1     
E-pro Direct Email (CO, IL, TX, CA, DC) 7/19 24 2 
Meetings West Newsletter 7/19 12   
Smart Meetings Email 8/8 647 2 
CVENT Newsletter 8/15 310 1 
Total     39 


 
• 2011 Media Campaign Results  


Media Budget: $100,000 
Media Value: $125,000 
Delivered Impressions: 748,926 
Results:  


Web Site Visits to the co-op landing page increased  by 686% 
Leads: 96 (39 of these leads were directly attribut able to media buys) 
Rooms Booked: 4,500 


 
3.1.1.5 Current and past client references (refer to Attachment F – Reference Questionnaire).  


 
3.1.1.6 Proposed staffing plan and staff resumes (refer to Attachment G – Proposed Staff 


Resume). 
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3.1.2 Strategic Approach 
 


3.1.2.1 Contracted vendor(s) must provide a detailed strategic approach to accomplishing the 
program as provided in Section 3.1 Scope of Work and Deliverables; 


 
There are many components involved in the Division of Tourism Media Buying.  EXL Media will 
strategically consider each component to build a co mprehensive media campaign.  
 
Initial Strategic Direction  
EXL Media takes a “Rubik Cube” approach to media bu ying.  Each side of the Rubik cube is a component 
of the media campaign. Each side needs to eventuall y align with one another to create a successful and  
measureable campaign. At the same time, these compo nents need work in tandem with each other. When 
you factor in all the components you come out with a workable media campaign.  
 
The sides or components of the media campaign are  


• Prioritizing and selecting target markets 
• Prioritizing and selecting geographic or DMA market s 
• Identifying campaign flight dates as they relate to  target markets and tourism trends. This would 


include deciding which buys will run year round and  which buys will fall into the two flights.   
• Budget allocation by market, medium and target 
• Cooperative Opportunities 
• Ensuring the media buys effectively convey the bran d and messaging yet are trackable and 


produce desired results 
• Identify and evaluate new media opportunities and s egment them into appropriate types of buys: 


awareness, engagement, consideration and converting  buys. We will decide when the trend 
setting buy is appropriate versus the reliable buys  that will deliver results.  


 
Media Plan Outline  
Next, EXL Media will create a media planning outlin e for each of the fiscal years. This planning outli ne 
works as a blueprint for all corresponding media bu ys for the year.  The planning outline will include  
goals and strategies to reach each of the identifie d target markets in the key DMA markets.  
 
The proposed media mix will be selected based on it s ability to effectively reach the target markets a t the 
lowest cost per thousand reach.  We will allocate b udget by medium and provide rationale for each 
medium selected in each market.  The media mix may alter for each market based on target markets 
selected.  
 
Target markets will be prioritized and budgets allo cated appropriately.  Individual vendor media buys will 
be selected within a medium based on the ability to  efficiently reach the identified target market.  B uys 
will be negotiated against each target market.  
 
Media Plan  
The next step is to develop a detailed media plan. This becomes the bible of the media campaign. It wi ll 
include detailed information  on all media buys inc luding demographic and geographic audience 
composition, negotiated buys, content description, placement and added value in the form of 
sponsorships, content integration, free and premium  placements, integrated buys and editorial focus.  
 
EXL Media will ensure that most media buys are flex ible and adjustable based on performance and 
alterations to media campaigns.  
 
Media Flowchart  
Once the media plan and buys are complete, EXL Medi a will create and manage a media placement 
flowchart which will be a top level overview of the  media campaign.  This will include placement dates  
and costs. Markets and mediums will be easily ident ifiably via color and graph coding.  
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Campaign Measurement  
EXL Media will create a campaign performance dashbo ard which may include the following: 


• Media buy delivery and value by medium 
• Attribution funnel results 
• Promotion and contesting results 
• Website analytics as it relates to traditional and digital campaigns along with overall website visits  


by source and DMA market   
• Detailed performance on the digital campaign 
• Conversion and lead generation results 


 
3.1.2.2 If the vendor(s) are responding as a single, integrated firm, the vendor must provide 


examples of full-scale integration for other clients; and 
Not Applicable  


 
3.1.2.3 If the vendor is submitting as a program-area expert, examples of how the vendor has 


developed successful programs within a similar multi-agency, brand integration 
environment is imperative. 


 
Example:  Reno Sparks Convention and Visitor Author ity  
Media Agency since March 2010  
Annual Media Budget: $800,000 - $2,500,000 
 
EXL Media was contracted in 2010 via an RFP to prov ide media services for the consumer leisure 
campaign. Over time, EXL Media was been given the r esponsibility to manage all media campaigns for 
the RSCVA. 
 
EXL Media not only plans and places the media, but is very involved in all strategic planning and 
budgeting for the RSCVA advertising efforts as it r elates to media buys.  
 
EXL Media works very closely with the RSCVA marketi ng staff, creative agency and the research 
company to ensure the media initiatives align and s upport all advertising efforts.   
 
EXL Media manages three divisional media campaigns:  
Leisure, Tour & Travel, and Convention Sales 
There are often special unplanned campaigns that ar ise that EXL Media implements. These are usually fo r 
special events, niche target markets or to support one of the event venues that RSCVA owns.  
 
All three divisions promote and offer cooperative a dvertising opportunities where lodging properties c an 
participate.  EXL Media helps develop, manage and r eport on these co-op opportunities.  
 
Leisure Campaign  
The Leisure campaign utilizes the majority of the o verall media budget as it is the primary focus in t erms 
of direct advertising efforts for the RSCVA. 
 
EXL Media delivers 50%-80% in additional media valu e against spend via strong negotiation skills.  Buy s 
are constantly monitored and optimized to ensure su ccessful campaign results.  
 
The Leisure campaign includes pinpointed digital ca mpaigns to promote 13-15 annual events. These mini-
campaigns are placed and results are provided for e ach campaign.  
 
The Leisure campaign primarily targets the San Fran cisco DMA with some coverage in the Sacramento 
DMA. There are some media buys that are not geo-tar geted but spill into these two primary markets such  
as paid search, TripAdvisor.com and Southwest Spiri t Magazine.  
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Co-op Campaigns  
In most years, the Leisure campaign includes a coop erative buy-in via 4-6 casino lodging properties. E XL 
Media meets with the RSCVA marketing staff and co-o p partners to determine the media mix for the given  
year.  EXL Media then develops a media campaign tha t delivers almost double the investment per partner  
in media impressions and value. EXL Media ensures t he media buys not only deliver the destination 
brand to the identified target markets but provides  the co-op partners with adequate exposure as well.   
We provide customized campaign performance reports for each co-op partner.  
 
EXL Media invoices each co-op partner and is respon sible for collecting all media costs from each co-o p 
partner to alleviate the burden on the RSCVA.  
 
Campaign Flight Dates: January-December  
The majority of the media runs March-September 
Paid search runs year round 
There are some targeted event buys that run outside  the March-September time frame.   
 
Target Market  
“First Timers”: Adults 25-44 predominantly single, not gamblers.  
 
“Needs Re-Introduction”: Adults 45-64 who like Reno  but have not been in 10+ years. This target market  
is likely to gamble. 
 
Media Mix  
Travel Magazines, Out of Home, Radio and Digital 
 
Media buys are created with each target market in m ind.  Print is used to reach the “Needs Re-
introduction”.  
 
Out of Home and radio are used to reach both target  markets.  Radio formats and outdoor locations are 
selected based on their ability to reach each of th e target markets.  Radio promotions are customized for 
each of the two target markets. Outdoor locations a re strategically located where the “First Timers” 
gather socially.  
 
Print and Radio buys integrate digital components i ncluding emails, text messages, social media posts,  
content integration and website exposure. Promotion s and contests are also negotiated as added value 
with  print and radio buys.  
 
The digital campaign consists of paid search, paid social, travel sites, email marketing, retargeting,  video, 
native/content integration, mobile and display ad n etworks. Most buys are placed with impressions goal s 
by device to ensure we are reaching the target mark ets across all user devices. We are currently testi ng 
multi-device targeting where we can serve banners t o one user concurrently through multiple devices.  
 
Digital ad network buys are placed based on behavio ral targeting and when people are considering 
competitive destinations.  
 
EXL Media is continuously testing new digital media  buys and implementing them as they produce 
positive results.   
 
Promotions/Contests  
EXL Media integrates contest and promotions via pri nt, radio and digital buys. These are added value 
promotions that invite the target markets to engage  with the brand and reward them for providing 
database information.  EXL Media creatively develop s promotional ideas that align with contemporary 
consumer trends and enticements when it comes to tr avel. We feel if the contest idea is unique it will  
deliver a large, more qualified database.  We also find the media vendors are more likely to support t he 
promotion with additional added value media coverag e. 
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Measurement and Tracking  
EXL Media manages a campaign dashboard, which we cr eated, for the Leisure campaign to show 
delivered media impressions, value and results. The  dashboard measures the affects of the media buys 
against website traffic, especially as it relates t o the primary DMA markets.  Detailed results are pr ovided 
for the digital campaigns as well as results from r adio and print promotions.  EXL Media tracks leads via 
the digital buy in the form of request for vacation  planners, e-newsletter sign up, contest entries an d 
Facebook likes.  
  
Convention Sales  
The Convention Sales media campaign needs to reach corporations, associations and team sporting 
events.  
 
EXL Media works with the RSCVA marketing staff to i dentify appropriate media channels to reach the 
identified meeting planners based on industry trend s, market origin, meeting size and type.  
 
Media budgets are allocated to print and digital me dia is negotiated as added value in the form of 
banners, emails and e-newsletters. The exception is  paid search.  
 
A portion of the media buys are part of RSCVA place d sponsorships with key associations. EXL Media 
helps manage and monitor these sponsorships to ensu re contracted media impressions and placements 
are delivered. 
 
EXL Media also negotiates and manages publisher cus tom inserts. 
 
One of the primary goals of the Convention Sales me dia campaign is secured premium placements 
including covers. EXL Media diligently negotiates a nd manages the media placements and secures 
credits if premium placements are not delivered.  
 
Tour and Travel  
A media plan was newly created in 2014 for this div ision.  
 
EXL Media worked with the RSCVA marketing staff to establish initial campaign goals and strategies. 
Media markets and targets were identified via strat egic meetings. Two campaign flights dates were 
selected based on booking needs and different marke ts were selected for each flight date.  
 
EXL Media implemented digital media buys in select DMA markets. Vendor buys were placed across 
multiple markets for cost efficiency, but messaging  was unique to each market.  This media campaign 
targeted consumers as well as travel agents and inc luded supportive OTA buys.  
 


3.1.3 Creative 
 
Not Applicable  
 


3.1.2.1 Vendors must provide creative executions for other similar programs within the case 
studies requirement in Section 3.1.1; and 


 
3.1.3.2 Vendors do not need to provide creative for the Division of Tourism campaign, however; 


the vendors invited to provide an in-person oral presentation will be tasked with a creative 
challenge that will require on-the-spot ideation. 


 
3.1.4 State-required Documentation 


 
Vendors must carefully review the entire RFP to ensure all required documentation is provided 
with the proposal. 
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3.2 PROGRAM SCOPE OF WORK 
 
The following Program Scope of Work is based on achieving the goals of the Division in identifying 
deliverables for various programs.  The Division will work with the contracted vendor(s) to identify the 
most effective mix for these campaigns. 


 
3.2.1 Program Deliverables 


 
3.2.1.1 External Communications/PR 


 
Not Applicable  


As a key strategic driver for this account, the external communications team will drive the 
overall public outreach strategy and provide the key day-to-day contact with the Division 
of Tourism. 


 
A. Objectives 


 
1. Ensure consistent and compelling overarching messages and specific messaging for each 


target audience; 
 


2. Ensure that all public relations efforts seamlessly align and integrate with overall 
marketing strategy; 
 


3. Generate significant coverage in traditional and digital outlets, ensuring appropriate 
message inclusion (measures to be determined); 
 


4. Educate all key stakeholder groups on the value of tourism; 
 


5. Provide a resource for the Nevada tourism industry for learning how to maximize public 
relations in their marketing mix; and 
 


6. Enhance the overall reputation of the State of Nevada. 
 


B. Activities and Deliverables 
 


The contracted vendor(s) will provide a strategic direction and program execution for 
the Division of Tourism within the areas of: 
 
1. Strategic Planning – Play a lead role in the overall strategic direction of the 


integrated marketing program and develop the external communications portion 
of the plan.  
 


2. Communications Strategy – Develop a dynamic,  overarching communications 
strategy that details how all marketing components integrate with one another to 
effectively propel the marketing efforts over the course of contract period.  
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3. Consumer Media Relations.   
a. Generate significant media coverage in domestic consumer and trade 


traditional and digital media outlets; 
 
b. Develop and host in-market press trips;  
 
c. Develop and host media missions (including partners) in key markets; and 
 
d. Create and host mediagenic consumer events that position Nevada within 


key feeder markets; 
 


4. Trade Media Relations – Generate travel and business stories in travel trade 
outlets that showcase Nevada to tour operators, travel agents, and the general 
travel and tourism industry/ 
 


5. Social Media. 
 


a. Develop a social media strategy that incorporates the most appropriate 
channels and provides insights that help NDTCA maximize each channel.  
Strategy must integrate paid, owned and earned media to fullest extent; and 
 


b. Drive the conversation about Nevada travel through ongoing, dynamic 
activity on social media channels. 


 
6. Stakeholder Communications/Public Affairs – Develop and administer materials 


and programs that reach the Division of Tourism key stakeholders. 
 


a. Nevada Tourism Industry – Ongoing digital communications to statewide 
partners regarding the Division of Tourism programming and partner 
opportunities; 
 


b. Elected Officials – Legislative session planning ongoing communications 
outlining the value/ROI of the Division of Tourism programs; and 
 


c. Industry Influencers – Frequent communications with influencers at national 
travel and marketing organizations showcasing the Division of Tourism’s 
programs and accomplishments, and trade media and influencers.   
 


7. Online Press Room – Work with the digital team to enhance the current Press 
Room at www.TravelNevada.com. 


 
8. Annual Report Development – Assist with the development of an online annual 


report chronicling the Division of Tourism’s annual activities, budget overview, 
staffing, etc. Develop  occasional or project-based reports as needed. 
 


9. Governor’s Conference on Tourism Coordination – With help from the Division of 
Tourism staff, may be required to coordinate and provide event support through 
educational sessions and media relations and social outreach. 
 


10. Education – Offer industry partners education to maximize PR opportunities at 
annual in-state conferences and Territory meetings. 
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3.2.1.2 Advertising/Creative/CRM/Direct Marketing 
 
EXL Media understands and agrees to section 3.2.1.2  as outlined in the RFP.  
 


This includes strategic planning, integrated communications strategy, campaign planning 
and execution timelines, ideation and all production. 
 
All advertising will be provided exclusively for the Division of Tourism to promote the 
State as a tourism destination.  Compelling components of all department agencies may 
be included in the advertising, as appropriate, but the goal is to drive tourism.  The 
Division of Tourism has a comprehensive research program already in place.  All 
research will be available to the vendor(s) to ensure all creative direction is evidence-
based. 


 
A. Objectives 


 
1. Create and deliver the brand personality and messaging using media channels, 


partnerships and creative execution that connects with target audiences and cuts 
through the clutter of a fragmented media and marketing landscape; 
 


2. Raise awareness of Nevada as a compelling destination for domestic travelers; 
 


3. Develop a research-based advertising program that conveys the brand while 
generating increased inquiry and engagement on www.TravelNevada.com 
through targeted campaigns; and 
 


4. Ensure that all tactical advertising execution seamlessly integrates with the 
related marketing components. 


 
B. Activities and Deliverables 


 
Provide strategic direction, creative ideation, production and program management 
for the following activities: 


 
1. Strategic Planning – Contribute to the overall marketing strategic direction as 


identified by the Division of Tourism and develop the advertising portion of the 
plan.  The strategy must detail how all marketing components integrate with one 
another to effectively propel the marketing efforts over the course of the annual 
plan period; 
 


2. Research Integration – Work closely with the Division of Tourism’s research firms 
to ensure all campaigns are based on the proprietary research as well as 
industry trends and consumer behavior external research; 
 


3. Brand Development – Provide direction for evolving the current brand through 
messaging, creative execution and content delivery; create brand usage 
standards program for broad distribution; 
 


4. Campaign Production – Develop and produce all creative elements of seasonal 
campaigns that drive inquiry and consumer purchase decision; 
 


5. Creative development and execution to be determined based on the annual marketing 
plan; 
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6. Video Production – In conjunction with the Division of Tourism, develop and inventory of 
video content for use on TravelNevada.com as well as at trade shows and other public 
forums; 
 


7. New Media – working in collaboration with PR (social media, digital, mobile and 
interactive) drive retail-based advertising campaigns within traditional and new media; 
 


8. Provide administration for identified subcontractors and detailed monthly marketing 
budget expenditure reporting; and 
 


9. Work with the Division of Tourism to develop tracking and reporting metrics (as close to 
real-time as possible). 


 


3.2.1.3 Media Buying 
  
EXL Media understands and agrees to 3.2.1.3 as outl ined in the RFP.  
 


A. Objectives 
 


1. Create and execute a media buy that laser pinpoints target audiences as defined in the 
annual marketing plan; 
 


2. Identify legacy, emerging and growth markets and identify opportunities to maximize 
outreach in each as appropriate; and 
 


3. Provide a buy that uses funding in the most efficient and strategic manner possible. 
 


B. Activities and Deliverables 
 


1. In collaboration with the internal team and the Commission on Tourism, create a 
campaign media plan that includes media outlets, flight dates, and funding per 
channel/outlet.  Plan must be completed on or before 45 days prior to campaign 
start date; 
 


2. Work closely with the Division of Tourism research group to manage campaign 
tracking implementation, ensuring all tracking mechanisms are identified at least 
14 days prior to the start of buy, and implemented at least seven (7) working 
days prior to the start of the buy; 
 


3. Provide ongoing campaign monitoring to ensure all channels are working at the 
highest level of efficiency possible; and 
 


4. Provide a post-campaign measurement that includes information needed for the 
advertising effectiveness study conducted by marketing partner TNS. 


 


3.2.1.4 Digital 
 


EXL Media understands and agrees to section 3.2.1.4  as outlined in the RFP.  
 


Digital marketing and support are critical needs for the Division of Tourism.  The 
contracted vendor will be responsible for working with the Division of Tourism staff to 
create successful digital marketing campaigns that drive visitors to the Division of 
Tourism websites and promote activities and lodging in Nevada. 
 


The contracted vendor also will be responsible for providing strategic direction based on 
nationwide best practices to ensure the Division of Tourism’s digital efforts are innovative, 
engaging, and create a strong return on investment. 
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A. Objectives 
 


1. Work with the Division of Tourism marketing and IT staff to continue to develop 
and enhance www.TravelNevada.com and its sub-sites; 
 


2. Assist the Division of Tourism IT staff to ensure all sites are fully functional and 
easily navigable; 
 


3. Develop digital advertising, search engine marketing strategies and search 
engine optimization plans and executable strategies in partnership with the 
Division of Tourism’s staff; 
 


4. Develop and execute a best practices mobile strategy that helps drive consumer 
retail offerings for all agencies; and 
 


5. Identify opportunities and execute programs for reaching travel professionals 
through mobile or interactive outreach. 
 


B. Activities and Deliverables 
 


As part of the overarching marketing strategy, the contracted vendor will provide the 
following activities and deliverables; 


 
1. Review all current websites and provide recommendations for improvement 


(incorporating web usability and other applicable research conducted by an 
outside firm).  Recommendations must be accomplishable within the specified 
budget and outlined in the annual marketing plan; 
 


2. Provide ongoing updates regarding the best practices of other tourism marketing 
organizations, consumer brands and award-winning development programs for 
the Web and mobile applications; 
 


3. Develop strategic recommendations on best-of-breed architecture for each 
website; 
 


4. Coordinate with advertising, media buying and external communications; teams 
to ensure successful integration with www.TravelNevada.com and other Division 
of Tourism online properties; 
 


5. Work with the Division of Tourism to maintain and improve all websites; 
 


6. Work with staff to develop content management tools on 
www.TravelNevada.com and its sub-sites that effectively disseminate vibrant 
content to consumers; 
 


7. Develop and enhance back-end administrative tools for www.TravelNevada.com 
and its sub-sites that allow the Division of Tourism staff to update the site as 
needed; 
 


8. Create and develop tactical digital components that support integrated strategy; 
 


9. Provide a monthly web analytics report (components to be determined at a later 
date); 
 







EXL Media Integrated Marketing Agency of Record RFP 2084  Part IA    33 


10. Work as part of the overall strategic planning team to ensure all interactive 
solutions are mapped and cohesive with all marketing efforts; and 
 


11. Assist with developing and creating executable strategies for search engine 
marketing programming. 


 
C. General Account Management 


 
EXL Media understands and agrees to section C Gener al Account Management as outlined in the RFP.  
 


Account management within the State agency environment is unique and must be 
followed by the contracted vendor(s).  All respondents should note the amount of 
administration required to service this account.  In addition to the specific program 
administration elements noted in each discipline in Section 3.2.1.4 B – Activities and 
Deliverables, the Division of Tourism requires its contracted vendor(s) to provide the 
following: 


 
1. Monthly activities report with hours for each team member and project identified; 


 
2. Monthly budget usage spreadsheet(s) showing YTD budget used and available 


budget remaining; 
 


3. Participate in a monthly all-agency conference call (more frequent as needs 
arise); 
 


4. Participate in quarterly in-person meetings at the Division of Tourism’s office in 
Carson City; and 
 


5. Attend the Division of Tourism’s educational conferences, incl uding, but not 
limited to: Governor’s Conference on Tourism (fall) and Rural Round-up (spring) 
by selected team members. 
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SECTION 4 – COMPANY BACKGOURND AND REFERENCES 
 
4.1 VENDOR INFORMATION 
 


4.1.1 Vendors must provide a company profile in the table format below. 
 


Question Response 
Company name: EXL Media 
Ownership (sole proprietor, partnership, etc.): S. Corporation  
State of incorporation: Nevada 
Date of incorporation: December 1, 1994 
# of years in business: 20 
List of top officers: Wendy Hummer  
Location of company headquarters: Incline Village, Nevada 
Location(s) of the company offices: Incline Village, Nevada and San Diego 


California.  
Location(s) of the office that will provide the 
services described in this RFP: 


Incline Village, Nevada 


Number of employees locally with the expertise to 
support the requirements identified in this RFP: 


7 


Number of employees nationally with the expertise 
to support the requirements in this RFP: 


10 


Location(s) from which employees will be assigned 
for this project: 


Incline Village, Nevada 


 
4.1.2 Please be advised, pursuant to NRS 80.010, a corporation organized pursuant to the 


laws of another state must register with the State of Nevada, Secretary of State’s Office 
as a foreign corporation before a contract can be executed between the State of Nevada 
and the awarded vendor, unless specifically exempted by NRS 80.015. 


 
4.1.3 The selected vendor, prior to doing business in the State of Nevada, must be 


appropriately licensed by the State of Nevada, Secretary of State’s Office pursuant to 
NRS76.  Information regarding the Nevada Business License can be located at 
http://sos.state.nv.us.  


 
Question Response 


Nevada Business License Number: NV19941123272 
Legal Entity Name: EXL Media 


 
Is “Legal Entity Name” the same name as vendor is doing business as? 


 


Yes X No  


 
If “No”, provide explanation. 


 
4.1.4 Vendors are cautioned that some services may contain licensing requirement(s).  


Vendors shall be proactive in verification of these requirements prior to proposal 
submittal.  Proposals that do not contain the requisite licensure may be deemed non-
responsive. 


 
4.1.5 Has the vendor ever been engaged under contract by any State of Nevada agency?   


 


Yes  No X 
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If “Yes”, complete the following table for each State agency for whom the work was 
performed.  Table can be duplicated for each contract being identified. 


 
Question Response 


Name of State agency: Not Applicable  
State agency contact name:  
Dates when services were performed:  
Type of duties performed:  
Total dollar value of the contract:  


 
4.1.6 Are you now or have you been within the last two (2) years an employee of the State of 


Nevada, or any of its agencies, departments, or divisions? 
 


Yes  No X 


 
If “Yes”, please explain when the employee is planning to render services, while on 
annual leave, compensatory time, or on their own time? 
 
If you employ (a) any person who is a current employee of an agency of the State of 
Nevada, or (b) any person who has been an employee of an agency of the State of 
Nevada within the past two (2) years, and if such person will be performing or 
producing the services which you will be contracted to provide under this contract, you 
must disclose the identity of each such person in your response to this RFP, and 
specify the services that each person will be expected to perform. 


 
4.1.7 Disclosure of any significant prior or ongoing contract failures, contract breaches, civil 


or criminal litigation in which the vendor has been alleged to be liable or held liable in a 
matter involving a contract with the State of Nevada or any other governmental entity.  
Any pending claim or litigation occurring within the past six (6) years which may 
adversely affect the vendor’s ability to perform or fulfill its obligations if a contract is 
awarded as a result of this RFP must also be disclosed. 


 
Does any of the above apply to your company? 


 


Yes  No X 


 
If “Yes”, please provide the following information.  Table can be duplicated for each 
issue being identified. 
 


Question Response 
Date of alleged contract failure or 
breach: 


Not Applicable  


Parties involved:  
Description of the contract failure, 
contract breach, or litigation, 
including the products or services 
involved: 


 


Amount in controversy:  
Resolution or current status of the 
dispute: 


 


If the matter has resulted in a court 
case: 


Court Case Number 
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Question Response 
Status of the litigation:  


 
4.1.8 Vendors must review the insurance requirements specified in Attachment E, Insurance 


Schedule for RFP 2084.  Does your organization currently have or will your 
organization be able to provide the insurance requirements as specified in Attachment 
E. 


 


Yes X No  


 
Any exceptions and/or assumptions to the insurance requirements must be identified 
on Attachment B, Technical Proposal Certification of Compliance with Terms and 
Conditions of RFP.  Exceptions and/or assumptions will be taken into consideration as 
part of the evaluation process; however, vendors must be specific.  If vendors do not 
specify any exceptions and/or assumptions at time of proposal submission, the State 
will not consider any additional exceptions and/or assumptions during negotiations.  
 
Upon contract award, the successful vendor must provide the Certificate of Insurance 
identifying the coverages as specified in Attachment E, Insurance Schedule for RFP 
2084. 


 
4.1.9 Company background/history and why vendor is qualified to provide the services 


described in this RFP.  Limit response to no more than five (5) pages. 
 


EXL Media is a leading destination and hospitality services media provider specializing in media 
buying, media planning, advertising research, and b rand campaign metrics. EXL is a best-in-class exper t 
at developing cutting-edge media strategies designe d to identify and match audiences with media types.  
EXL’s experience, media resources and insider conta cts help deliver the right advertising, in the righ t 
media, to the right audience, at the right price. 
 
EXL PROFILE 
In 1994, Wendy Hummer started EXL Media as a media planning and placement agency located in Incline 
Village, NV.  EXL Media opened a separate media com pany in California in 2011. The staff has been 
actively buying media in California and Nevada as f ar back as 1988.  In addition, we are active in mar kets 
outside of California as well. We are unique in tha t, unlike most media companies and agencies, we 
handle both the digital and traditional media in-ho use including paid search, social and mobie.  We do  not 
farm out any media services. EXL Media’s goal is to  bring clarity and direction to those who expect 
superior results and maximum return on investment f or their advertising dollars. 
 
Current Related Accounts  
Reno Sparks Convention and Visitors Bureau 
Reno-Tahoe Regional Air Service Committee 
Catalina Chamber of Commerce 
Catalina Express 
Catalina Island Marketing Coop 
Claremont Hotel Spa and Resort 
Squaw Valley-Alpine Meadows Ski Resort 
Truckee Chamber of Commerce 
Visiting Lake Tahoe Marketing Coop 
Wild Island Water Park 
Incline Village General Improvement District 
 
Past Related Accounts  
Ritz Carlton Northstar 
Santa Catalina Island Company 
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North Lake Tahoe Resort Association 
Incline Village Crystal Bay Visitor Bureau 
Lake Tahoe Flight Coop 
Vail Resorts Flight Destination Marketing 
Westin Mammoth 
Mammoth Ski Resort 
Sugar Bowl Ski Resort 
Cal Neva Hotel 
La Costa Resort and Spa 
Sonoma Mission Inn 
La Quinta Resort and Spa 
Fairmont Tamarak 
Redondo Beach Visitor Bureau 
Beach House: Half Moon Bay and Hermosa Beach 
Intrawest: Village at Squaw, Village at Mammoth and  Montelago 
 
EXL CAPABILITIES 
EXL Media offers digital (including paid search/soc ial, traditional media services and in-depth media 
research and analytics, all under one roof.  We emp ower our clients with global media strategy experti se 
derived from years of buying and planning tradition al media combined with prevailing digital placement s, 
execution and tracking. EXL Media has been actively  planning and placing digital media since 1996.  
 
All plans are presented with industry standard meas urement. Print and outdoor buys will note total 
impressions. Television and radio buys will show GR Ps, impressions, reach & frequency based on 
Nielsen Media Research and Arbitron Media research respectively. All broadcast buys can be posted. All  
digital placements will show estimated impressions,  clicks or database figures upon completion. 
 
EXL Media’s broadcast team buys all broadcast media  based on a cost per point. We utilize SmartPlus 
media buying software. We can provide full market m edia reports including reach and frequency reports 
for all broadcast campaigns. In addition to negotia ting a competitive cost per point, we will maximize  
efficiencies through added value promotions includi ng event sponsorships, content integration and 
bonus spots.  
 
Digital media will be negotiated based on a perform ance base model. We will identify the cost per clic k or 
cost per conversion we need for the campaign to be successful. Using the cost that we develop, we will  
then work backwards to determine what we will pay f or each placement. EXL handles the full scope of 
digital planning and buying including paid search, display, network buys, mobile, video, email marketi ng, 
native and paid social. 
 
EXL Media serves digital buys through third party t racking software called Mediaplex. This allows us t o 
audit all digital buys. EXL Media works with Google  Analytics, Webtrends and Site Catalyst depending o n 
the client’s preference. Our team will provide camp aign and web activity dashboards reporting against a 
set of KPI’s . The reports could include the follow ing: campaign cost, total media value, impressions,  
clicks, visits, conversions and key takeaways. We c an also graph the effects of the media campaign 
against the web visits utilizing existing web analy tics software or recommended software such as Googl e 
Analytics. We can report campaign results by DMA or  by state. 
 
Research and media software: SRDS (Kantar), DataTra k, Strata, SmartPlus, Scarborough, IMS, Nielsen, 
Arbitron, MediaPlex, Webtrends, and Media Framework .   
 
Why EXL Media? 


• EXL Media has been providing results-driven tourism  media campaigns for Tourism Destination 
Agencies for more than 17 years.  


• The majority of this experience has been for agenci es in the Reno and Lake Tahoe area.  EXL 
Media has been able to retain long term contracts w ith these agencies well beyond the contract 
terms.  
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• EXL Media also has extensive experience providing m edia services other tourism related 
accounts such as hotels and ski resorts for some of  the most reputable companies including KSL, 
Westin, Ritz Carlton and Fairmont.  


• EXL Media’s staff has been actively buying the Cali fornia and regional DMA’s for more than 20 
years for both traditional and digital media.  


• EXL Media is considered experts within these market s and within the Travel and Tourism 
industries.  


• EXL Media is a mid-size media agency with seasoned media buyers. The staff is comprised of 
experts within each medium. We work together as a t eam to deliver a well rounded media 
campaign.   


• EXL Media leverages dollars across multiple media a nd market buys to negotiate stronger 
contracts with individual vendors.  We can test the  success across geographic markets and 
product offerings to determine where each vendor bu y performs best.   


• EXL Media measures ROI based on direct click revenu e versus view through revenue.  This 
method avoids giving credit to multiple vendors for  the same purchase. 


• EXL Media calculates delivered digital impressions by page rather than by banners served by 
page, thus eliminating double counting of impressio ns.  


• EXL Media invests in qualitative and quantitative m edia research in each market rather than 
relying on vendors who may provide misleading data.   


• EXL Media includes media buys that are tried and tr ue, while constantly evaluating and testing 
new media opportunities.  This may deepen the scope  of media vendors we manage, but it allows 
us to take full advantage of all appropriate opport unities.  


• With digital buys, EXL Media will identify acceptab le CPC (Cost Per Click) and CPM (Cost Per 
Thousand) caps that will deliver a positive ROI.  B road stroke buys that are not targeted will not 
deliver the required ROI goals. 


• EXL Media believes the success of Out of Home media  is LOCATION, LOCATION, LOCATION. 
Therefore, we personally drive and review all outdo or locations if feasible.  


• Our broadcast buyers are experts in their field ori ginating from some of the top agencies in the 
industry including McCann Erickson, Bozell and J Wa lter Thompson. They have been buying 
broadcast each for 15+ years.  


 
Rubik’s Cube Budgeting Process:  
Media planning requires skillful consideration of m any complex factors – like solving a Rubik’s Cube.  
Think of each color within the cube as elements of the mix:   


• Demographic Targets and Generational Considerations  
• Cooperative Efforts and Commitments 
• Multi Website and Divisional Considerations within a Client Marketing Plan 
• Geographic Target Markets 
• Brand Awareness vs. Engagement vs. Consideration vs . Lead Generation Buys 
• New Product Offerings 
• Season or Flights 
• Media Mix vs. Creative Costs 
• Budget Allocations and Constraints.  


 
 
4.1.10 Length of time vendor has been providing services described in this RFP to the public 


and/or private sector.  Please provide a brief description. 
 
EXL Media has been in the media planning and placem ent business for 20 years.  Northern California has  
been one of our primary markets since our inception  but we have been actively buying other metro and 
international markets over the years.  We have been  buying internet advertising since 1996.   
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4.1.11 Financial information and documentation to be included in Part III, Confidential 
Financial Information of vendor’s response in accordance with Section 9.5, Part III – 
Confidential Financial Information.  


 
4.1.11.1 Dun and Bradstreet Number  
 
4.1.11.2 Federal Tax Identification Number 
 
4.1.11.3 The last two (2) years and current year interim: 


 
A. Profit and Loss Statement  
B. Balance Statement 


 
4.2 SUBCONTRACTOR INFORMATION 
 


4.2.1 Does this proposal include the use of subcontractors? 
 


Yes  No X 


 
If “Yes”, vendor must: 


 
4.2.1.1 Identify specific subcontractors and the specific requirements of this RFP for which 


each proposed subcontractor will perform services. 
Not Applicable 
 


4.2.1.2 If any tasks are to be completed by subcontractor(s), vendors must: 
 


A. Describe the relevant contractual arrangements; 
 


B. Describe how the work of any subcontractor(s) will be supervised, channels of 
communication will be maintained and compliance with contract terms assured; 
and 


 
C. Describe your previous experience with subcontractor(s). 


 
Not Applicable 


 
4.2.1.3 Vendors must describe the methodology, processes and tools utilized for: 


 
A. Selecting and qualifying appropriate subcontractors for the project/contract; 


 
B. Ensuring subcontractor compliance with the overall performance objectives for the 


project;  
 


C. Ensuring that subcontractor deliverables meet the quality objectives of the 
project/contract; and 
 


D. Providing proof of payment to any subcontractor(s) used for this project/contract, if 
requested by the State.  Proposal should include a plan by which, at the State’s 
request, the State will be notified of such payments. 


 
Not Applicable 
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4.2.1.4 Provide the same information for any proposed subcontractors as requested in Section 
4.1, Vendor Information. 


 
Not Applicable 


 
4.2.1.5 Business references as specified in Section 4.3, Business References must be provided 


for any proposed subcontractors. 
 


Not Applicable 
 


4.2.1.6 Vendor shall not allow any subcontractor to commence work until all insurance required 
of the subcontractor is provided to the vendor. 


 
Not Applicable 


 
4.2.1.7 Vendor must notify the using agency of the intended use of any subcontractors not 


identified within their original proposal and provide the information originally requested in 
the RFP in Section 4.2, Subcontractor Information.  The vendor must receive agency 
approval prior to subcontractor commencing work. 


 
Not Applicable 
 
4.3 BUSINESS REFERENCES 
 


4.3.1 Vendors should provide a minimum of three (3) for current clients and a minimum of three 
(3) for former clients business references from similar projects performed for private, 
state and/or large local government clients within the last six (6) years.  References 
should be for clients with the tourism or consumer brand arenas. 


 
4.3.2 Vendors must provide the following information for every business reference provided by 


the vendor and/or subcontractor: 
 


The “Company Name” must be the name of the proposing vendor or the vendor’s 
proposed subcontractor.   
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Reference #: 1- Current 


Company Name: Reno Sparks Visitor & Convention Authority (RSCVA)  


Identify role company will have for this RFQ projec t 
(Check appropriate role below):  


X VENDOR  SUBCONTRACTOR 


Project Name: Not Applicable 
Primary Contact Information  


Name: Jennifer Cunningham  
Street Address: P.O. Box 837  
City, State, Zip Reno, NV  89504 
Phone, including area code: 775-827-7750 
Facsimile, including area code: 775-827-7781 
Email address: jcunningham@renotahoeusa.com 


Alternate Contact Information  
Name: Esther Isaac 
Street Address: P.O. Box 837  
City, State, Zip Reno, NV  89504 
Phone, including area code: 775-827-7789 
Facsimile, including area code: 775-827-7781 
Email address: eisaac@renotahoeusa.com 


Project Information  
Brief description of the project/contract 
and description of services performed, 
including technical environment (i.e., 
software applications, data 
communications, etc.) if applicable: 


EXL Media handles all media planning and 
placement for the RSCVA including print, 
broadcast, outdoor, promotions and 
digital media.  


Original Project/Contract Start Date: 2010 
Original Project/Contract End Date: On-going 
Original Project/Contract Value: $2 million 
Final Project/Contract Date: On-going  
Was project/contract completed in time 
originally allotted, and if not, why not? 


Yes 


Was project/contract completed within 
or under the original budget/ cost 
proposal, and if not, why not? 


At Budget 
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Reference #: 2 – Current 


Company Name: 
Incline Village General Improvement District / Diamond 
Peak Ski Resort 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 


Project Name:  
Primary Contact Information 


Name: Brad Wilson 
Street Address: 1210 Ski Way 
City, State, Zip: Incline Village, NV, 89451 
Phone, including area code: 775-832-1129 
Facsimile, including area code: 775-832-1281 
Email address: brw@ivgid.org  


Alternate Contact Information 
Name: Kayla Anderson 
Street Address: 1210 Ski Way 
City, State, Zip: Incline Village, NV, 89451 
Phone, including area code: 775-832-1120 
Facsimile, including area code: 775-832-1281 
Email address: kda@ivgid.org  


Project Information 
Brief description of the project/contract 
and description of services performed, 
including technical environment (i.e., 
software applications, data 
communications, etc.) if applicable: 


EXL Media handles all media planning 
and placement for the Diamond Peak 
including print, broadcast, outdoor, 
promotions and digital media. 


Original Project/Contract Start Date: 2013 
Original Project/Contract End Date: On-going 
Original Project/Contract Value: $200 - $250k 
Final Project/Contract Date: On-going 
Was project/contract completed in time 
originally allotted, and if not, why not? 


Yes 


Was project/contract completed within or 
under the original budget/ cost proposal, 
and if not, why not? 


At Budget 
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Reference #: 3 – Current 


Company Name: Catalina Island Chamber of Commerce 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 


Project Name:  
Primary Contact Information 


Name: Donna Harris 
Street Address: P.O. Box 217 
City, State, Zip: Avalon CA 90704 
Phone, including area code:  310-510-7649 
Facsimile, including area code:  310-510-7607 
Email address:  DHarris@CatalinaChamber.com 


Alternate Contact Information 
Name:  Not Applicable 
Street Address:   
City, State, Zip:  
Phone, including area code:   
Facsimile, including area code:   
Email address:   


Project Information 
Brief description of the project/contract 
and description of services performed, 
including technical environment (i.e., 
software applications, data 
communications, etc.) if applicable: 


 EXL Media handles all media planning 
and placement for the Catalina Chamber 
of Commerce including print, broadcast 
outdoor and digital media. 


Original Project/Contract Start Date:  2005 
Original Project/Contract End Date:  On-going  
Original Project/Contract Value:  $200 - $325k per year 
Final Project/Contract Date:  On-going 
Was project/contract completed in time 
originally allotted, and if not, why not? 


 Yes  


Was project/contract completed within or 
under the original budget/ cost proposal, 
and if not, why not? 


 At Budget 


 
  







EXL Media Integrated Marketing Agency of Record RFP 2084  Part IA    44 


Reference #: 4– Current 


Company Name: Squaw Valley – Alpine Meadow Ski Resorts owned by K SL  


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 


Project Name:  
Primary Contact Information 


Name: Christine Horvath 
Street Address:  1960 Squaw Valley Road,  
City, State, Zip:  Olympic Valley, CA 96146 
Phone, including area code:   530-452-7100 
Facsimile, including area code:   N/A 
Email address:   chorvath@Squaw.com 


Alternate Contact Information 
Name:  Not Applicable 
Street Address:   
City, State, Zip:  
Phone, including area code:   
Facsimile, including area code:   
Email address:   


Project Information 
Brief description of the project/contract 
and description of services performed, 
including technical environment (i.e., 
software applications, data 
communications, etc.) if applicable: 


 EXL Media handles all media planning 
and placement for Squaw Valley 
including print, broadcast outdoor and 
digital media. 


Original Project/Contract Start Date:  2010 
Original Project/Contract End Date:  On-going  
Original Project/Contract Value:  $1 - $1.4 million per year 
Final Project/Contract Date:  On-going 
Was project/contract completed in time 
originally allotted, and if not, why not? 


 Yes  


Was project/contract completed within or 
under the original budget/ cost proposal, 
and if not, why not? 


 At Budget 
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Reference #: 1 - Past  


Company Name: Incline Village Crystal Bay Visitors & Convention B ureau 
(IVCBVCB) 


Identify role company will have for this RFQ projec t 
(Check appropriate role below):  


X VENDOR  SUBCONTRACTOR 


Project Name: Not Applicable 
Primary Contact Information  


Name: Bill Hoffman 
Street Address: 969 Tahoe Blvd 
City, State, Zip Incline Village, NV  89451 
Phone, including area code: 775-832-1606 
Facsimile, including area code: 775-832-1605 
Email address: bill@gotahoe.com 


Alternate Contact Information  
Name: Not Applicable 
Street Address:  
City, State, Zip  
Phone, including area code:  
Facsimile, including area code:  
Email address:  


Project Information  
Brief description of the project/contract 
and description of services performed, 
including technical environment (i.e., 
software applications, data 
communications, etc.) if applicable: 


EXL Media handled all media services for 
the Incline Village Crystal Bay CVB since 
2001. This included the full media mix. 


Original Project/Contract Start Date: 2001 
Original Project/Contract End Date: 2012 
Original Project/Contract Value: $400,000 
Final Project/Contract Date: 2012 
Was project/contract completed in time 
originally allotted, and if not, why not? 


Yes 


Was project/contract completed within 
or under the original budget/ cost 
proposal, and if not, why not? 


At Budget 
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Reference #: 2- Past  


Company Name:  La Costa Resort & Spa 


Identify role company will have for this RFQ projec t 
(Check appropriate role below):  


X VENDOR  SUBCONTRACTOR 


Project Name: Not Applicable 
Primary Contact Information  


Name:  Denise Chapman 
Street Address:  2100 Costa Del Mar Road 
City, State, Zip  Carlsbad CA 92009 
Phone, including area code:  760-931-7538 
Facsimile, including area code:  N/A 
Email address:  Denise.Chapman@omnihotels.com 


Alternate Contact Information  
Name: Not Applicable 
Street Address:  
City, State, Zip  
Phone, including area code:  
Facsimile, including area code:  
Email address:  


Project Information  
Brief description of the project/contract 
and description of services performed, 
including technical environment (i.e., 
software applications, data 
communications, etc.) if applicable: 


 EXL Media handled Southern California 
(San Diego & Los Angeles) radio planning 
and placement for La Costa Resort & Spa. 


Original Project/Contract Start Date:  2003 
Original Project/Contract End Date:  2009 
Original Project/Contract Value:  $200 - $300k per year 
Final Project/Contract Date:  July 2009 
Was project/contract completed in time 
originally allotted, and if not, why not? 


 Yes 


Was project/contract completed within 
or under the original budget/ cost 
proposal, and if not, why not? 


 At Budget 
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Reference #: 3 - Past  


Company Name:  Reno Tahoe Meetings Cooperative    


Identify role company will have for this RFQ projec t 
(Check appropriate role below):  


X VENDOR  SUBCONTRACTOR 


Project Name: Not Applicable 
Primary Contact Information  


Name:   Debra Darby Dudley 
Street Address:  795 Mays Blvd #1 
City, State, Zip   Incline Village NV  89451 
Phone, including area code:   775-762-2677 
Facsimile, including area code:  N/A 
Email address:  Hd961@aol.com    


Alternate Contact Information  
Name: Not Applicable 
Street Address:  
City, State, Zip  
Phone, including area code:  
Facsimile, including area code:  
Email address:  


Project Information  
Brief description of the project/contract 
and description of services performed, 
including technical environment (i.e., 
software applications, data 
communications, etc.) if applicable: 


EXL Media handles all media planning and 
placement for the Reno-Tahoe Meetings 
Cooperative including print, promotions 
and digital media.  
 


Original Project/Contract Start Date: 2011   
Original Project/Contract End Date:  2014 
Original Project/Contract Value:  $100,000 per year  
Final Project/Contract Date:  December 2014 
Was project/contract completed in time 
originally allotted, and if not, why not? 


 Yes 


Was project/contract completed within 
or under the original budget/ cost 
proposal, and if not, why not? 


 At Budget 
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 Reference #: 4 - Past  


Company Name:  Apline Meadows    


Identify role company will have for this RFQ projec t 
(Check appropriate role below):  


X VENDOR  SUBCONTRACTOR 


Project Name: Not Applicable 
Primary Contact Information  


Name:    Deanna Gescheider 
Street Address:   Currently with City of Reno   
City, State, Zip  Reno NV  
Phone, including area code:   775-2322142  
Facsimile, including area code:  N/A 
Email address:     gescheiderd@reno.gov 


Alternate Contact Information  
Name: Not Applicable 
Street Address:  
City, State, Zip  
Phone, including area code:  
Facsimile, including area code:  
Email address:  


Project Information  
Brief description of the project/contract 
and description of services performed, 
including technical environment (i.e., 
software applications, data 
communications, etc.) if applicable: 


EXL Media handled all media planning and 
placement for Alpine Meadow including 
print, promotions and digital media.  
 


Original Project/Contract Start Date:  2007 
Original Project/Contract End Date:  2011 
Original Project/Contract Value:  $200 - $500k   
Final Project/Contract Date:  2011  
Was project/contract completed in time 
originally allotted, and if not, why not? 


 Yes 


Was project/contract completed within 
or under the original budget/ cost 
proposal, and if not, why not? 


 At Budget 
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4.3.3 Vendors must also submit Attachment F, Reference Questionnaire to the business 


references that are identified in Section 4.3.2.   
 


 Attachment F, Reference Questionnaires were submitt ed directly to NCOT per RFQ instructions.  
 


4.3.4 The company identified as the business references must submit the Reference 
Questionnaire directly to the Purchasing Division.  


 
4.3.5 It is the vendor’s responsibility to ensure that completed forms are received by the 


Purchasing Division on or before the deadline as specified in Section 8, RFP Timeline for 
inclusion in the evaluation process.  Reference Questionnaires not received, or not 
complete, may adversely affect the vendor’s score in the evaluation process.   


 
4.3.6 The State reserves the right to contact and verify any and all references listed regarding 


the quality and degree of satisfaction for such performance. 
  







EXL Media Integrated Marketing Agency of Record RFP 2084  Part IA    50 


ATTACHMENT G 
 


PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime c ontractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal:  EXL Media 
 


Check the appropriate box as to whether the propose d individual is 
 prime contractor staff or subcontractor staff.  


Contractor: X Subcontractor:  
 


The following information requested pertains to the  individual being proposed for this project. 


Name: Wendy Hummer Key Personnel: 
(Yes/No) Yes 


Individual’s Title:  President / Owner 
# of Years in Classification: 26 # of Years with Firm: 20 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the p roposed individual’s professional experience. 


 


 At EXL Media, Wendy is in charge of strategic thin king, budgeting and planning, market research, 
analytics and campaign performance measurement. She  will oversee the overall development of the 
media campaigns. She would also handle any out-of-h ome buys. She will be the account lead.  
 


Wendy started out as a broadcast buyer at McCann Er ikson in San Francisco in 1988. For four years, she  
purchased market specific media for accounts such a s Wells Fargo, Safeway, PG&E, Coca Cola and 
Columbia Pictures. Wendy is not only an expert in b uying all media types; she is also the company 
strategist and analytics expert. She was invited to  speak at the 2009 CalTIA Conference on “ROI 
Measuring the Immeasurable” and the 2011 IAPA Confe rence in Orlando on “Creating Innovative Media 
Campaigns for Seasonal Attractions”. She is a conno isseur of outdoor locations in Northern California 
and is passionate about the importance of a well ro unded media mix. She believes that internet cannot 
stand alone and that traditional and specialty medi ums are major drivers of internet success.  
 


Currently she is focused on Generational Targeting and aligning ad campaigns and media buys to reach 
people via generational and behavioral targeting.  
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, co mpany name, company location, position title held 


during the term of the contract/project and details  of contract/project. 
 


Timeframe:   March 2010 - Present 
Company Name:  Reno Sparks Convention & Visitor Aut hority 
Company Location:  P.O. Box 837 Reno, NV  89504 
Position Title:   Account Lead Web  Analyst and Out  of Home Buyer 
Term of Contract:  Term: April 1, 2011 – June 30, 2 013 with option to renew annually up to 2016.  
                                     Option to exte nd annually for up to three additional one-year ter ms (to 6/2016). 
Project Details:  Effectively develop strategic med ia campaigns which consist of developing 


cooperative marketing efforts as well as research a nd evaluate additional 
opportunities for the RSCVA to consider in an effor t to gain additional awareness 
and drive overnight stays. Develop, manage, optimiz e and track media campaigns 
for the following RSCVA divisions: leisure, events,  Convention Sales and Tourism 
Sales.  Oversee the media team and work with relate d vendors on advertising 
campaigns. Work with RSCVA staff to strategically i dentify appropriate media mix 
and budget allocation across key geographic and dem ographic target markets. 
Attend and participate in client marketing committe e, co-op partner and vendor 
partner meetings.  
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Timeframe:   August 2005 – Present  
Company Name:  Catalina Island Chamber of Commerce 
Company Location:  P.O. Box 217, Avalon CA 90704 
Position Title:   Account Lead, Web Analyst, Overse es the Gotocatalina.com Cooperative efforts.  
Term of Contract:  Contract was signed August, 2005  and can be terminated with 60 days notice.  
Project Details:  In 2005, Wendy revamped the coope rative advertising efforts for the Catalina 


Island destination. She advised creating gotocatali na.com in which all cooperative 
advertising efforts were directed. She works with t he partners to strategically 
determine geographic and demographic target markets  based on past results, 
Catalina Island  marketing goals and travel industr y trends. She works closely with 
the three main co-op partners: Catalina Island Cham ber of Commerce, Santa 
Catalina Island Company and The Catalina Express. S he is responsible for 
campaign and web analytics and reporting as well. S he annually develops and 
oversees not only the cooperative advertising campa ign but individual media buys 
for each of the three partners. For the past 9 year s, Wendy has been one of the 
speakers and key producers of the annual Catalina I sland Marketing Retreat.             


 


Timeframe:                    1997 - 2012 
Company Name:           North Lake Tahoe Resort Ass ociation/Incline Village Crystal Bay Visitor Bureau  
Company Location:      North Lake Tahoe  
Position Title:                Account Lead, Out of  Home Buyer, Web Analyst  
Term of Contract:       3 years. There were years w here contract was extended and years where it went 


back out to RFP and we retained the account.  
Project Details:            EXL Media worked as a d irect vendor with the IVCBVCB and as a media vendor  


through Smith & Jones with NLTRA. In 2006, the two DMO's joined efforts to create 
the North Lake Tahoe Marketing Co-op. EXL Media con tinued to work in 
partnership with Smith and Jones. Wendy was in char ge of aligning media 
campaigns with overall advertising goals and strate gies, defining geographic and 
demographic target markets, managing the media team , media budget allocations, 
out of home media buys and advertising measurement reports. Wendy attended 
and presented at marketing committee, marketing co- op and board meetings. 
 Wendy was also on the planning committee for the T he North Lake Tahoe Tourism 
and Community Investment Master Plan (2004)  


 


Time Frame:  2007-Present 
Company Name Truckee Chamber of Commerce 
Company Location:  Truckee, California 
Position Title: Account Manager 
Term of Contract  Contract was signed May, 2007 and  can be terminated with 60 days notice 
Project Details: EXL Media manages the digital medi a buys for the Truckee Chamber which utilizes 


most of the media budget. Wendy oversees the digita l media buyer, produces the 
web analytics reports and attends all client meetin gs.  


 


EDUCATION 
Information required should include: institution na me, city, state,  


degree and/or Achievement and date completed/receiv ed. 
 


Institution:   University of Colorado Boulder 
City:    Boulder  
State:   Colorado  
Degree/Achievement: Double Bachelor Degree: Marketi ng and Advertising  
Date Completed:  1988 
 


AWARDS (Won by the individual) 
Information required should include: Award, organiz ation giving the award and date received. 


 
Not Applicable 
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PROPOSED STAFF RESUME FOR RFP 2084 


A resume must be completed for all proposed prime c ontractor staff and proposed subcontractor staff. 
 


Company Name Submitting Proposal:  EXL Media 


 
Check the appropriate box as to whether the propose d individual is 


 prime contractor staff or subcontractor staff.  


Contractor: X Subcontractor:  
 


The following information requested pertains to the  individual being proposed for this project. 


Name: Lisa Baggio Key Personnel: 
(Yes/No) Yes 


Individual’s Title:  Media Planner/Buyer 
# of Years in Classification: 25 # of Years with Firm: 15 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the p roposed individual’s professional experience. 


 
Senior Broadcast and Print Buyer 
Prior to coming to EXL Media in 1999, Lisa worked i n Los Angeles at NW Ayer, Ketchum, Bozell and 
Zenith Media as a broadcast buyer and account super visor.  She has worked on accounts such as Burger 
King, Chrysler, American Airlines, Lexus and Toyota . At EXL Media, Lisa has been actively buying print  
and broadcast in  California and other regional DMA  markets for 18 years and keeps abreast of all mark et 
changes and opportunities.  She is very detail-orie ntated and thorough account manager and she plans 
and places print for most of her accounts.   
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, co mpany name, company location, position title held 


during the term of the contract/project and details  of contract/project. 
 
Timeframe:   March 2010 - Present 
Company Name:  Reno Sparks Convention & Visitor Aut hority 
Company Location:  P.O. Box 837 Reno, NV  89504 
Position Title:   Planning & placement for Bay Area  print and radio  
Term of Contract:  Term April 1, 2011 – June 30, 20 13 
                                     Option to exte nd annually for up to three additional one-year ter ms (to 6/2016). 
Project Details:  For the past 4 years, she managed  the planning and placement of the annual 


broadcast and print buys targeting Northern Califor nia/Bay Area. 
 
Timeframe:   August 2005 – Present  
Company Name:  Catalina Island Chamber of Commerce 
Company Location:  P.O. Box 217, Avalon, CA 90704 
Position Title:   Planning & placement for Southern  California print and television  
Term of Contract:  Contract was signed August, 2005  which is can be terminated with 60 days notice. 
Project Details:  For the past 4 years, she has man aged the planning and placement for the annual 


print and broadcast buys targeting the LA, San Dieg o and destination markets. 
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Timeframe:   2013-present   
Company Name:  Incline Village General Improvement District /Diamond Peak  
Company Location:  893 Southwood Blvd, Incline Vill age NV  89451   
Position Title:  Account Manager 


Planning & placement for Northern California and No rthern Nevada print, radio and 
television  


Term of Contract:  Ongoing with 60 days cancelation  notice.  
Project Details:  For the past 2 years, she has man aged the planning and placement of the seasonal 


radio, print and television targeting the local mar ket and Northern California 
 
Timeframe:   2006 - 2013   
Company Name:  Santa Catalina Island Resort Service s   
Company Location:  P.O. Box 737. Avalon CA 90704   
Position Title:  Print & Broadcast Buyer  
Term of Contract:  Terminated  
Project Details:  She has managed the planning and placement of all print and broadcast media. 
 


EDUCATION 
Information required should include: institution na me, city, state,  


degree and/or Achievement and date completed/receiv ed. 
 
Institution:   Fashion Institute of Design and Merc handising 
City:    Los Angeles 
State:   California 
Degree/Achievement: Associates of Arts Degree – Adv ertising   
Date Completed:  June 1988 
 


AWARDS (Won by the individual) 
Information required should include: Award, organiz ation giving the award and date received. 


 
Not Applicable 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime c ontractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal:  EXL Media 
 


Check the appropriate box as to whether the propose d individual is 
 prime contractor staff or subcontractor staff.  


Contractor: X Subcontractor:  
 


The following information requested pertains to the  individual being proposed for this project. 


Name: Susanna Bunker Key Personnel: 
(Yes/No) Yes 


Individual’s Title:  Senior Internet Buyer 
# of Years in Classification: 10 # of Years with Firm: 9 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the p roposed individual’s professional experience. 


 


Senior Digital Buyer  
Susanna will develop and oversee the digital campai gns and campaign measurement. She will make sure 
all trackers are set up and will manage optimizatio n and reporting. Susanna is a staunch negotiator an d 
ensures the buys deliver as ordered.  
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, co mpany name, company location, position title held 


during the term of the contract/project and details  of contract/project. 
 


Timeframe:   March 2010 - Present 
Company Name:  Reno Sparks Convention & Visitor Aut hority 
Company Location:  P.O. Box 837 Reno, NV  89504 
Position Title:   Senior Digital Buyer 
Term of Contract:  Term: April 1, 2011 – June 30, 2 013 
                                       Option to ex tend annually for up to three additional one-year t erms (to 6/2016). 
Project Details:  Managing the planning and placeme nt of the annual digital buys targeting Northern 


California/Bay Area. 
 


Timeframe:   August 2005 – Present  
Company Name:  Catalina Island Chamber of Commerce 
Company Location:  P.O. Box 217, Avalon, CA 90704 
Position Title:   Planning & placement for Southern  California digital media  
Term of Contract:  Contract was signed August, 2005  which is can be terminated with 60 days notice. 
Project Details:  Managing the planning and placeme nt for the annual digital media targeting the 


Southern California market. 
 


Timeframe: 2014 
Company Name Reno Tahoe Regional Air Service Commit tee 
Position Title: Senior Digital Buyer and Account Ma nager 
Project Details Develops and manages all digital ca mpaigns including planning, buying, 


measurement and budgeting.  
 


Timeframe:   2006 - 2013   
Company Name:  Santa Catalina Island Resort Service s   
Company Location:  P.O. Box 737. Avalon CA 90704   
Position Title:  Online Buyer  
Term of Contract:  Terminated  
Project Details:  She has managed the planning and placement of all online media. 
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EDUCATION 


Information required should include: institution na me, city, state,  
degree and/or Achievement and date completed/receiv ed. 


 


Institution:    Hartnell College  
City:     Salinas  
State:    California 
Degree/Achievement:  Incomplete 
Date Completed:   Incomplete 
 


AWARDS (Won by the individual) 
Information required should include: Award, organiz ation giving the award and date received. 


 


Not Applicable 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime c ontractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal:  EXL Media 


 


Check the appropriate box as to whether the propose d individual is 
 prime contractor staff or subcontractor staff.  


Contractor: X Subcontractor:  
 


The following information requested pertains to the  individual being proposed for this project. 


Name: Marlo Patterson Key Personnel: 
(Yes/No) Yes 


Individual’s Title:  Media Planner/Buyer 
# of Years in Classification: 13 # of Years with Firm: 10 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the p roposed individual’s professional experience. 


 


 
Senior Broadcast and Print Buyer 
Prior to coming to EXL Media in 1999, Marlo worked in Los Angeles at McCann-Erickson and J. Walter 
Thompson.  She has worked on accounts such as GM, F ord and Safeway. 
She has been active in the California and regional DMA Los Angeles markets for more than 10 years. 
  


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, co mpany name, company location, position title held 


during the term of the contract/project and details  of contract/project. 
 


Timeframe:           December 2011 - Present 
Company Name:           Reno-Tahoe Meetings Coopera tive                                    
Company Location:      Reno, NV  
Position Title:                Account Manager, Sen ior Print and Broadcast Buyer 
Term of Contract:         2011-2014           
Project Details:             Managing the planning and placement of the annual media buys targeting na tional 


meeting planners.  Buys include digital and print. Manage budgets and 
performance documents.  


 


Timeframe:                    April 2011 – July 201 2 
Company Name:           North Lake Tahoe Resort Ass ociation                                
Company Location:     100 North Lake Tahoe Blvd., T ahoe City CA 96145  
Position Title:                Senior Broadcast and  Print Buyer               
Term of Contract:         3 years. There were years  where contract was extended and years where it wen t 


back out to RFP and we retained the account.          
Project Details:             Managing the planning and placement of the annual media buys targeting Ca lifornia 


DMA’s and other destination markets.  
 
Timeframe:                    2011 - Present 
Company Name:           Claremont Hotel Club & Spa 
Company Location:      41 Tunnel Road, Berkeley, CA  94705  
Position Title:                Senior Broadcast and  Print Buyer               
Term of Contract:         Contract was renewed in N ovember 2014 it can be terminated with 60 days noti ce. 
Project Details:             Managing the planning and placement of the annual media buys targeting Ca lifornia 


DMA’s and other destination markets.  
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EDUCATION 
Information required should include: institution na me, city, state,  


degree and/or Achievement and date completed/receiv ed. 
 


Institution:                San Diego State Univers ity                             
City:                              San Diego                         
State:                            California                     
Degree/Achievement:   Bachelor of Arts, English    
Date Completed:          1994                 
 


AWARDS (Won by the individual) 
Information required should include: Award, organiz ation giving the award and date received. 


 
Not Applicable  
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime c ontractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal:  EXL Media 


 
Check the appropriate box as to whether the propose d individual is 


 prime contractor staff or subcontractor staff.  


Contractor: X Subcontractor:  
 


The following information requested pertains to the  individual being proposed for this project. 


Name: Daniel Crippen Key Personnel: 
(Yes/No) Yes 


Individual’s Title:   Internet Buyer 
# of Years in Classification: 2 # of Years with Firm: >1 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the p roposed individual’s professional experience. 


 
Digital Media Buyer 
 
Prior to coming to EXL Media in 2014, Dan worked at  Carat SF, and Duncan/Channon.  While at Carat he 
worked on Sony Playstation specializing in digital and broadcast.  He has a well rounded knowledge of all 
current and emerging digital technologies and enjoy s finding creative new ways to efficiently and 
effectively deliver media.  Always wanting to ensur e quality and accuracy in campaigns, Dan prides 
himself on delivering dynamic reports that provide insights for future media endeavors.   He takes a 
personal touch to his work and always makes himself  available to clients and vendors.  
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, co mpany name, company location, position title held 


during the term of the contract/project and details  of contract/project. 
 
No relevant experience 
 


EDUCATION 
Information required should include: institution na me, city, state,  


degree and/or Achievement and date completed/receiv ed. 
 
 Institution:       California State University Sac ramento                         
City:                Sacramento                 
State:              California                
Degree/Achievement:  Bachelor of Business Administr ation (B.B.A.), Marketing 
Date Completed:        Spring 2012      
 


AWARDS (Won by the individual) 
Information required should include: Award, organiz ation giving the award and date received. 


 
Not Applicable 
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OTHER INFORMATIONAL MATERIALS   
 
 
Copies of licensing agreements, hardware & software  maintenance agreements: 
 


• Arbitron   
• Nielsen    
• Scarborough  
• SmartPlus 
• SRDS   
• Snapshot  
• PrecisionTrak  
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Part I B – Confidential Technical Proposal  


RFP Title: Integrated Marketing Agency of Record 
RFP: 2084 
Vendor Name: EXL Media  
Address: 803 Tahoe Blvd. #7; Incline Village, NV  89451 
Opening Date: November 24, 2014 
Opening Time: 2:00 PM 


 
 


EXL Media is not submitting a Part IB Confidential Technical Proposal 
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Part II – Cost Proposal  
RFP Title: Integrated Marketing Agency of Record 
RFP: 2084 
Vendor Name: EXL Media  
Address: 803 Tahoe Blvd. #7; Incline Village, NV 89451 
Opening Date: November 24, 2014 
Opening Time: 2:00 PM 
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6. COST  
 


Vendors must provide an estimated cost for each of the activities/deliverables contained within 
the proposal.  Provide a detailed rate sheet listing each team member’s hourly rate.  Clearly 
specify the nature of all expenses anticipated (refer to Attachment I, Cost Schedule). 


 
ATTACHMENT I – COST SCHEDULE 


Vendor ______EXL Media______________________________________________ 
 
Creative Development  NOT APPLICABLE 
 
Program Element  Team Member  Title/Level  Hourly Rate  Estimated 


Percentage of 
Time on Account 
Per Month 


Strategic Planning     
Research     
Brand 
Development 


    


Production TV     
Production Print     
Production Other      
Video/Content 
Production 


    


New Media     
Account 
Administration 


    


 
External Communications (PR/PA) NOT APPLICABLE 
 
Program Element  Team Member  Title/Level  Hourly Rate  Estimated 


Percentage of 
Time on Account 
Per Month 


Strategic Planning     
Communications 
Action Plan 
Development 


    


Consumer Media 
Relations 


    


Trade Media 
Relations 


    


Public Affairs     
Social Media     
Online Press Room 
Development 


    


Industry Education     
Governor’s 
Conference on 
Tourism Planning 


    


Account 
Administration 
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Digital Development  NOT APPLICABLE 
 
Program Element  Team Member  Title/Level  Hourly Rate  Estimated 


Percentage of 
Time on 
Account Per 
Month 


Competitor/Best Practice 
Review and 
Recommendation 


    


TravelNevada.com 
Enhancements/Development 


    


Nevada Tourism Ancillary 
Sites Development 


    


Back-end Administration 
Development 


    


Mobile App Development     
Account Administration     
 
Customer Relationship Management (CRM/Emarketing) NOT APPLICABLE 
 
Program Element  Team Member  Title/Level  Hourly Rate  Estimated 


Percentage of 
Time on Account 
Per Month 


Strategic Planning     
Account 
Administration  


    


Materials 
Development (as 
identified in plan) 


    


Materials 
Distribution (as 
identified in plan) 
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Media Buying 
 
Media buying respondents may submit the cost using one of two cost options:  
 
Option 1 - Commission plus fees schedule – Submitting on option 2 
 
Media Type  Agency Commission (please 


note if the agency charges a 
flat commission, if the 
commission is dependent on 
the media channel or if the 
commission is dependent on 
the spend level) 


Hourly Rate for Fees (spot 
duplication, creative 
production, tracking, etc.) 


Broadcast Spot Television – 
market level 


  


Broadcast Spot Television – 
national level 


  


Cable Spot Television – market 
level 


  


Cable Spot Television – national 
level 


  


Digital   
Print   
Radio   
Out of Home   
Events/Sponsorship   
 
   
Option 2 – Fees Only – this option assumes Nevada Tourism will pay no commission to the agency, but 
may pay fees for work done to support the buys 
 
Program Element  Team Member  Title/Level  Hourly Rate  Estimated 


Percentage of 
Time on Account 
Per Buy 


TV/RADIO/Print/Specialty Lisa Baggio and 
Marlo Patterson 


Senior 
Broadcast 
Buyers 


$100 30% 


Digital Susanna 
Bunker  


Senior Digital 
Buyer 


$100 20% 


Digital/Analytics Daniel Crippen Digital Buyer $100 20% 
Out of Home/Account 
Lead/Analytics 


Wendy Hummer Owner $125 30% 


     
     
 
Is your agency a SAG signatory agency?  _____ Yes  _____ No  (Please initial in appropriate 
space). 
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7. FINANCIAL  
 


7.1 PAYMENT 
 


7.1.1 Upon review and acceptance by the State, payments for invoices are normally 
made within 45 – 60 days of receipt, providing all required information, documents 
and/or attachments have been received. 


 
EXL Media understands and agrees to section 7.1.1 as outlined in the RFP 
 


7.1.2 Pursuant to NRS 227.185 and NRS 333.450, the State shall pay claims for 
supplies, materials, equipment and services purchased under the provisions of 
this RFP electronically, unless determined by the State Controller that the 
electronic payment would cause the payee to suffer undue hardship or extreme 
inconvenience. 


 
EXL Media understands and agrees to section 7.1.2 as outlined in the RFP 
 


7.2 BILLING 
 


7.2.1 The State does not issue payment prior to receipt of goods or services, except as 
outlined in the agreed upon contract(s). 


 
EXL Media understands and agrees to section 7.1.2 as outlined in the RFP 


 
7.2.2 The vendor must bill the State as outlined in the approved contract and/or 


payment schedule. 
 
EXL Media understands and agrees to section 7.1.2 as outlined in the RFP 


 
7.2.3 Vendors may propose an alternative payment option.  Alternative payment options 


must be listed on Attachment J, Cost Proposal Certification of Compliance 
with Terms and Conditions of the RFP.  Alternative payment options will be 
considered if deemed in the best interest of the State, project or service solicited 
herein. 
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ATTACHMENT J – COST PROPOSAL CERTIFICATION OF COMPL IANCE 
WITH TERMS AND CONDITIONS OF RFP 


 
I have read, understand and agree to comply with all the terms and conditions specified in this Request 
for Proposal.   
 


YES X I agree to comply with the terms and conditions specified in this RFP. 


 


NO  I do not agree to comply with the terms and conditions specified in this RFP. 


 
If the exception and/or assumption require a change in the terms in any section of the RFP, the contract, 
or any incorporated documents, vendors must provide the specific language that is being proposed in the 
tables below.  If vendors do not specify in detail any exceptions and/or assumptions at time of proposal 
submission, the State will not consider any additional exceptions and/or assumptions during negotiations.   
Note:  Only cost exceptions and/or assumptions should be identified on this attachment.  Do not 
restate the technical exceptions and/or assumptions on this attachment. 
 
EXL Media  


Company Name  
    


Signature    
    
Wendy Hummer   November 24, 2014 
Print Name   Date 
 


Vendors MUST use the following format.  Attach additional sheets if necessary. 
 


EXCEPTION SUMMARY FORM 


EXCEPTION # RFP SECTION 
NUMBER 


RFP  
PAGE NUMBER 


EXCEPTION 
(Complete detail regarding exceptions must be 


identified) 
    


    


 
 


ASSUMPTION SUMMARY FORM 


ASSUMPTION # RFP SECTION 
NUMBER 


RFP  
PAGE NUMBER 


ASSUMPTION 
(Complete detail regarding assumptions must 


be identified) 
    


    


 
 
 This document must be submitted in Tab III of vendor’s cost proposal. 


This form MUST NOT be included in the technical proposal. 
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Pa
ge
1 


4. COMPANY BACKGROUND AND REFERENCES 


4.1 VENDOR INFORMATION 


4.1.1 Vendors must provide a company profile in the table format below. 
 


Question Response 
Company name: Fahlgren Mortine 
Ownership (sole proprietor, partnership, 
etc.): 


Corporation 


State of incorporation: West Virginia 
Date of incorporation: 1962 
# of years in business: 52 
List of top officers: Neil Mortine, President and Chief Executive 


Officer; Brent Holbert, Chief Financial 
Officer; Melissa Dykstra, Executive Vice 
President 


Location of company headquarters: Columbus, Ohio 
Location(s) of the company offices: Columbus, Cleveland, Dayton, Toledo and 


Cincinnati, Ohio; Parkersburg and 
Charleston, W. Va.; Ft. Lauderdale and 
Tallahassee, Fla.; Myrtle Beach and 
Greenville, S.C.; Boise, Idaho; Lexington, Ky.; 
Denver, Colo.; and New York City 


Location(s) of the office that will provide the 
services described in this RFP: 


Columbus, Ohio; Boise, Idaho; Denver, Colo.; 
Myrtle Beach, S.C. 


Number of employees locally with the 
expertise to support the requirements 
identified in this RFP: 


0 


Number of employees nationally with the 
expertise to support the requirements in this 
RFP: 


225 


Location(s) from which employees will be 
assigned for this project: 


Our proposed team includes members from 
the following offices, who will work 
seamlessly together: Columbus, Ohio; 
Denver, Colo.; Boise, Idaho; and Myrtle 
Beach, S.C.  
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4.1.2 Please be advised, pursuant to NRS 80.010, a corporation organized pursuant to the laws of 
another state must register with the State of Nevada, Secretary of State’s Office as a foreign 
corporation before a contract can be executed between the State of Nevada and the awarded vendor, 
unless specifically exempted by NRS 80.015. 
 
Although all bidders were not required to register prior to selection, we have proactively registered 
with the state of Nevada to demonstrate our commitment to this opportunity. With this important 
step out of the way, there would be no delay in our ability to serve the state of Nevada account.  
 
 
4.1.3 The selected vendor, prior to doing business in the State of Nevada, must be appropriately 
licensed by the State of Nevada, Secretary of State’s Office pursuant to NRS76. Information regarding 
the Nevada Business License can be located at http://sos.state.nv.us. 
 


Question Response 
Nevada Business License Number: 20120219281-98 
Legal Entity Name: Fahlgren, Inc.  


 
 
4.1.4 Vendors are cautioned that some services may contain licensing requirement(s). Vendors shall 
be proactive in verification of these requirements prior to proposal submittal. Proposals that do not 
contain the requisite licensure may be deemed non-responsive. 
 
As mentioned above, Fahlgren Mortine has proactively obtained our Nevada Business License. We are 
under the understanding that we do not need any further licenses to conduct the business as outlined 
in this RFP.  
 
 
4.1.5 Has the vendor ever been engaged under contract by any State of Nevada agency?  
 


Yes  No X 


 
If “Yes”, complete the following table for each State agency for whom the work was performed. Table 
can be duplicated for each contract being identified. 
 


Question Response 
Name of State agency: Not applicable 
State agency contact name:  
Dates when services were 
performed: 


 


Type of duties performed:  
Total dollar value of the contract:  


 
 



http://sos.state.nv.us/�
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4.1.6 Are you now or have you been within the last two (2) years an employee of the State of Nevada, 
or any of its agencies, departments or divisions? 
 


Yes  No X 


 
If “Yes”, please explain when the employee is planning to render services, while on annual leave, 
compensatory time or on their own time? 
 
If you employ (a) any person who is a current employee of an agency of the State of Nevada, or (b) 
any person who has been an employee of an agency of the State of Nevada within the past two (2) 
years, and if such person will be performing or producing the services which you will be contracted to 
provide under this contract, you must disclose the identity of each such person in your response to 
this RFP, and specify the services that each person will be expected to perform. 
 
Not applicable. 
 
 
4.1.7 Disclosure of any significant prior or ongoing contract failures, contract breaches, civil or criminal 
litigation in which the vendor has been alleged to be liable or held liable in a matter involving a 
contract with the State of Nevada or any other governmental entity. Any pending claim or litigation 
occurring within the past six (6) years which may adversely affect the vendor’s ability to perform or 
fulfill its obligations if a contract is awarded as a result of this RFP must also be disclosed. 
Does any of the above apply to your company? 
 


Yes  No X 


 
If “Yes”, please provide the following information. Table can be duplicated for each issue being 
identified. 
 


Question Response 
Date of alleged contract failure 
or breach: 


Not applicable 


Parties involved:  
Description of the contract 
failure, contract breach, or 
litigation, including the 
products or services involved: 


 


Amount in controversy:  
Resolution or current status of 
the dispute: 


 


If the matter has resulted in a 
court case: 


Court Case Number 
  


Status of the litigation:  
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4.1.8 Vendors must review the insurance requirements specified in Attachment E, Insurance Schedule 
for RFP 2081. Does your organization currently have or will your organization be able to provide the 
insurance requirements as specified in Attachment E.  
 


Yes X No  


 
Any exceptions and/or assumptions to the insurance requirements must be identified on Attachment 
B, Technical Proposal Certification of Compliance with Terms and Conditions of RFP. Exceptions 
and/or assumptions will be taken into consideration as part of the evaluation process; however, 
vendors must be specific. If vendors do not specify any exceptions and/or assumptions at time of 
proposal submission, the State will not consider any additional exceptions and/or assumptions during 
negotiations. 
 
Upon contract award, the successful vendor must provide the Certificate of Insurance identifying the 
coverages as specified in Attachment E, Insurance Schedule for RFP 2081.  
 
 
4.1.9 Company background/history and why vendor is qualified to provide the services described in 
this RFP. Limit response to no more than five (5) pages. 
 
Fahlgren Mortine has grown to be one of the largest privately owned marketing and communications 
companies in the United States with more than 225 employees, 15 locations in eight states and 2013 
revenue of approximately $28 million. The full-service agency serves more than 150 clients around the 
world; 10 of those clients are Fortune 500 companies. 
 
Our agency-wide capabilities include: 
 


− Application development 
− Audits 
− Brand development 
− Broadcast production 
− Consumer and trade advertising 
− Copywriting 
− Corporate communications 
− Ecommerce 
− Email marketing 
− Internal communications 
− Investor relations 
− Marketing collateral 
− Marketing communications 


− Media planning and buying 
− Media relations 
− Mobile 
− Online advertising 
− Point-of-purchase 
− Primary research 
− Promotional activities and fulfillment 
− Public affairs 
− Research (primary and secondary) 
− Signage and packaging 
− Social media 
− Web design and development 
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Fahlgren Mortine’s Dedicated Tourism and Destination Marketing Practice Area 


We are a generalist agency, but over the years, we have developed a particular expertise in tourism 
and economic development. In fact, our work with tourism clients puts us at number five on the 
O’Dwyer’s ranking of tourism PR firms. 
 
Our tourism team is focused on changes and trends in the industry, including sports and 
entertainment; restaurants; lodging/hospitality; parks and attractions; arts and culture; and many 
others. Our deep experience gives us great insight into how to increase “heads in beds,” and create 
economic impact through the tourism industry. To be successful in this category, it’s important to 
know how consumers are changing, where they get information, where technology fits in, who’s 
driving household decisions, which trends are real and which are just fads, and how to make 
meaningful connections with key audiences. 
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We monitor trends and invest in professional development to keep our team on the cutting edge. 
There are many trends impacting travel and leisure behavior, and we believe it’s our responsibility to 
understand these issues and their impact on marketing efforts. Some of these include: 
 


− The economy and its impact on leisure behavior and tourism (increased drive travel, 
continued quest for value and the “new normal”) 


− Emphasis on unique/authentic experiences and enrichment/fitness/eco travel 
− Generational differences and the importance of understanding millennial-minded travelers 
− The increasing time poverty and connectedness-to-work among travelers 
− The expanding role of technology in travel planning and purchase decisions 
− The impact of consumer-generated and social media 
− The airlines’ return to profitability and the resulting impact on consumers and business 


travelers 
− The continued blurring of the lines between advertising, public relations and digital 


marketing 
− The increasing importance of content creation and curation 
− The evolving role DMOs play in influencing/inspiring potential travelers 
− Increasing international arrivals and China’s rise as a force in tourism 


 
It has been our team’s privilege to work with some of the travel industry’ most respected 
organizations, including VISIT FLORIDA; Appalachian Regional Commission; Myrtle Beach Area 
Chamber of Commerce/CVB; U.S. Department of the Interior, National Park Service; North Dakota 
National Parks; Panama City Beach; Gatlinburg CVB; Experience Columbus; and Hocking Hills (Ohio) 
Tourism Association, to name a few. At the same time, we have worked with individual attractions; 
small, independently owned businesses; local communities; festivals and events. Our experience is 
varied and unique, and as you can see, our services are flexible and scalable.  
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4.1.10 Length of time vendor has been providing services described in this RFP to the public and/or 
private sector. Please provide a brief description. 
 
Fahlgren Mortine has been providing the services described in this RFP for 52 years. The following is a 
brief description of the history of the agency, from its founding to present day. 
 
Fahlgren Mortine opened its doors as Fahlgren, Inc., an advertising agency in Parkersburg, W.Va. in 
1962. In the early days, the company focused on small regional accounts; as founder H. Smoot 
Fahlgren tells it: “a bank, a dairy, a bakery,” before landing its first big breaks.  
 
Throughout the 1970s and 1980s, Fahlgren acquired complementary businesses to grow its practice 
areas and build an ever-increasing collection of expertise. At a time when there were only a handful of 
power players who didn’t operate out of New York, LA or Chicago, Fahlgren thrived as a nimble 
organization with Midwestern values and work ethic.  
 
Meanwhile, the West Virginia office continued to grow with work from an increasing number of 
regional McDonald’s restaurants, a client that, through the form of co-ops, has remained to this day 
one of Fahlgren Mortine’s most long-standing agency of record relationships at 39 years.  
 
In October of 1988, Fahlgren was sold to Interpublic, at the time, the largest communications company 
in the country. Although this proved to be a great opportunity, a conflict emerged when Interpublic 
acquired another agency that worked with Burger King, a direct competitor of Fahlgren’s McDonald’s 
business. This presented the chance for Fahlgren to buy itself back from Interpublic in December of 
1994, again becoming a privately held company.  
 
In 2003, Fahlgren acquired Neil Mortine’s Worthington, Ohio-based Lord, Sullivan and Yoder, the 
foundation for what is now Fahlgren Mortine’s public relations group, an O’Dwyer’s Top 25 firm and 
winner of more than 30 national Silver and Bronze Anvil awards, as well as other best-in-category 
honors.  
 
In 2010, Fahlgren grew its public relations team by acquiring Edward Howard Public Relations of 
Cleveland and expanded its digital capabilities with the purchase of GRIP Technology of Columbus, the 
basis for the current digital group. Late in 2010, Fahlgren continued a year of tremendous growth with 
the acquisition of certain assets of marketing communications firm Sabatino/Day, based in Dayton, 
Ohio.  
 
In early 2011, Fahlgren announced the alignment of all of its brands into one collaborative company 
under the name Fahlgren Mortine, which honors the founders of both its advertising and public 
relations practices.  
 
In more recent history, in early 2014, Fahlgren Mortine announced the acquisition of its first wholly 
owned subsidiary, Turner PR. With offices in Denver and New York City, Turner PR is a boutique travel, 
tourism, and active lifestyle public relations firm. The deep experience of its 28 employees only adds to 
our expertise in the travel and tourism space.  
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Throughout its history, the agency has developed focused specialties in four areas: Healthcare, 
Education, Technology/B2B and Travel, Tourism and Economic Development. Fahlgren Mortine has 
remained true to its early values as a regional agency serving national clients while expanding its 
number of clients and employees through trusted, open relationships and award-winning work. 
 
Today, with headquarters in Columbus, Ohio and offices in Cleveland, Cincinnati, Dayton and Toledo, 
Ohio; Parkersburg and Charleston, W.Va.; Ft. Lauderdale and Tallahassee, Fla.; Myrtle Beach and 
Greenville, S.C.; Boise, Idaho; Lexington, Ky.; Denver, Colo. and New York City, Fahlgren Mortine offers 
integrated results-oriented marketing and communications. The company has grown to be one of the 
largest privately owned communications companies in the United States with more than 225 
employees, 15 locations in eight states, and 2013 revenue of approximately $28 million.  
 


4.1.11 Financial information and documentation to be included in Part III, Confidential Financial 
Information of vendor’s response in accordance with Section 9.5, Part III – Confidential Financial 
Information.  
 
4.1.11.1 Dun and Bradstreet Number 
4.1.11.2 Federal Tax Identification Number 
4.1.11.3 The last two (2) years and current year interim: 
A. Profit and Loss Statement 
B. Balance Statement 
 
Please find all requested financial information and documentation in Part III, Confidential Financial 
Information. 
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4.2 SUBCONTRACTOR INFORMATION 


4.2.1 Does this proposal include the use of subcontractors? 
 


Yes X No  


 
If “Yes”, vendor must: 
 
4.2.1.1 Identify specific subcontractors and the specific requirements of this RFP for which each 
proposed subcontractor will perform services. 
 
Fahlgren Mortine has partnered with The Abbi Agency to fulfill the requirements of this RFP. 
Specifically, The Abbi Agency will handle public affairs, feeder market media relations, in-state media 
relations, earned and owned social media, some blogger relations and will lead the effort to 
coordinate the Governor’s Conference on Tourism. In addition, a member of The Abbi Agency team 
will serve as the day-to-day, on-the-ground account manager.  
 
4.2.1.2 If any tasks are to be completed by subcontractor(s), vendors must: 
 
A. Describe the relevant contractual arrangements;  
 
If awarded the business related to this RFP, Fahlgren Mortine will enter into a contractual agreement 
with The Abbi Agency to subcontract the services identified at set budget amounts per month, in line 
with the overall budgets outlined in this RFP and further defined in the contract awarded by the State 
of Nevada.  
 
B. Describe how the work of any subcontractor(s) will be supervised, channels of communication will 
be maintained and compliance with contract terms assured; and 
 
Fahlgren Mortine and The Abbi Agency will work together as one team. We will have one status 
report, participate on status calls together and combine for client calls when it is appropriate. Marty 
McDonald, who has been identified as Lead Account Supervisor for the entire account, will have a line 
of sight to all work going on across the account. Our teams will collaborate on media pitch efforts, 
blogger relations, and the integration of paid, earned and owned social media.  
 
C. Describe your previous experience with subcontractor(s). 
 
Fahlgren Mortine and The Abbi Agency have not previously worked together, but share mutual 
respect and admiration. We also share a passion for telling the story of the State of Nevada. 
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4.2.1.3 Vendors must describe the methodology, processes and tools utilized for: 
 
A. Selecting and qualifying appropriate subcontractors for the project/contract; 
 
Fahlgren Mortine selected The Abbi Agency based upon three key factors: 
1. Proven results and award-winning work in social media, media relations and public affairs. 
2. An incredible passion for and knowledge of the state of Nevada. 
3. A shared culture and a shared approach to strategic communications, allowing the two firms to 


come together seamlessly to provide the best possible solutions to tell the story of Nevada. 
 


B. Ensuring subcontractor compliance with the overall performance objectives for the project; 
 
Fahlgren Mortine uses weekly team status meetings and reports to discuss ongoing projects and 
determine our progress toward stated objectives. As a part of our team, The Abbi Agency will 
participate in those weekly discussions and will carry the same commitment to performance and 
results. The team will also regularly meet with the client to discuss project and overall program status, 
any changes in direction, measurement, and progress toward goals and objectives.  
 
C. Ensuring that subcontractor deliverables meet the quality objectives of the project/contract; and  
 
Fahlgren Mortine’s Lead Account Supervisor will be accountable and responsible for the quality and 
delivery of all aspects of the contract, including work performed by the subcontractor. This quality 
control will be met by combined team meetings, review of work before it goes to the client and 
continued conversations among the entire team about objectives and deliverables.  
 
D. Providing proof of payment to any subcontractor(s) used for this project/contract, if requested by 
the State. Proposal should include a plan by which, at the State’s request, the State will be notified of 
such payments. 
 
Fahlgren Mortine agrees to provide the client with proof that payment has been made to 
Subcontractor(s) within industry customary terms, as evidenced by copies of cancelled check(s), within 
seven days of Client's request. 
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4.2.1.4 Provide the same information for any proposed subcontractors as requested in Section 4.1, 
Vendor Information.  
 


Question Response 


Company name: The Abbi Agency  
Ownership (sole proprietor, partnership, etc.): Partnership  
State of incorporation: Nevada  
Date of incorporation: 2008 
# of years in business: 6 years  
List of top officers: Patrick Ty Whitaker  


Abbi Jayne Whitaker  
Location of company headquarters: Reno, Nevada  
Location(s) of the company offices: Reno and Las Vegas, Nev. and Tahoma, Calif.  


  
Location(s) of the office that will provide the 
services described in this RFP: 


Reno and Las Vegas, Nev.  


Number of employees locally with the expertise to 
support the requirements identified in this RFP: 


14 


Number of employees nationally with the 
expertise to support the requirements in this RFP: 


16 


Location(s) from which employees will be assigned 
for this project: 


Reno, Nev. 


 
4.2.1.5 Business references as specified in Section 4.3, Business References must be provided for any 
proposed subcontractors.  
 
Please find business references for the Abbi Agency in our response to Section 4.3. 
 
 
4.2.1.6 Vendor shall not allow any subcontractor to commence work until all insurance required of the 
subcontractor is provided to the vendor. 
 
We understand your requirement of obtaining proof of insurance prior to the commencement of work. 
 
 
4.2.1.7 Vendor must notify the using agency of the intended use of any subcontractors not identified 
within their original proposal and provide the information originally requested in the RFP in Section 
4.2, Subcontractor Information. The vendor must receive agency approval prior to subcontractor 
commencing work.  
 
Should the need for additional subcontractors arise, we understand we must secure agency approval 
prior to the subcontractor commencing work. 
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4.3 BUSINESS REFERENCES 


4.3.1 Vendors should provide a minimum of three (3) for current clients and a minimum for three (3) 
for former clients business references from similar projects performed for private, state, and/or large 
local government clients within the last six (6) years. References should be for clients with the tourism 
or consumer brand arenas. 
 
Please find information about our three current client references and three former client references on 
the following pages. 
 
4.3.2. Vendors must provide the following information for every business reference provided by the 
vendor and/or subcontractor:  
 
The “Company Name” must be the name of the proposing vendor or the vendor’s proposed 
subcontractor. 
 


Reference #: 1 


Company Name: Fahlgren Mortine 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 
Project Name: 2081 Integrated Marketing Agency of Record  


Primary Contact Information 
Name: Tamara Brown, Public Relations Manager, 


TourismOhio 
Street Address: 77 S. High St. 29th Floor 
City, State, Zip: Columbus, Ohio 43215 
Phone, including area code: 614-466-8591 
Facsimile, including area code: Not available 
Email address: Tamara.brown@development.ohio.gov 


Alternate Contact Information 
Name: Not available 
Street Address: Not available 
City, State, Zip: Not available 
Phone, including area code: Not available 
Facsimile, including area code: Not available 
Email address: Not available 
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Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., 
software applications, data 
communications, etc.) if 
applicable: 


Fahlgren Mortine has served as public relations agency of 
record for the Office of TourismOhio for more than 14 years, 
and, as a result, has developed extensive experience working 
with travel partners, CVBs, attractions, lodging partners, tour 
operators, travel agents, entertainment venues and trade 
associations.  


Original Project/Contract Start 
Date: 


1999 


Original Project/Contract End 
Date: 


2001 


Original Project/Contract Value: $228,000 
Final Project/Contract Date: Work is ongoing 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


The work completed as part of Fahlgren Mortine’s agency of 
record relationship with the Office of TourismOhio has 
consistently been delivered on time and to the client’s 
satisfaction.  


Was project/contract completed 
within or under the original 
budget/ cost proposal, and if not, 
why not? 


Yes, Fahlgren Mortine consistently tracks and reports on 
project retainer budgets, providing monthly allocations and 
reports.  
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Reference #: 2 


Company Name: Fahlgren Mortine 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 
Project 
Name: 


2081 Integrated Marketing Agency of Record  


Primary Contact Information 
Name: Brad Dean, President and CEO, Myrtle Beach Area Chamber of 


Commerce/CVB 
Street Address: 1200 N. Oak Street 
City, State, Zip: Myrtle Beach, S.C. 29577 
Phone, including area code: 843-916-7241 
Facsimile, including area code: 843-448-3007 
Email address: brad.dean@visitmyrtlebeach.com 


Alternate Contact Information 
Name: Kathy Richardson, Executive Assistant to the CEO, Myrtle Beach 


Area Chamber of Commerce/CVB 
Street Address: 1200 N. Oak Street, PO Box 2115 
City, State, Zip: Myrtle Beach, S.C. 29577 
Phone, including area code: 843-916-7219 
Facsimile, including area code: 843-448-3007 
Email address: kathy.richardson@visitmyrtlebeach.com 


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., software 
applications, data communications, 
etc.) if applicable: 


Fahlgren Mortine is Myrtle Beach’s public relations agency 
of record, tasked with promoting out-of-state tourism for 
the popular South Carolina region.  


Original Project/Contract Start Date: 2011 
Original Project/Contract End Date: 2013 
Original Project/Contract Value: $500,000 
Final Project/Contract Date: Work is ongoing 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


The work completed as part of Fahlgren Mortine’s agency of 
record relationship with the Chamber/CVB has consistently 
been delivered on time and to the client’s satisfaction.  


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


Yes, Fahlgren Mortine consistently tracks and reports on 
project retainer budgets, providing monthly allocations and 
reports.  
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Reference #: 3 


Company Name: Fahlgren Mortine 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 
Project Name: 2081 Integrated Marketing Agency of Record  


Primary Contact Information 
Name: Vicki Simms, Executive Director, Gatlinburg CVB 
Street Address: 811 East Parkway 
City, State, Zip: Gatlinburg, Tenn. 37738 
Phone, including area code: 865-436-0502 
Facsimile, including area code: Not available 
Email address: vickis@gatlinburg.com 


Alternate Contact Information 
Name: Chad Netherland, Director of Marketing and 


Public Relations, Gatlinburg CVB 
Street Address: 811 East Parkway 
City, State, Zip: Gatlinburg, Tenn. 37738 
Phone, including area code: 865-436-0525 
Facsimile, including area code: Not available 
Email address: vickis@gatlinburg.com 


Project Information 
Brief description of the project/contract and 
description of services performed, including 
technical environment (i.e., software applications, 
data communications, etc.) if applicable: 


Fahlgren Mortine is Gatlinburg Convention and 
Visitor’s Bureau’s advertising agency of record, 
tasked with promoting tourism for the scenic 
Smoky Mountains destination. 


Original Project/Contract Start Date: 2010 
Original Project/Contract End Date: 2011 
Original Project/Contract Value: $180,000 
Final Project/Contract Date: Work is ongoing 
Was project/contract completed in time originally 
allotted, and if not, why not? 


The work completed as part of Fahlgren 
Mortine’s relationship with the  Gatlinburg CVB 
is consistently delivered on time and to the 
client’s satisfaction. 


Was project/contract completed within or under 
the original budget/ cost proposal, and if not, why 
not? 


Yes, Fahlgren Mortine consistently tracks and 
reports on project retainer budgets, providing 
monthly allocations and reports.  
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Reference #: 4 


Company Name: Fahlgren Mortine 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 
Project Name: 2081 Integrated Marketing Agency of Record  


Primary Contact Information 
Name: Amir Eylon, Vice President, Partner 


Engagement for Brand USA (formerly 
State Tourism Director for Ohio Tourism) 


Street Address: 1725 Eye Street, NW, Suite 800 
City, State, Zip: Washington, DC 20006 
Phone, including area code: 202-787-5944 
Facsimile, including area code: Not available 
Email address: aeylon@thebrandusa.com 


Alternate Contact Information 
Name: Not available 
Street Address: Not available 
City, State, Zip: Not available 
Phone, including area code: 614-570-1234 (Amir’s cell phone number) 
Facsimile, including area code: Not available 
Email address: Not available 
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 Project Information 
Brief description of the project/contract and 
description of services performed, including 
technical environment (i.e., software 
applications, data communications, etc.) if 
applicable: 


Fahlgren Mortine has served as public relations 
agency of record for the Office of TourismOhio for 
more than 14 years, and, as a result, has developed 
extensive experience working with travel partners, 
CVBs, attractions, lodging partners, tour operators, 
travel agents, entertainment venues and trade 
associations. Amir interacted with Fahlgren 
Mortine on the TourismOhio account from 1999 – 
2005 (as an integrated account from 2003 – 2004) 
and from 2007 - 2012.  


Original Project/Contract Start Date: 1999 
Original Project/Contract End Date: 2001 
Original Project/Contract Value: $228,000 
Final Project/Contract Date: 2012 (Amir left organization in 2012, work with 


TourismOhio is still ongoing) 
Was project/contract completed in time 
originally allotted, and if not, why not? 


The work completed as part of Fahlgren Mortine’s 
agency of record relationship with the TourismOhio 
has consistently been delivered on time and to the 
client’s satisfaction.  


Was project/contract completed within or 
under the original budget/ cost proposal, and if 
not, why not? 


Yes, Fahlgren Mortine consistently tracks and 
reports on project retainer budgets, providing 
monthly allocations and reports.  
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Reference #: 5 


Company Name: Fahlgren Mortine 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 


Project Name: 2081 Integrated Marketing Agency of Record      
Primary Contact Information 


Name: Susan Estler, Executive Director for the 
Lackawanna County CVB (formerly Vice 
President of Marketing for the Panama 
City Beach CVB)  


Street Address: 99 Glenmaura National Boulevard 
City, State, Zip: Moosic, Pa. 18507 
Phone, including area code: 570-496-1701 
Facsimile, including area code: 570-963-6369 
Email address: sestler@visitnepa.org 


Alternate Contact Information  
Name: Not available 
Street Address: Not available 
City, State, Zip: Not available 
Phone, including area code: Not available 
Facsimile, including area code: Not available 
Email address: Not available 
  



mailto:sestler@visitnepa.org�
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Project Information 


Brief description of the project/contract and 
description of services performed, including 
technical environment (i.e., software 
applications, data communications, etc.) if 
applicable: 


Fahlgren Mortine has served as advertising agency 
of record for the Panama City Beach CVB for five 
years, and has managed various seasonal 
campaigns in addition to opportunistic campaigns 
supporting additional flight routes and events. 


Original Project/Contract Start Date: 2009 
Original Project/Contract End Date: 2011 
Original Project/Contract Value: $270,000 
Final Project/Contract Date: 2014 (Susan left organization in 2014, work with 


Panama City Beach CVB is still ongoing) 
Was project/contract completed in time 
originally allotted, and if not, why not? 


The work completed as part of Fahlgren Mortine’s 
agency of record relationship with the Panama City 
Beach CVB has consistently been delivered on time 
and to the client’s satisfaction.  


Was project/contract completed within or 
under the original budget/ cost proposal, and if 
not, why not? 


Fahlgren Mortine consistently tracks and reports on 
project retainer budgets, providing monthly 
allocations and reports.  
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Reference #: 6 


Company Name: Fahlgren Mortine 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 
Project Name: 2081 Integrated Marketing Agency of Record      


Primary Contact Information 
Name: Scott Dring, Executive Director at Dublin CVB 
Street Address: 9 S. High Street 
City, State, Zip: Dublin, Ohio  
Phone, including area code: (800) 245-8387 
Facsimile, including area code: Not available 
Email address: sdring@irishisanattitude.com 


Alternate Contact Information 
Name: Not available 
Street Address: Not available 
City, State, Zip: Not available 
Phone, including area code: Not available 
Facsimile, including area code: Not available 
Email address: Not available  


Project Information 
Brief description of the 
project/contract and description of 
services performed, including 
technical environment (i.e., 
software applications, data 
communications, etc.) if applicable: 


Fahlgren Mortine was brought on board to identify creative 
and engaging marketing opportunities to capitalize on the 
spotlight brought to the Columbus, Ohio, suburb when the 
2013 Presidents Cup was hosted there in fall 2013.  


Original Project/Contract Start 
Date: 


2013 


Original Project/Contract End Date: 2013 
Original Project/Contract Value: $22,400 
Final Project/Contract Date: 2013 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


The work completed as part of Fahlgren Mortine’s project 
relationship with the Dublin CVB was consistently delivered on 
time and to the client’s satisfaction.  


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


Fahlgren Mortine consistently tracked and reported on project 
retainer budgets, providing monthly allocations and reports.  


  



mailto:sdring@irishisanattitude.com�
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Reference #:  7 


Company Name: The Abbi Agency  


Identify role company will have for this RFP project 
(Check appropriate role below): 


 VENDOR X SUBCONTRACTOR  
Project Name: Peppermill Public Relations Campaign    


Primary Contact Information 
Name: Aaron Robyns  
Street Address: 380 Brinkby Avenue 
City, State, Zip: Reno, Nevada  89509 
Phone, including area code: 775-689-7007 
Facsimile, including area code: Not available 
Email address: arobyns@PeppermillReno.com 


Alternate Contact Information 
Name: Billy Paganetti  
Street Address: 380 Brinkby Avenue 
City, State, Zip: Reno, Nevada, 89509 
Phone, including area code: 775-826-2121 
Facsimile, including area code: Not available 
Email address: billy.paganetti@peppermillreno.com 


Project Information 


Brief description of the project/contract and 
description of services performed, including 
technical environment (i.e., software applications, 
data communications, etc.) if applicable: 


The Abbi Agency provides local, national and 
industry media relations, community affairs, 
event production and social media strategy. 


Original Project/Contract Start Date: 2011 
Original Project/Contract End Date: Ongoing  
Original Project/Contract Value: $78,000 annually  
Final Project/Contract Date: Ongoing  
Was project/contract completed in time originally 
allotted, and if not, why not? 


The work completed as part of the Abbi 
Agency’s relationship with Peppermill was 
consistently delivered on time and to the 
client’s satisfaction. 


Was project/contract completed within or under the 
original budget/ cost proposal, and if not, why not? 


Yes. 
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Reference #:  8 


Company Name: The Abbi Agency  


Identify role company will have for this RFP project 
(Check appropriate role below): 


 VENDOR X SUBCONTRACTOR 
Project Name: EDAWN Public Affairs Campaign for the Economic 


Development Authority of Western Nevada 
Primary Contact Information 


Name: Mike Kazmierski  
Street Address: 5190 Neil Road, Suite 110 
City, State, Zip: Reno, Nevada  89502 
Phone, including area code: 775-829-3711 
Facsimile, including area code: Not available 
Email address: kazmierski@edawn.org 


Alternate Contact Information 
Name: Doug Erwin   
Street Address: 5190 Neil Road, Suite 110 
City, State, Zip: Reno, Nevada, 89502 
Phone, including area code: 775-829-3705 
Facsimile, including area code: Not available 
Email address: erwin@edawn.org 


Project Information 
Brief description of the project/contract and description of 
services performed, including technical environment (i.e., 
software applications, data communications, etc.) if 
applicable: 


The Abbi Agency provides infographic 
creation, collateral and B2B public 
relations. 


Original Project/Contract Start Date: 2013 
Original Project/Contract End Date: Ongoing  
Original Project/Contract Value: $20,000 annually  
Final Project/Contract Date: Ongoing  
Was project/contract completed in time originally allotted, 
and if not, why not? 


The work completed as part of the 
Abbi Agency’s relationship with 
EDAWN was consistently delivered on 
time and to the client’s satisfaction. 


Was project/contract completed within or under the original 
budget/ cost proposal, and if not, why not? 


Yes. 
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Reference #: 9  


Company Name: The Abbi Agency   


Identify role company will have for this RFP project 
(Check appropriate role below): 


 VENDOR X SUBCONTRACTOR  
Project Name: North Lake Tahoe Resort Association Public Relations Campaign   


Primary Contact Information 
Name: Bill Hoffman  
Street Address: 969 Tahoe Blvd 
City, State, Zip: Incline Village, Nevada 89451 
Phone, including area code: 775-287-0155 
Facsimile, including area code: Not available 
Email address: BillH@gotahoe.com 


Alternate Contact Information 
Name: Andy Chapman   
Street Address: 969 Tahoe Blvd 
City, State, Zip: Incline Village, Nevada 89451 
Phone, including area code: 775-832-1606 
Facsimile, including area code: Not available 
Email address: andy@gotahoenorth.com 


Project Information 
Brief description of the project/contract and 
description of services performed, including technical 
environment (i.e., software applications, data 
communications, etc.) if applicable: 


The Abbi Agency provides national travel 
and tourism focused public relations, social 
media strategy implementation and 
measurement in addition to multi-tiered 
content marketing campaigns including 
video, infographics and ebooks. The Abbi 
Agency has also supported the North Lake 
Tahoe Resort Association with national 
deskside visits, trade representation and 
editorial outreach. 


Original Project/Contract Start Date: 2013 
Original Project/Contract End Date: 2015 
Original Project/Contract Value: $120,000 annually  
Final Project/Contract Date: 2015 
Was project/contract completed in time originally 
allotted, and if not, why not? 


The work completed as part of the Abbi 
Agency’s relationship with the North Lake 
Tahoe Resort Association was consistently 
delivered on time and to the client’s 
satisfaction. 


Was project/contract completed within or under the 
original budget/ cost proposal, and if not, why not? 


Yes 



mailto:BillH@gotahoe.com�

mailto:andy@gotahoenorth.com�
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Reference #: 10 


Company Name: The Abbi Agency  


Identify role company will have for this RFP project 
(Check appropriate role below): 


 VENDOR X SUBCONTRACTOR  
Project Name: Renown Health  


Primary Contact Information 
Name: Nicole Shearer  


Street Address: 1664 North Virginia Street, Jones Center/108 
City, State, Zip: Reno, Nevada 89557 
Phone, including area code: 775-784-1169 
Facsimile, including area code: Not available 
Email address: nshearer@unr.edu 


Alternate Contact Information 
Name: Stacy Kendall  
Street Address: 1316 Capital Blvd, Suite 101 
City, State, Zip: Reno, Nevada  89502 
Phone, including area code: 775-982-4023 
Facsimile, including area code: Not available 
Email address: SKendall@renown.org 


Project Information 
Brief description of the project/contract and description of 
services performed, including technical environment (i.e., 
software applications, data communications, etc.) if 
applicable: 


The Abbi Agency worked with local 
“mom” influencers to create a content 
campaign geared at increasing their 
blog subscribers through partnerships 
with local mommy blogs. 


Original Project/Contract Start Date: 2012 
Original Project/Contract End Date: 2012 
Original Project/Contract Value: $10,000  
Final Project/Contract Date: 2012 
Was project/contract completed in time originally allotted, 
and if not, why not? 


The work completed as part of the 
Abbi Agency’s relationship with 
Renown Health was consistently 
delivered on time and to the client’s 
satisfaction. 


Was project/contract completed within or under the original 
budget/ cost proposal, and if not, why not? 


Yes. 


 


 



mailto:nshearer@unr.edu�

mailto:SKendall@renown.org�





 


 


Pa
ge
25


 


 


Reference #: 11 


Company Name: The Abbi Agency   


Identify role company will have for this RFP project 
(Check appropriate role below): 


 VENDOR X SUBCONTRACTOR  
Project Name: Q&D Construction  


Primary Contact Information 
Name: Lance Semenko  
Street Address: 1050 S. 21st St. 
City, State, Zip: Spark, Nevada  89431 
Phone, including area code: 775-302-6420 
Facsimile, including area code: Not available 
Email address: lsemenko@qdconstruction.com 


Alternate Contact Information 
Name: Norm Dianda  
Street Address: 1050 S. 21st St. 
City, State, Zip: Spark, Nevada  89431 
Phone, including area code: 775-353-7023 
Facsimile, including area code: Not available 
Email address: ndianda@qdconstruction.com 


Project Information 


Brief description of the project/contract and 
description of services performed, including 
technical environment (i.e., software 
applications, data communications, etc.) if 
applicable: 


The Abbi Agency managed the public relations 
outreach and event coordination for the 50th 
anniversary of Q&D – the largest construction 
company in Northern Nevada.  


Original Project/Contract Start Date: 2014 
Original Project/Contract End Date: 2014 
Original Project/Contract Value: $350,000  
Final Project/Contract Date: 2014  
Was project/contract completed in time 
originally allotted, and if not, why not? 


The work completed as part of the Abbi Agency’s 
relationship with Q&D Construction was 
consistently delivered on time and to the client’s 
satisfaction. 


Was project/contract completed within or under 
the original budget/ cost proposal, and if not, 
why not? 


Yes. 


 



mailto:lsemenko@qdconstruction.com�

mailto:ndianda@qdconstruction.com�
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Reference #: 12 


Company Name: The Abbi Agency 


Identify role company will have for this RFP project 
(Check appropriate role below): 


 VENDOR X SUBCONTRACTOR  
Project Name: Nevada Institute for Renewable Energy Commercialization 


Primary Contact Information 
Name: Brian McArdle 
Street Address: 5190 Neil Road, Suite 110 
City, State, Zip: Reno, Nevada  89502 
Phone, including area code: 775-829-3711 
Facsimile, including area code: Not available 
Email address: mcardle@edawn.org 


Alternate Contact Information 
Name: Dan Herr  
Street Address: 937 Tahoe Blvd., Suite 100 
City, State, Zip: Incline Village,  NV 89451 
Phone, including area code: 415-625-6816 
Facsimile, including area code: Not available 
Email address: herr@castlecrow.com 


Project Information 
Brief description of the project/contract and description of 
services performed, including technical environment (i.e., 
software applications, data communications, etc.) if 
applicable: 


The Abbi Agency managed public 
affairs, public relations and social 
media for the statewide business 
canvas competition. 


Original Project/Contract Start Date: 2012 
Original Project/Contract End Date: 2013 
Original Project/Contract Value: $20,000  
Final Project/Contract Date: 2013 
Was project/contract completed in time originally allotted, 
and if not, why not? 


The work completed as part of the 
Abbi Agency’s relationship with 
Nevada Institute for Renewable 
Energy Commercialization was 
consistently delivered on time and to 
the client’s satisfaction. 


Was project/contract completed within or under the original 
budget/ cost proposal, and if not, why not? 


Yes. 


 


 



mailto:mcardle@edawn.org�

mailto:herr@castlecrow.com�
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4.3.3 Vendors must also submit Attachment F, Reference Questionnaire to the business references 
that are identified in Section 4.3.2. 
 
Fahlgren Mortine requested the business references included in 4.3.2 to submit Attachment F, 
Reference Questionnaire to Nevada Purchasing Division.  
 
 
4.3.4 The company identified as the business reference must submit the Reference Questionnaire 
directly to the Purchasing Division.  
 
Fahlgren Mortine understands this request and asked business references to follow Nevada 
Purchasing Division’s specific directions.  
 
 
4.3.5 It is the vendor’s responsibility to ensure that completed forms are received by the Purchasing 
Division on or before the deadline as specified in Section 8, RFP Timeline for inclusion in the 
evaluation process. Reference Questionnaires not received, or not complete, may adversely affect the 
vendor’s score in the evaluation process.  
 
Fahlgren Mortine understands the deadlines in place for the Reference Questionnaires. 
 
 
4.3.6 The State reserves the right to contract and verify any and all references listed regarding the 
quality and degree of satisfaction for such performance.  
 
Fahlgren Mortine understands the State’s right to contact and verify all references. 
 
 


4.4 VENDOR STAFF RESUMES 
A resume must be completed for each proposed key personnel responsible for performance under any 
contract resulting from this RFP per Attachment G, Proposed Staff Resume.  
 
Please reference Tab VIII for completed resumes of your proposed team members and Tab IX for full 
bios. 
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OTHER INFORMATIONAL MATERIAL 
 


Table of Contents 


Fahlgren Mortine has included a number of Other Information Materials that were not addressed in 
the Scope of Work. A Table of Contents for all materials included in this tab is below. 
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 NBC San Francisco 
 Yahoo! Travel 
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CASE STUDIES 
Myrtle Beach CVB: Media Relations Program 


Fahlgren Mortine is the public relations agency of record 
for a destination widely known as ‘America’s Family 
Beach’ – Myrtle Beach, S.C. In November 2011, the 
Myrtle Beach Area Chamber of Commerce and CVB 
parted ways with its NYC-based agency and hired 
Fahlgren Mortine to lead a strategic national media 
relations program focused on securing positive 
national and out-of-state media coverage.  


The Myrtle Beach area of South Carolina, also known 
as the Grand Strand, attracts more than 16 million 
visitors annually to its 60 miles of wide, soft, sandy 
coastline. The destination boasts hundreds of options 
for accommodations, live entertainment, attractions 
and dining. However, despite steady growth and 
newfound sophistication, Myrtle Beach has 
maintained a reputation as a summer-only, family 
beach destination. While the destination’s family 
appeal still dominates, the area is also well-equipped 
to accommodate luxury travelers, world-class golfers, 
culinary enthusiasts, history seekers, weddings and 
honeymoons, among others. To educate travelers 
about the variety of options that families, friends and 
couples can find along the Grand Strand, Fahlgren 
Mortine created a comprehensive communications 
program targeting niche audiences to increase overall 
and shoulder-season travel (spring and fall).   


To ensure efficiency and focus, the team uses a variety of foundational tools including a public 
relations calendar; editorial plan covering short lead, long lead and national broadcast media; news 
release schedule; and bi-weekly status reports used to track the many elements of the program and 
communicate progress with the client.  
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In addition to the various planning tools, the team uses a robust mix of strategies and tactics. These 
include:  


− Targeted Media Lists – A variety of media lists are 
created and updated quarterly to target niche 
audiences such as culinary, adventure, 
weddings/bridal, etc. Each list is carefully vetted and 
sorted by media type, reach and DMA. 


− Digital Press Kit – While this is a simple tool for any 
media relations program, the digital press kit serves 
as an easy-to-use and accessible resource for 
information about the destination. The kit includes 
news releases, story angles, fact sheets, high-
resolution images and videos that can be used for 
stories across different platforms.   


− Media Missions/Tours – Throughout the first quarter 
of each calendar year, representatives from the 
Chamber/CVB and the Fahlgren Mortine team meet 
with top national travel media contacts in select 
cities including New York City, Washington D.C., 
Chicago and Atlanta. This includes desk-side 
meetings and intimate media events during which 
the group meets with dozens of national 
consumer/travel editors from outlets such as Food & 
Wine, Travel + Leisure, Arthur Frommer’s Budget 
Travel, U.S. News & World Report, The Travel 
Channel, and the Atlanta Journal Constitution, 
among many others.  


− Media Visits and FAM Tours – The Fahlgren Mortine team coordinates dozens of in-market 
familiarization trips and media visits with customized itineraries based on the needs of the 
writer. When appropriate, a member of the agency team accompanies the writer in-market to 
further explore and understand the history of the area. On average, we host about 100 writers 
per year. 


− Seasonal Air Service Media Outreach – The Fahlgren Mortine team regularly assists with 
media outreach around new air service providing media materials, supporting b-roll, creative 
promotions support and more.  


− Deals Media Outreach – Working with the Chamber/CVB’s extensive member database, the 
team coordinates monthly “deals” news releases focused on accommodations during shoulder 
seasons.  


− Satellite and Radio Media Tours – While many believe this is an old-school tactic, the Fahlgren 
Mortine team has found success in partnering with nationally recognized travel writers to 
deliver key messages through satellite and radio media tours. The team assists with strategic 
direction and drafting content and key messages to create a successful tour.  


− Ongoing Media Outreach – The Fahlgren Mortine team is comprised of seven people to target, 
monitor and track media opportunities positioning the Myrtle Beach area as a go-to 
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destination for travel. On average, the team spends approximately 70 percent of the monthly 
retainer on media relations activities.  


− Seasonal Campaigns – In addition to ongoing, year-round outreach, the team implements 
creative campaigns to bolster coverage. Below are two examples: 


− 60 Secrets Campaign – Designed to shine a 
spotlight on the less-crowded, shoulder-season 
attractions, this campaign featured 60 lesser-
known secrets hidden in Myrtle Beach. The 
campaign included a blogger FAM trip, Pin-to-Win 
contest, Facebook contests, blog series, campaign 
microsite and blogger outreach. The campaign 
reached more than 47 million consumers, 
supported growth in social followers by 110,000 
(all platforms), generated more than 40 influential 
blog posts, supported a 25 percent increase in 
referral traffic to VisitMyrtleBeach.com, and much 
more. This campaign was recognized by Travel + 
Leisure (SMITTY Awards) as the “best use of social 
media by a U.S. CVB” in 2013.  


− Travel Saturday – Fahlgren Mortine created the 
first-of-its-kind Travel Saturday, a Black-Friday-
style, one-day event with travel deals starting at 
30 percent off from participating Myrtle Beach 
accommodations and attractions. The 
promotion/flash sale encouraged consumers to 
“give the gift of travel” and drove top-of-mind 
awareness for Myrtle Beach in an off-peak timeframe. Media coverage of this 
campaign included 165 placements such as CNN.com, Associated Press, Today.com, 
BudgetTravel.com, Huffington Post, Entrepreneur, influential bloggers and many 
others – for a total earned media reach of 2.5 million potential travelers (conservative 
estimate).  


As a result of this robust marketing and communications program, the following outcomes were 
achieved. 


− More than 130 media were briefed desk-side or hosted in-market in 2013 alone, the majority 
during the shoulder seasons. 


− As a result, this program generated more than 2.1 billion media impressions in 2013, a six 
percent increased from 2012 figures.  


− Secured placements in countless top tier media outlets and niche publications including:  Good 
Morning America, TODAY, FoxNews.com, AOL Travel, Huffington Post, HGTV Magazine, USA 
Today, the Associated Press and the Travel Channel.  


− Supported an increase in total annual visitors from 15 million to 16 million from 2012 to 2013.  
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McDonald’s: Nocturnivore 


 
Click here to view video case study. 
 
During the great recession, McDonald’s has focused on staying 
aggressive to build their business, take market share and meet 
shareholder expectations.  As McDonald’s looked for additional 
opportunities to build capacity to drive sales, and, recognizing 
the trend that more and more consumers have become time-
shifted, the overnight, or “4thdaypart” was identified as an area 
of strategic priority in 2012 and beyond.   
 
As McDonald’s approached the 4th daypart, a concentration on increased franchisee participation was 
a must. One barrier to an increased participation was the lack of marketing support. In the 
McDonald’s system, a consistent or cohesive expression of late night advertising or merchandising did 
not exist, and what was available focused on the 24-hour convenience message and left consumers, 
their lifestyle and needs out of the equation.    
 
When approaching the initiative, as Fahlgren Mortine defined the target audience, it was clear that 
our core target was also an audience with which the McDonald’s brand has experienced difficulties in 
cultivating a strong brand relationship. Through agency research, we were able to identify a unique 
culture of late night consumers ranging in age from 18-34 years old. While the top end of the target 
consumer included Gen Xers, the largest portion of the target focused on Millennials – a generational 
group that McDonald’s has struggled to create any lasting brand affinity with, but who in 6-8 years 
will make up more than 65 percent of the consumer base in America.   


 
In an effort to transcend the 24-
hour creative message and build 
equity at late night for the 
McDonald’s brand, our creative 
group developed the idea of the 
“Nocturnivore” – a person who is 
out eating at night, but who is 
also out eating up the night; the 
proud late-night concert-goer, 


gamer, or run-of-the-mill night-owl. The tagline, “Savor the Night,” most 
succinctly captured this sentiment and is used throughout the campaign.  
With TV, radio and out-of-home, we introduced consumers to the idea of 
the Nocturnivore by leveraging the insight that late-night emanates from 
the stores; simply turn our lights on and we become a beacon in the night.  
With additional radio (“I am a Nocturnivore”) and certain in-store 
elements such as the pre-sell kiosk, we dove deeper into the Nocturnivore 
manifesto and helped define the spirit of the Nocturnivore.   
   



https://www.youtube.com/watch?v=-LMPsJNLLZg&list=UU4rUPmvTY6rQHaWtd-_oGwQ�
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Digitally, our assets carried forward both the generic Nocturnivore message and Breakfast After 
Midnight message, but the true success was the placement relative to the target audience.  Spotify, 
Pandora, Hulu and EA Sports in-game integration helped establish the message with our target 
consumers, especially when they are engaging in late-night activities such as online gaming.  
Following the theme of in-life, our non-traditional placements helped “personalize” the campaign with 
in-concert specific signage, concert photobooth, “over-age” wrist bands and pedicabs as the final, 
personal invitation to go forth and Savor the Night.   
 
The 2012 Nocturnivore campaign was highly successful on multiple levels.  The Nocturnivore markets 
were up 17.9 percent in comparative sales to 2011 and 15.8 percent in guest counts. In addition to the 
creative, strategically placed audio, video, digital and non-traditional media buys helped to ensure the 
creative connected with our target audience at the appropriate time to cultivate the first moment of 
truth.  This was evident in our digital click-thru rates (.282), more than double the QSR industry 
standard (.11), proving the creative was relevant even with the lack of call to action in our digital 
executions.   
 
A final testament to the relevancy of the campaign is our 
earned media impressions.  After two weeks following a 
single placement in Columbus Business First highlighting the 
campaign, the story was picked up and circulated across the 
country and around the globe from properties such as the 
Chicago Tribune, NBC Nightly News with Brian Williams, 
Time, Moneyland and the UK Daily Mail, to younger-skewing 
publications such as The Huffington Post and a Gawker 
“Prose poem the news” posting.  The earned media exposure 
totaled more than 99 million impressions (343,000 print; 2 million broadcast; 97 million online) and 
resulted in a national trademark filing for Nocturnivore on behalf of McDonald’s-US.  Overall, metrics 
continue to improve, and the campaign is positioned to be adopted on a broader regional and cross-
division level.   
  



http://www.bizjournals.com/columbus/news/2012/07/31/mcdonalds-launches-breakfast-after.html�

http://business.time.com/2012/08/08/fast-food-chains-want-you-to-eat-more-than-the-usual-breakfast-lunch-and-dinner/�





 


 


Pa
ge
7 


Kent State University: Experience for Life 
 
Kent State University is the second largest public university in the state of Ohio. The University 
approached Fahlgren Mortine to assist them in the development of a campaign to increase the 
academic profile of incoming freshmen. Like many state institutions of higher education, Kent State 
wanted to recruit top academic performers from high schools in their target market areas. 
 
Fahlgren Mortine leveraged existing market research provided by Kent State and augmented it with 
primary and secondary research targeted at high school juniors/seniors and their parents. This 
research provided deep insight into current 
perceptions of the university, key considerations 
in and a thorough understanding of the college 
selection process, and an exploration of taglines 
that resonated with both groups. 
 
Whereas The Ohio State University, and most 
other state universities were focusing on class, 
campus, or professor-based marketing messages, 
this new research allowed the agency to concept 
a campaign leveraging successful Kent State 
alumni, selected based on their appeal to both 
groups, and those chosen were in fields that are in 
high demand in today’s competitive job market. A 
diverse group of alumni were selected to tell their 
individual stories about how Kent State gave 
them “experience for life” – not just the skills 
needed for the current job market, but also skills 
that would benefit them throughout their 
lifetime. The first set of spots was filmed in 2009 and was so well-received that the campaign evolved 
in 2013 with four new spots featuring additional alumni. 
 
The key to this message direction, versus the generic advertising that Ohio State was doing, is that we 
tied the success of well-known alumni with their high-profile place of employment. Our research had 
shown that students in high school are heavily influenced by recognizable brands and will show an 
affinity to them if those brands align with their core values. 
 
Headlining the first campaign was a spot featuring Mark Mothersbaugh. Mark was a founding 
member of the band Devo and has gone on to compose and produce soundtracks for many current 
video games produced by Sony’s “Crash Bandicoot” and EA Games’ “The Sims 2.” He has also 
composed musical scores for movies such as “Cloudy With a Chance of Meatballs,” “The Rugrats 
Movie,” and Wes Anderson films such as “Rushmore” and “The Royal Tenenbaums.” Mark’s work, and 
thus in a way, Kent State, had inspired and influenced potential KSU students for years, perhaps 
without them even knowing it. In the spot, Marks shares the importance of his time at Kent State with 
the line “And if my music moved you, thank the place that moved me, Kent State University.”   
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The second campaign was headlined by former Kent State football player, Josh Cribbs. After a 
successful football career at Kent State, Josh has gone on to play in the NFL with the Cleveland 
Browns, the Oakland Raiders and is currently with the New York Jets. He delivered an emotional 
testimonial telling the audience that his Kent State education prepared him, and his family, for a life 
after the NFL. 
 
Campaign concepts were tested with both parents and students to ensure they were on target, and 
the agency recommended a media campaign leveraging a combination of television and online 
advertising.  Based on audience research and in order to spend the budget in a more targeted way, 
network TV was used to target parents while cable was used to target students. To ensure we 
recommended an online plan that would most effectively reach both students and parents, we sent 
out a detailed RFP to more than 20 digital partners. After reviewing all of the proposals, we 
recommended a plan that utilized rich media banner placements across a targeted site list, online 
video pre-roll units, and mobile web and gaming placements, all targeted specifically to reach the 
parent and student audience. 
 
The combination of our TV and online placements resulted in an increase of eight times the traffic to 
the campaign’s landing page. The click through rate on the online rich media banners was more than 
four times the click through rate benchmark for colleges and universities. The 100 percent completion 
rate for the online video placements was one and a half times the education benchmark. During the 
five week online campaign, the site partners alone brought in 3,836 site visits. More than 90 percent 
of the visitors were new visits. Within the five week campaign period, our online partners accounted 
for 83 percent of the traffic to the campaign’s landing page. The campaign continued into spring 2013 
with a combination of network and cable television, targeted online placements, and outdoor 
billboards in the Cleveland-Akron area.  
 
After the first phase of Experience for Life, Kent State’s president at the time said that in fall 2010, the 
university reported its highest ever enrollment with 41,365 students across its eight campuses. That 
represented a 7.56 percent increase in enrollment compared to the prior year. He cited the marketing 
campaign as one of several factors contributing to this growth. The 2013 phase of the campaign was 
The Holmes Report 2013 Gold SABRE winner in the Corporate Reputation/Institutional Image 
Category. 
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City of Dublin: The President’s Cup 
 
The spotlight of the world of golf shines brightly on Dublin, Ohio, every spring when thousands of 
visitors and decorated golfers attend the Memorial Tournament at the Muirfield Village Golf Club, 
located in Dublin. However, the spotlight would return in fall of 2013, this time a little brighter and on 
a larger scale when the course hosted the 2013 Presidents Cup. The Presidents Cup is an international 
event that features a series of men’s golf matches between the United States and an International 
Team representing the rest of the world (excluding Europe). This tournament presented a tremendous 
opportunity not only for the city to earn its share of the tournament’s expected $40+ million economic 
impact for the region, but also to leave guests, the community and partners with an enduring, 
indelible impression that Dublin is an unparalleled place to experience golf, host an event, raise a 
family, conduct business and retain top talent.  
 
The Dublin Convention & Visitors Bureau 
(DCVB) and City of Dublin partnered with us 
to identify creative and engaging marketing 
opportunities to raise awareness of the 
charming city, while showcasing the 
community pride that makes Dublin a 
friendly place to live, work and do business. 
 
DCVB, the City of Dublin and Fahlgren 
Mortine set out to educate the local 
community on the size and scope of the 
Presidents Cup, foster community pride, and 
maximize the international exposure of the City of Dublin. 
 
The integrated campaign leveraged a wide variety of tactics to maximize 
exposure of the city during the Presidents Cup, including:  


− 2011 Presidents Cup Video Series: Using video shot at the 2011 
Presidents Cup in Melbourne, Australia, the DCVB created a series 
of videos providing a preview of the 2013 event for local residents 
and visitors, available at www.youtube.com/DublinCVB. 


− The Presidents Cup Plaza: On Sept. 12, 2013, the City dedicated a 
plaza in Historic Dublin as the “Presidents Cup Plaza.” The plaza 
featured flags from each country participating in the tournament 
and a plaque celebrating Dublin’s designation as “the only city in 
the world to host three of golf’s most prestigious international 
team, match-play competitions:  The Ryder Cup 1987, The Solheim 
Cup 1998 and the Presidents Cup 2013.” Remarks during the 
ceremony celebrated Dublin’s role as host to the prestigious 
event. 
 
 
 



http://www.youtube.com/DublinCVB�





 


 


Pa
ge
10


 


 
− Community Art Campaign: Dublin sponsored a unique 


community art campaign with larger-than-life golf ball 
statues placed throughout the city. Each golf ball was 
sponsored and embellished by a local business or 
community organization to showcase the vibrant and 
dynamic aspects of the city. The statues built excitement 
among residents determined to find all 18 statues around 
town, and also offered interesting b-roll and photo 
opportunities for members of the international media 
covering the event.  


− Dublin’s 18 Most Memorable Moments in Golf: In the 
weeks preceding the 2013 Presidents Cup, Dublin residents 
used social media to vote on the most memorable golf 
moments in the city’s history—everything from Tiger 
Woods’ thrilling chip shot to win his fifth Memorial 
Tournament, to the opening of the local Rivera Golf Club, 
to the back-to-back state championships of the Dublin 
Jerome High School Boys and Girls golf teams. The 18 
results were unveiled each day leading up to the opening 
round of the Presidents Cup via social media, video, large 
banners displayed around town and online at 
http://www.irishisanattitude.com/top-18. 
Dublin Life Magazine also created a pull-
out, commemorative poster of the 18 
moments. 


− Regional Paid Media: The City invested in an 
online ad buy with GolfChannel.com to 
convey to regional business decision-makers 
that Dublin is an ideal place to grow a 
business. This was a strategic buy, as 
GolfChannel.com site visitors are three 
times more likely than the average adult to 
make corporate purchasing decisions. Rich 
media banners celebrated aspects of the 
city that made it an attractive place to live and work, while encouraging visitors to follow the 
#DublinIsHome hashtag. 


− Local Paid Media: Print ads were placed locally featuring Muirfield Village Golf Club founder 
and Presidents Cup Team Captain Jack Nicklaus and his wife Barbara, both Dublin residents. 
Using the phrase “Where Champions Reside,” the ad thanked the community for making the 
tournament a world-class event.  


− dublinohio.usa.gov/presidentscup: A page on the City’s website was created and maintained 
throughout the two years leading up to the tournament. It was continuously updated with 
new content about the tournament and featured a Presidents Cup news feed and links to sites 
related to the event.  



http://www.irishisanattitude.com/top-18�

http://dublinohiousa.gov/presidentscup/�
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− Social Media: Weekly—and often daily—posts about the 
tournament were made via the City’s and DCVB’s Facebook, Twitter 
and Instagram accounts. Posts included unique facts about the 
event and the City of Dublin. Posts were frequently shared by 
various partner organizations, local businesses and residents.  


− Signage and Beautification: Two years prior to the tournament, 
two signs were erected along Interstate 270 leading into Dublin 
touting the city’s role as the home to the 2013 Presidents Cup, 
offering exposure among millions of residents and travelers. In the 
weeks leading up to the tournament, American and Dublin, Ohio, USA flags were hung on four 
bridges leading into the city and red and gold mums were planted and displayed in community 
areas.  Throughout the tournament, major roads in town were renamed Fred Couples Drive 
and Nick Price Drive to honor the Presidents Cup team captains. 


− Fore!Fest Street Party: A street festival was held in Historic Dublin on Oct. 3 to create a vibrant 
and memorable celebration of the Presidents Cup. A major intersection of the city was closed 
to create space for five music stages, street performers, retail sales and dining.  


 
The program generated excellent results for the DCVB and the City of Dublin, including: 
 


− The sellout crowd of 180,000 Presidents Cup attendees booked a record 6,192 hotel nights and 
generated an estimated $45 million regional economic impact.  


− The event attracted 600 members of the domestic and international media, including 16 
international television networks, which generated 26 hours of live coverage reaching 800 
million households in 225 countries.  


− 5,700 event photos were uploaded during the event with a reach of 52 million Twitter and 
Instagram users. 


− Approximately 300 residents, city officials and guests attended the Presidents Cup Plaza 
dedication, which generated significant local media coverage.  


− 18 local businesses sponsored sculptures in the community art campaign, and passersby were 
often seen capturing photos with the sculptures. The campaign was such a hit that two of the 
300-pound golf ball sculptures were actually stolen during the display period. They were 
ultimately returned with minimal damage, but it was a quirky testament to the appeal of the 
community art campaign.  


− The online media buy delivered more than 995,000 impressions—107 percent of purchased 
impressions. The overall campaign click-through rate was 0.08 percent, exceeding the industry 
benchmark by 267 percent. 


− The City’s website dedicated to the event logged more than 11,000 page views during 
September 2013 and another 11,000 during the six days of the tournament, Oct. 1-6. The page 
continues to rank as high as fourth in Google searches for “the Presidents Cup”—ahead of 
even the PGA Tour’s page dedicated to the event. 


 
Matt Kamienski, Presidents Club Executive Director, told the City, “I haven’t seen this at Presidents 
Cups – the excitement and engagement from the overall community. You get the corporate support. 
You get the membership support from the club and that’s usually common when we go to these 
events, but you never really truly get that community support. It’s evident in Dublin.”  
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Hilton Columbus Downtown: Opening 
  


The addition of Hilton Columbus Downtown was a significant milestone for the 
City of Columbus and Franklin County, adding more than 550 jobs and 
contributing to the region’s economic opportunity. The 532-room, full-service 
hotel considerably enhanced Columbus’ convention offering and allowed the 
city to compete for a larger share of the state, regional and national 
conference, meeting, tradeshow and sporting events market. Hilton Worldwide 


and Hilton Columbus Downtown realized that generating and sustaining awareness of the impending 
opening of the facility was essential to attracting business for the sales department, as well as leisure 
travelers and the local community, and engaged Fahlgren Mortine to lead this assignment. 
 
Fahlgren Mortine developed a strategic media relations plan 
to garner recognition of Hilton Columbus Downtown’s 
primary attributes – a hotel that redefines hospitality, is 
committed to locally sourced products and the community, 
and brings a distinctive, yet functional architecture that 
complements the Columbus neighborhoods it joins. The 
team sought to position each facet of the hotel (restaurant, 
artwork, architecture and Skybridge) as an entity unto itself 
to give media multiple reasons to share information about 
the hotel.  
 
Working with the marketing team at Hilton Columbus 
Downtown, Fahlgren Mortine pitched unique hotel attributes 
to trade, national consumer and regional/local media. The 
team also conducted ongoing outreach to a targeted set of 
consumer and trade travel and tourism reporters to offer 
hosted visits and determine how Hilton Columbus Downtown 
could fit into upcoming coverage. Also, significant staffing 
announcements, such as the hiring of the hotel’s executive chef 
and director of food and beverage, provided opportunities to 
leverage the announcement with food-and-beverage-focused media.  
 
In addition, Fahlgren Mortine scheduled events over a five-month span to showcase the construction 
process, engage community leaders and garner media coverage, including:  


 
− Skybridge Installation: Invited media and the local community to observe the installation of 


the 380,000-pound glass and steel pedestrian bridge. 
− First Guest Welcome: Created buzz around the soft-opening ceremony and arranged media 


interviews with local dignitaries to celebrate Hilton opening its doors to guests. 
− Skybridge Lighting/Dedication: Promoted the Skybridge lighting and dedication ceremony 


with Mayor Michael Coleman to celebrate the completion of the city’s newest architectural 
landmark.  
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− Grand Opening Celebration: Developed speaking remarks for keynote speakers, including John 


Christie, chairman of the Franklin County Convention Facilities Authority board; Mayor 
Michael Coleman; Franklin County Commissioner Paula Brooks; Bill Jennison, Franklin County 
Convention Facilities Authority Executive Director; and Christian Coffin, general manager of 
Hilton Columbus Downtown.  


  
Fahlgren Mortine also supported the hotel’s Grand Opening Gala, which featured Cirque du Soleil 
performers suspended from the hotel ceilings, local performing artists, exquisite foods to showcase 
the property’s food and beverage offering, and a large-scale puzzle that each speaker contributed to 
following their remarks – symbolic of the role so many entities/collaborators played in bringing the 
new facility to the Columbus market. 


  
In total, Fahlgren Mortine generated approximately 12.3 million media impressions from trade, 
national consumer and regional/local media placements focused on the Hilton Columbus Downtown’s 
key amenities, service offerings and unique attributes.  
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Panama City Beach CVB: BP Oil Spill Crisis Response 
 
Fahlgren Mortine is charged with developing advertising programs for Panama City Beach that 
maximize the opportunity presented by a new international airport, as well as leveraging 
co-marketing promotions with partners like Southwest Airlines, Delta and others. Our services cover 
strategy development, media planning and buying, creative campaign development including print, 
digital, mobile and broadcast campaigns.  
 
Fahlgren Mortine’s relationship with Panama City Beach began in October 2009 with 
anticipation of a banner year for the destination with the new Northwest Florida 
Beaches International Airport scheduled to open in May 2010. Southwest Airlines was 
entering the market with eight daily flights and four new gateway cities and Delta 
was expanding service with larger planes and lower fares. 
 
The media objectives set forth were: 


− Stimulate travel to Panama City Beach among first time and repeat 
visitors 


− Protect market share in core drive markets 
− Develop brand awareness in new air markets 
− Increase travel during shoulder season 
− Drive consumers to visitpanamacitybeach.com 


 
The April 20, 2010, Deepwater Horizon Oil Spill changed everything. We monitored 
the situation and determined on May 4 the potential threat to the area was great 
enough to put a hold on the campaign that was originally planned.      


Fahlgren Mortine and the Panama City Beach CVB moved forward with the following 
strategies: 


− Because of the uncertainty of how the area would be affected, we needed 
to be flexible and develop a tactical plan that provided the ability to 
change the message quickly based on current market conditions.  


− The press coverage of the spill was continuous and negatively impacting 
potential visitors to the area in the new gateway markets. We needed to 
engage our loyal past visitors with an emotional connection to Panama 
City Beach. Advertising efforts were realigned to focus on our core 
markets that know and love the destination: Atlanta, Birmingham, 
Dothan, Houston, Knoxville, Montgomery, Nashville, Orlando, 
Tallahassee and Panama City Beach. 


− Knowing that the press coverage gave the perception that the entire area was covered in 
oil, we needed to demonstrate in real time that the beaches of Panama City were oil free.  
In order to get into the market immediately, a digital program was launched on May 15th 
featuring the “Real Fun Guarantee” vacation assurance program: if oil impacted a visitor’s 
stay, they would receive their money back and a credit for a future stay. 
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− In order to demonstrate in real time that the beaches were clean, we partnered with 
WJGH in Panama City to shoot daily footage of the beach. Each day the new footage was 
uploaded to the stations purchased in each market and :15 spots featured the beach 
conditions within the last 24 hours. 


− In our core markets we also partnered with Lamar Outdoor with the purchase of digital 
boards (buy one get two free). Over 21 boards featured the beach in real time with daily 
images sent live via a Twitter feed. 


− We reached out to radio partners and Clear Channel, Cox, Cumulus and Radio One aired 
Panama City Beach PSAs on their network of stations in PCB core markets. 
 


It wasn’t a matter of if, but when – on June 18, 2010, tar balls on Panama City Beach were first 
reported. To combat the uncertainty, creative focus shifted to give the consumer other reasons to visit 
the area by creating a summer-long campaign of festivals and events that demonstrated that there is 
always something fun happening in Panama City Beach. 


− The media mix of television and digital outdoor continued, online digital efforts were 
expanded and spot radio schedules that included on air promotions and traffic promoting 
were added. All promoted each event scheduled through the summer. 


−  In addition we partnered with Bookit.com with an online, email and broadcast program 
that featured Real Fun Rewards, which provided the consumer that booked a PCB vacation 
with an American Express Gift Card. 


− Simon Malls manages Pier Park in Panama City Beach, and we leveraged this relationship 
for a program that included mall signage and email in Atlanta, Dallas and Houston. 


 
Together, we achieved the following results: 


− The overall approach and campaign elements received national press coverage and, we 
believe, influenced the visit of the First Family to the area. 


− Unlike many areas in NW Florida that reported double-digit decreases from the previous 
year’s bed tax collection, Panama City Beach reported a decrease of only 1.8 percent. 


− The campaign generated 1,145,611,275 impressions in addition to: 
−  109 percent increase in web visits 
−  94 percent increase in uniques 
−  68 percent increase in page views 
−  24 percent increase in the number of pages viewed 
−  10 percent increase in time spent on the site 
− 45 percent increase in Facebook Fans 
− 26 percent increase in advertising inquiries 
− Markets that received local advertising support reported 75 percent or greater 


website activity as reported by Google Analytics 
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Nova Southeastern University: Branding 
Campaign 
 
Nova Southeastern University (NSU) is the nation’s eighth-largest not-
for-profit, independent university. Following a formal search process, 
the university selected Fahlgren Mortine as its agency of record for a 
university-wide rebranding program in January 2012. NSU engaged 
the agency for advertising, branding, media planning and buying, and 
social media for the university as a whole, as well as for individual 
colleges and departments.  
 
As part of this agency-of-record relationship, Fahlgren Mortine helped develop and launch a new 
branding campaign in September 2012. The objective of the campaign was to increase awareness and 
consideration of NSU among first-time college students, in order to drive inquiries and applications 
from students who would begin courses in the fall of 2013.  


 
To determine the most effective branding, creative and media strategies, we began by performing 
thorough quantitative and qualitative research with prospective students from the three core Florida 
counties traditionally targeted by NSU. This included a survey of more than 350 traditional 
undergraduate prospects, 350 parents of traditional undergraduate prospects and 150 non-traditional 
undergraduate prospects to assess perceptions of NSU and its competitors. Qualitative research, in the 
form of online surveys of 40 traditional undergraduate prospects, examined reactions to three 
positioning statements summarizing intentions and attitudes toward college. Finally, we performed 
in-depth, onsite interviews with current NSU students. 


 
The quantitative and qualitative research confirmed NSU’s 
strong reputation for graduate and professional programs, 
and revealed that NSU needed to increase awareness of its 
undergraduate programs among prospective students and 
their parents. Awareness was highest in the three core 
counties, and decreased the farther respondents lived from 
the Fort Lauderdale campus. 
 
The research also revealed that few respondents were willing 
to consider NSU for traditional undergraduate degrees, 
because they wanted to go to school farther from home. This 
led to our recommendation that NSU should shift its 
geographic targeting strategy to reach students in northern 
areas of the state, where the university’s warmer climate, 
proximity to beaches and south Florida lifestyle would be 
seen as assets. 
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The primary research we conducted also guided development of a creative concept that resonated 
with the student and parent target audiences. The research showed that students wanted authenticity 
in communications, and wanted to see real students, campus life and the opportunities that are 
available to them as undergraduate students. Additionally, parents wanted to know that their 
children would be safe while away from home. The geographic location of NSU was also a key 
differentiator.  
 
The main image in our campaign was a blue door. This door 
served as a metaphor for students who were about to take the 
next step in selecting a university, hopefully NSU.  It worked for 
both undergraduate and graduate programs because it served 
as a visual reminder that at NSU you were able to open the door 
to success no matter what path you were choosing. The creative 
also needed to stand out in a crowded and expensive media 
market, so we opted to produce an original song that was used 
throughout the campaign. 
 
To ensure that the creative would be effective with the target 
audience, we tested the creative with focus groups. The groups 
confirmed that NSU was being presented as a fun, engaging and 
diverse environment, and that the NSU brand represented in the 
creative was clear and differentiated.  
 
The media strategy was developed based on the primary research findings along with secondary 
demographic and psychographic data accessed by our media connections team. The research yielded a 
strong understanding of the target audience of high school juniors and seniors, and their parents. 
These insights went beyond the media channels they use and included an understanding of how, 
where and when they use these channels, enabling us to make the best connections.   
 
Armed with this insight, the media team developed a strategy to surround the audience members 
throughout their day in order to place NSU within their college consideration set. We developed an 
approach that leveraged a combination of online and mobile advertising that included rich media 
banners, along with television and traditional outdoor. We also recommended an ongoing paid search 
effort to ensure the university was able to capture students and parents while they were actively 
seeking information about colleges.   
 
Based on audience research, television efforts focused on prime programming that appeals to the 
family along with cable programming targeted to teens. To ensure we recommended an online plan 
that would most effectively reach both students and parents, we implemented demographic and 
psychographic targeting with selected media partners. Online efforts included pre-roll video units, 
audio elements and mobile web and gaming placements along with targeted placements on local 
news sites.   
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One year after the campaign launch, NSU has seen significant increases across a number of key 
metrics. Through an integrated campaign and collaboration with NSU, we have helped the university 
increase the number of students applying to and enrolling at NSU, including highly coveted full-time 
residential freshman students. 
 
During this timeframe, we achieved the following: 


− Inquiries increased 35 percent over previous year 
− Applications increased 3.8 percent 
− First time in college student enrollment increased 7 percent 
− Traditional transfer student enrollment increased 17 percent 
− Enrolled undergraduate students increased 6.7 percent 
− High school GPA increased from 3.71 to 3.84 
− Average SAT score increased 25 percent (1051 to 1074) 
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ACCOUNT MANAGEMENT 
 
Please find below an example of a client status report. On the following page, please find a budget 
utilization report. 
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PROPOSED TEAM  
 
Engagement 
 


Neil Mortine 
President and CEO 
 
Neil Mortine is president and CEO of Fahlgren Mortine, one of the 
largest independently owned marketing and communications firms in 
the country. His more than 28 years of corporate communications and 
brand marketing management experience has been at full-service 
agencies serving notable brands including McDonald’s, Kroger, Emerson, 
Cardinal Health, Office of TourismOhio, Nationwide Children’s Hospital, 
and many more. Under his leadership, Fahlgren Mortine has been 


named Bulldog Reporter’s 2011, 2012 and 2013 Agency of the Year, a finalist for The Holmes Report’s 
2013 Agency of the Year, a finalist for PRWeek’s 2012 Agency of the Year, and a 2012 and 2013 
PRNews Top Place to Work. Neil was a finalist for the 2013 and 2014 PRWeek Awards PR Professional 
of the Year. 
 
Neil was named to the Smart Business Columbus Power 100 for the past six years and was honored by 
the publication with an award as a 2010 Smart Leader. He also was recognized by the Central Ohio 
Chapter of the Public Relations Society of America with the Walt Seifert Award for Outstanding Service 
to PRSSA and the Tom Poling Practitioner of the Year award. 
 
 


Marty McDonald  
Senior Vice President, Tourism Practice Lead  
 
Marty has an extensive background in travel and tourism and consumer 
public relations. As senior vice president, Marty is responsible for leading 
the firm’s tourism practice, including account strategy development, 
program management, media relations, event planning, execution and 
program measurement. 
 
Throughout her career, Marty has led public relations efforts for various 


development organizations, tourism attractions, restaurants and entertainment venues, and 
is a frequent speaker at tourism conferences and events. She is a national tourism section member of 
the Public Relations Society of America and served on the national conference planning committee in 
2012. Her work has won many national awards, including distinctions from the U.S. Travel 
Association, Hospitality Sales and Marketing Association, Travel Weekly, Travel + Leisure, Holmes 
Report, PRWeek and many others. 
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Jeff Scott 
Vice President 
 
Jeff brings over 10 years of account management experience, overseeing 
traditional, digital, experiential, mobile, brand identity and social 
marketing ideation and implementation in travel and tourism 
environments. Jeff leads the Panama City Beach CVB and Experience 
Columbus accounts. Having spent the majority of his career at Chicago-
based firms Cramer-Krasselt and Ogilvy & Mather, Jeff managed the 
strategic development and execution of several TV, print, outdoor and 


digital campaigns for Corona and Hyatt Hotels. 
 


 
Ann Marcum 
Senior Counselor 
 
Ann focuses on media relations strategy and outreach for a variety of 
consumer accounts, including the Office of TourismOhio, Myrtle Beach 
Area Chamber of Commerce/CVB, Columbus 2020 and the Columbus 
Chamber of Commerce. 
 
Ann’s work includes day-to-day media relations strategy and pitching for 
national consumer publications. Recent accomplishments include 


coordinating and attending an annual media mission targeting national consumer publications in New 
York City, resulting in placements in Maxim, Budget Travel and Family Circle, and targeted media 
pitching around the Myrtle Beach CVB’s Travel Saturday campaign, earning timely hits with the 
Associated Press and BudgetTravel.com. Ann has also assisted North Dakota Tourism with media 
relations efforts around Theodore Roosevelt National Park, Fort Union Trading Post and Knife River 
Indian Villages. Her recent media coverage highlights includes Parents Magazine, The Huffington Post, 
National Geographic Traveler and many more. 
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John Curtis 
Senior Vice President, Managing Director, Boise  
 
John supports clients in the Rocky Mountain region and established the 
firm’s Boise office. He is highly regarded for his ability to align sound 
strategy with out-of-the-box thinking to exceed desired results. John 
defined and led the 2011 Halt the Hunger community fundraising 
campaign for the Idaho Foodbank, which generated 1.9 million meals for 
the Foodbank in 30 days. He guides the agency’s work for Simplot that 
includes public relations, branding, positioning and messaging, media 


planning and buying, and social media engagement and supports to the agency’s Boise Convention 
and Visitors Bureau account. John is a board member for Mountain States Group, a non-profit 
organization that develops and maintains entrepreneurial, education and health programs in the 
Mountain West. 
 
John has nearly 30 years’ experience in marketing, creative services, communications, branding, 
executive visibility, social media and public relations, with global companies like HP, Philips Lighting, 
and American Express. John previously worked for New York City-based Ketchum Public Relations. 
 
 


Kimberly Miles 
Senior Media Specialist 
 
Kimberly brings 10 years of tourism marketing and communications 
experience to benefit her clients. A former public relations manager for 
the Myrtle Beach Area Chamber of Commerce/CVB, she managed major 
media initiatives including three presidential primary debates held in 
Myrtle Beach, and secured coverage on the Peter Greenberg Radio Show, 
the Travel Channel and HBO. A Destination Marketing Association 
International Top 30 Under 30 professional in 2011, her background 


provides her a keen understanding of the joys and challenges of those in the destination marketing 
and tourism industries. 
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Erin Maggied 
Account Supervisor 
 
Erin is responsible for leading the Myrtle Beach Area Chamber of 
Commerce/ CVB tourism account. Erin provides strategic counsel on 
integrated marketing communications campaigns while assisting with 
national media outreach on behalf of the Chamber/CVB. Under her 
leadership, the Myrtle Beach Area Chamber of Commerce/CVB has 
received multiple industry awards including a Bronze Anvil Award of 
Commendation for a media relations campaign in 2013. Prior to joining 


Fahlgren Mortine, Erin was a media relations senior specialist at Nationwide Children’s Hospital in 
Columbus, Ohio where she assisted with proactive and reactive media relations through targeted 
media strategies. 
 
 


Janelle Huelsman 
Senior Account Executive 
 
Janelle provides national and trade media relations, social media 
counsel, event management and public relations support to a variety of 
tourism, business-to-business and non-profit clients. These include Boise 
CVB, Experience Columbus, and The Scotts Miracle-Gro Company, among 
others. She regularly drafts press materials and manages media pitching 
for diverse attractions in Boise and Columbus, and has experience 
generating awareness for unique events for the Franklin Park 


Conservatory and Botanical Gardens in Columbus, where she also oversaw the tourism non-profit 
through a website redesign and a rebranding campaign. In 2013 and 2014, Janelle was selected as one 
of 10 young professionals nationwide to serve on the executive committee for PRSA’s New 
Professionals Section and, in 2013, was recognized as Central Ohio PRSA’s “Rising Star.”  
 
 
 


Caroline Allan 
Account Executive 
 
Caroline supports the client engagement team as an account executive.  
Her client experience includes Cardinal Health, Emerson Network Power, 
MORPC, and the Myrtle Beach Area Chamber of Commerce. Caroline 
brings to the agency a wide range of skills, including social media 
management, media monitoring and measurement, media relations and 
strategic planning. In May of 2014, Caroline was recognized by the 
Council of Public Relations Firms as one of several young rising stars from 


around the country who accomplish positive and meaningful things in the world through client and 
agency work. 
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Abbi Whitaker  
Owner/President, The Abbi Agency 
 
Abbi is the heart, soul and creative engine that drives The Abbi Agency. A 
veteran of international media campaigns for some of the nation’s largest 
real estate, tourism and business-to-business companies (including 
Intrawest, Mammoth Mountain, Squaw Valley USA, Trump International 
and Fast Wrap USA), Abbi innately understands what drives media 
coverage. She’s launched national franchise campaigns, turned 
technology start-ups into industry heavyweights and sold luxury real 
estate and tourist destinations across the globe. Before starting The Abbi 
Agency, Abbi was vice president of Lyman Public Relations. 
 
Despite her role directing the company’s public relations strategy and 


orchestrating campaigns, Abbi is still most at home picking up the phone and landing top-tier media 
placements herself. She has secured feature coverage in the world’s most prestigious publications and 
television programming— The New York Times, The Wall Street Journal, Forbes, Fortune Small 
Business and MSNBC — and has the established relationships with world-class reporters and writers to 
show for it. Abbi has organized and led media tours across the world, in locations from London, 
Mexico and Costa Rica to Chicago and New York. A long-time Reno resident and a graduate of the 
University of Nevada, Reno, she volunteers with Let’s Move Nevada, the Obesity Prevention 
Foundation, Nevada’s Center for Entrepreneurship and Technology, the Susan G. Komen Foundation 
and many other charitable and business organizations. 
 
 


Ty Whitaker  
Owner/Chief Operating Officer, The Abbi Agency 
 
Precise, analytical and organized, Ty is the operational brains of The Abbi 
Agency. A former water quality scientist, he approaches public relations 
with the same statistical eye for data collection and results tracking that 
he perfected while documenting traces of minerals and chemicals in 
groundwater across Northern Nevada and Lake Tahoe watersheds. Ty’s 
systematic approach puts him at the helm of some of the company’s 
largest governmental and environmental accounts. The rest of the time he 
is keeping the writers, media relations pros and other creative types in 
line. Ty captures the big picture, keeping abreast of client competitors and 
developments in client industries, which allows The Abbi Agency to deliver 
better, more nuanced and more focused pitches. 
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Jenny Kendrick 
Public Relations Director, The Abbi Agency 
 
As a day-to-day contact for clients, Jenny has become a trusted resource 
to those who value her willingness to go the extra mile to get the job 
done. In addition to her effectiveness as a tactician, Jenny is often 
commended for her diplomatic approach in meeting the diverse objectives 
of clients and their key constituents, which include hundreds of 
stakeholder organizations in some cases.  
 
Jenny has been instrumental in the management of media familiarization 
trips in Reno and North Lake Tahoe where she shares her passion for 
skiing and outdoor sports with visiting journalists covering the region’s 


adventure opportunities. She has secured briefings with some of the nation’s most prestigious news 
outlets – leading to articles that have kept Switchback clients in the forefront of travelers’ minds. She 
has developed solid business relationships with media travel editors and reporters at outlets such as 
The New York Times, the Los Angeles Times, The Wall Street Journal, the Chicago Sun-Times, and Sky, 
to name a few. Jenny’s established media contacts also include freelancers whose work regularly 
appears in top travel media outlets.  
 
 


David Bunker  
Writer, The Abbi Agency 
 
Part newshound and part wordsmith, David has a decade of newspaper, 
magazine and website writing and editing under his belt. But he’s no 
stodgy newspaper hack. Working with tech companies, budding online 
businesses and everyone in between, David is always seeking a new way 
to marry the strengths of journalism with the punchy style that penetrates 
a new media landscape. David cut his teeth in an inside-the-Beltway 
newsroom editing international news and national politics, before 
returning west to work as a reporter and editor at the Sierra Sun 
newspaper in Truckee. He’s written for business, travel and lifestyle 
magazines across the West. And he’s got a pile of first-place writing and 
investigative reporting awards from the California Newspaper Publishers 


Association and the Nevada Press Association gathering dust in some forgotten closet to show for it 
all. 
 
David’s public relations writing has landed The Abbi Agency clients in the pages of the most 
prestigious publications in the nation, including Entrepreneur, Advertising Age, Inc. and The New York 
Times. He still believes in the power of the press release, but devotes a lot of his time to developing 
case studies, expert columns and submitted articles for clients in a range of industries from technology 
to corporate training. When he’s not hammering away on his keyboard, David is either mountain 
biking, backcountry snowboarding or hanging out with his family. 
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Constance Aguilar  
Digital Engagement Strategist, The Abbi Agency 
 
Constance Aguilar understands what makes the events world tick, and she 
knows how to get people’s attention. Those two skills alone make her a 
sought-after social media specialist. But in the constantly evolving world of 
digital media, Constance also stays in lock-step with emerging online 
trends that are transforming the way business interact with their customer 
base. 
 
Whether it is launching tech products for cloud computing clients and 
Facebook tab builders or helping traditional businesses connect with 
consumers online, Constance  unlocks the powerful impact of a 21st 
Century public relations campaign. Outside of her public relations work, 


Constance puts her technology knowledge to work writing freelance articles for some of the nation’s 
leading tech websites, including Social Media Today, SmartBrief and The CMO Site. She also writes 
for PR Daily and Media Bistro. 
 
From time to time, Constance emerges from the online universe of Tumblr, Twitter and Facebook and 
turns her skills toward event production. She has nearly single handedly put on one of Nevada’s 
largest beer festivals (Canfest) and spearheaded the PR for Reno’s beloved bike race The Tour de  
Nez. 
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Planning 
 


Chrystie Reep 
Senior Vice President, Media Connections Director 
 
Chrystie has spent her career identifying opportunities and embracing 
the changing media landscape to drive connections and engagement 
with target audiences across all media. Her creative approach for 
understanding and connecting with audiences comes from her deep 
passion for research and results.   
 
Chrystie leads the strategic development of all agency media efforts and 


is Fahlgren Mortine’s resident expert in online media. She has translated that knowledge and 
enthusiasm into developing results-driven programs for many clients including Experience Columbus, 
City of Gatlinburg CVB, VISIT FLORIDA, Cooper Tires, Nova Southeastern University, Balloon Time, 
Materion and The Ohio State University Medical Center, among others. Chrystie is a graduate of the 
E.W. Scripps School of Journalism at Ohio University and has more than 14  years of media experience 
at several agencies in Columbus. 
 
 


Lisa Morales Cook 
Senior Vice President; Brand Planning 
 
With more than 20 years of branding, positioning, research and strategy 
experience, Lisa has defined and solved market opportunities for 
fashion, durable and commercial brands around the world. Creative and 
intuitive, Lisa’s approach to research and strategy draws heavily from 
the social sciences, including behavioral and positive psychology, 
anthropology, and sociology. She has applied these principles to the 
development of products, places, communications, markets and brands 


in three continents. Lisa is an accomplished moderator, communicator and author. Recently, she led, 
co-wrote, and toured for three consecutive years to present an annual study on U.S. consumers, the 
most recent of which focused on the affluent female. She is a graduate of The Ohio State University.  
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Carissa Richardson 
Audio/Video Media Connections Director 
 
Carissa is responsible for managing all aspects of media 
recommendations from research and maintenance to planning, buying 
and post-analysis. Her creativity and drive have inspired unique client 
initiatives with proven results. Carissa is responsible for all media buying 
and planning for the Cincinnati McDonald’s co-op including television, 
radio, out-of-home, sponsorships and digital. In addition to those 
responsibilities, Carissa has developed comprehensive media programs 


for Kent State University, Crown Equipment, West Virginia Department of Health and Human 
Resources and West Virginia Lottery, among others.   
 
Carissa came to Fahlgren Mortine from Starcom Worldwide and has nine years of media buying 
experience. In her time with Starcom, Carissa worked on accounts such as General Motors, US Cellular, 
Applebee’s and Value City Furniture.    
 
 


Megan Smuckler 
Senior Media Connections Planner/Buyer 
 
As a senior media connections planner/buyer, Megan leads the 
execution of secondary research, media planning and buying for various 
accounts, including Balloon Time, Colfax Fluid Handling, CravOn, Krazy 
Glue, Midmark, Panama City Beach CVB and Savannah College of Art 
and Design. Megan’s previous experience includes serving as a senior 
strategist at Morpheus Media in New York City, where she worked with 
clients such as Net-a-Porter, The Outnet, Mr. Porter, GUESS, Alexander 


Wang, Sergio Rossi, Edun and Knoll. Megan is a graduate of the University of Mount Union, where she 
earned her bachelor’s degree in media studies. 
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Robby Herbst 
Senior Search Marketing Manager 
 
Robby brings expertise in search engine optimization, paid search, 
analytics monitoring and copywriting to the Fahlgren Mortine team, 
where he is responsible for managing, analyzing and optimizing paid 
search programs for clients including Experience Columbus, Kent State 
University, Nova Southeastern University, WVU Healthcare, Emerson 
Network Power and Balloon Time. He also manages and optimizes 
search engine optimization campaigns for clients such as Nova 


Southeastern University’s Fischler School of Education, Exel and VinylRoofs.org. 
 
Prior to joining Fahlgren Mortine, Robby was a search engine marketing analyst and copywriter for a 
Columbus digital marketing company, where he performed paid search, search engine optimization, 
copywriting and branding tasks. His clients included Allied Insurance, Lexus, Signs Now and many 
others.  
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Creative 
 


Dave Bowers 
Chief Creative Officer 
 
Dave oversees Fahlgren Mortine’s award-winning creative services 
product and is responsible for creative direction and oversight of all 
creative capabilities. He also plays a key role in enhancing the agency’s 
total service offering, including continuously expanding strategic, digital 
and agency operations. 
 
Throughout his international award-winning career, Dave has fostered 


collaborative and inspirational creative environments that attract diverse talent who understand how 
to transcend medium and know how to intuitively build community around brands. His motivation has 
always been simple; transform clients into partners, translate mundane into extraordinary and turn 
cynical consumers into passionate participators. Dave has delivered award-winning work across all 
media and multiple categories and served notable brands such as Experience Columbus, Gatlinburg 
CVB, Sealy, Frigidaire, Eli Lilly and Company, and Pfizer. 
 
 


Sean Cowan 
Senior Vice President, Digital Experience Director 
 
Sean is responsible for digital creative, development and ensuring a 
quality user experience for a variety of clients. With more than 17 years 
of experience, he works to integrate Fahlgren Mortine’s digital offering 
into the core of the agency’s capabilities. Everything he does with 
interactive must pass his underlying philosophy of “building tools, not 
toys.” He has worked at multiple agencies with clients spanning tourism, 
healthcare, B2B, consumer, and retail industries . 
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Aaron Reiser 
Vice President, Creative Director and User Experience Director 
 
A talented creative director and manager, Aaron drives Fahlgren 
Mortine’s creative digital studio, including all communication design, 
interactive design and concepting for the agency’s clients and partners. 
Working with a talented team of architects, designers and developers, 
Aaron strives to create forward-thinking user experiences that inspire 
audiences and drive results. He loves to push clients to evolve their 
brands as well as architect beautiful and smart digital experiences.  


 
Prior to coming to Fahlgren Mortine, Aaron was the creative lead for the mobile practice at a global 
digital agency. Over the span of four years, he established the practice and built a team of mobile 
experts. He has created both web and mobile campaigns for Panama City Beach CVB, Johnson & 
Johnson, Merck, Cephalon, Cardinal Health, The Ohio State University Wexner Medical Center, 
Mitsubishi, HP, P&G, Head & Shoulders, Gillette Venus, Sherwin-Williams, Purina Cat Chow, Speck, Ace 
Hardware and Kohler, among others. 
 


Bill Marconi 
Associate Creative Director  


 
Bill believes in communicating clear and succinct messages through high 
level concepts. It’s the way he has been cutting through the clutter to 
reach the consumer for more than 20 years. A problem solver with a 
passion for art, Bill naturally looks at projects from a multitude of 
perspectives. It allows him to solve any creative challenge with the 
client’s best interest, voice and brand in mind. His work has earned him 


several awards including an ADDY and recognitions from the Press Club and Admissions Marketing. 
His client experience includes the Columbus Image Collaborative, Panama City Beach CVB, Goodyear, 
ISUZU and Sherwin-Williams. 
 
 


Mike Exner 
Associate Creative Director 
 
Having worked with hundreds of clients, Mike brings a unique 
experience to every ad he writes. His ability to turn complex information 
into a simple, memorable message makes him a real asset to every 
account he works on. Over his more than 20 years in the business, Mike’s 
work has earned a One Show merit award and a number of national 
ADDYs.  
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Greg Wilson 
Senior Art Director, User Experience 
 
Greg works to create interactive designs that enhance brand experiences 
for the end user. His background includes national agencies and 
publishing companies, working with brands that are household names. 
Greg lends his talent to several Fahlgren Mortine clients, including 
McDonald’s, Emerson and the Savannah College of Art and Design.  
 


 


Bill Fioritto 
Senior Art Director 
 
When a client is looking for a brand makeover or an entirely new one, Bill 
usually gets a knock on his door. Bill specializes in creating something 
from nothing, which he enjoys immensely. He has a bachelor’s in fine arts 
from the Columbus College of Art & Design and 10 of experience creating 
fresh, clean and highly effective designs. Bill has worked with the 
McDonald’s brand for several years, and highlights include a South 
Florida McDonald’s ad being published in Graphic Design USA in 2008, 


and leading the development of several elements of the recently successful Nocturnivore campaign, 
which won a Holmes Report Gold SABRE and a PRSA Silver Anvil Award of Excellence. 
 
 


Steve Parker 
Senior Digital Designer  
 
Steve is responsible for designing and laying out everything from websites 
and storyboards to animated Flash banners and After Effects motion 
graphics. With 10 years of experience, Steve keeps his focus on both 
usability and aesthetics in his designs. He has worked with various clients, 
including Panama City Beach CVB, Kent State University, Nova 
Southeastern University, EMH Healthcare and St. Elizabeth Healthcare.  
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Jeff Breckenridge 
Senior Digital Designer 
 
As a senior digital designer, Jeff works with clients such as Krazy Glue, 
McDonald’s, Emerson and Savannah College of Art & Design on projects 
involving interaction design, UI design, animation, motion graphics, 
sound and web design. Jeff’s previous experience includes freelance 
web/interaction and motion design for clients including Leftchannel, Mills 
James Productions, Emerging Marketing and Northeast Ohio 
Endocrinology. Jeff also worked at Resource Interactive as both a motion 


and an interaction designer. While there, he worked on several notable client accounts including HP, 
Wendys and Victoria’s Secret.  
 
 


Michael Altimier 
Designer 
 
Michael supports his clients’ businesses with computer graphics, 
branding and identification. He works on a variety of accounts, including 
Kroger, Simplot, Mission Essential, Crown, Experience Columbus, 
Emerson, McDonald’s and Panama City Beach CVB. Before joining 
Fahlgren Mortine, Michael worked for The Navicor Group in various 
design capacities, including time spent as the art director on two 
accounts, Novocure and Biothrax. He also worked with Seattle Genetics, 


OncogeneX, Millenium, Affymax and Teva.  
 


 
Thea Bergstedt 
Designer 
 
Thea designs attention-grabbing advertising and various print materials 
for Fahlgren Mortine’s clients. Her work has gone on to win several 
awards, including numerous ADDY Awards and Columbus Creative Best 
Awards. Her client experience includes Experience Columbus, Nova 
Southeastern University, McDonald’s, Elmer’s, the City of Columbus and 
Jeni’s Splendid Ice Creams, among others. 
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Jennifer Jenkins 
Vice President, Creative Services 
 
Jennifer has more than 25 years of experience in the advertising/public 
relations industry. Jennifer heads up the agency’s creative services 
department, which includes project management, production and 
proofreading. 
 
One of Jennifer’s areas of expertise is coordinating and directing multi-
faceted projects during all aspects of planning, development and 


production within a high-demand, fast-paced, team environment. She has the keen ability to evaluate 
existing data and systems, identify gaps and redundancies, and implement enhanced processes to 
improve operational performance. Jennifer has broad based management capabilities with strong 
leadership, communication, organizational and decision making skills, which is why she is an integral 
member of the Fahlgren Mortine team. 
 
Her brand experience includes Experience Columbus, Panama City Beach CVB, Gatlinburg CVB, 
McDonald’s, Owens Corning, NAPA, OhioHealth, The Ohio State University Medical Center, Abbott, 
Kahn’s/Hillshire Farms, Huntington Bank, Mead Products, Totes, Cooper Tire, Lexmark, and more. 
 
 


Katie Tebbutt 
Director, Digital Project Management 
  
As the Director for Fahlgren Mortine’s digital project management 
group, Katie manages the digital strategy and handles the day-to-day 
interactive project management tasks for various clients, including 
Experience Columbus, Panama City Beach CVB, Nova Southeastern 
University, among others. With more than 10 years of experience in 
interactive marketing, Katie is able to be a strategic partner to clients, 
understanding their business, anticipating needs and growing each  


          relationship.  
  
Prior to joining Fahlgren Mortine, Katie worked for Blue Diesel as a Senior Account Manager. Katie 
was the owner of, and primary contact for, key client relationships, including Eli Lilly & Company, 
Janssen Pharmaceuticals and Ortho-McNeil Neurologics, to name a few. Acting as a strategic partner 
to understand client business and anticipate needs, she managed and led multidisciplinary teams in 
developing creative solutions and overseeing the implementation of tactical details for each account. 
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Ryan Longbrake 
Senior Digital Account Specialist 
 
 Ryan collaborates with clients to flesh out solutions to their digital 
challenges. His passion for digital marketing, emerging media and 
technology enable him to seamlessly connect all channels of a client’s 
marketing strategy. Ryan has served a variety of clients at Fahlgren 
Mortine, including Franklin Park Conservatory and Botanical Gardens, 
Cooper Tires, NiSource (Columbia Gas), West Virginia Lottery and the 
Columbus Chamber of Commerce.  


 
Prior to joining Fahlgren Mortine, Ryan spent six years in project/account managerial positions in the 
interactive space at Reflex Design & Technology, supporting clients such as Fifth Third Bank and 
American Eagle. 
 
 


Michelle Spalding 
Broadcast Producer 
 
Michelle has been a member of Fahlgren Mortine’s production team 
since 1995. Her clients call her “the Purchase Order Goddess,” a name 
she loves because she’s a little nuts about paper work. It’s why the 
production team wouldn’t be the same or nearly as efficient without her. 
Michelle has produced video and radio spots for a slew of clients 
including Panama City Beach CVB, Gatlinburg CVB, VISIT FLORIDA, 
TourismOhio, NAPA, McDonald’s and Cooper Tire.   


 
 
 


Tim Shoaf  
Sr. Production Manager  
 
Tim has been a fixture at Fahlgren Mortine, and has worked with 
McDonald’s, for over 30 years. He’s maintained relationships with 
McDonald’s point-of-purchase suppliers for more than 30 years as well, 
and has managed the production of in-store and drive-thru point-of-
purchase displays, direct mail, various forms of outdoor advertising, 
billboards and transit advertising. Tim has also worked with Domino’s 
Pizza and Kroger. His knowledge and unparalleled experience in print 


production are big reasons why the agency has been able to continually push the envelope in creating 
attention-grabbing print pieces. 
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EARNED MEDIA PLACEMENTS 


 
On the following pages, please find samples of earned media placements by Fahlgren Mortine and The 
Abbi Agency. 
 
 
 
AOL Travel Feature 
Secured on behalf of Myrtle Beach Area 
Chamber of Commerce/CVB. 
Resulting from outdoor activities pitch to 
writer. 
June 26, 2013 
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New York Post Travel Feature 
Secured on behalf of TourismOhio.  
Resulting from pitch to writer. 
September 16, 2013 
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Parents Magazine 
Placement 
Secured on behalf of 
TourismOhio.  
Resulting from desk-side 
meeting during New York Media 
Mission. 
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Travel + Leisure – America’s Coolest Breweries Roundup 
Secured on behalf of TourismOhio. 
Resulting from direct pitch to writer. 
October 2013 
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New York Times  
Economic Development Story 
July 7, 2014 
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San Francisco Chronicle 
Secured on behalf of North Lake Tahoe 
September 22, 2013 
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NBC San Francisco  
Secured on behalf of North Lake Tahoe 
August 7, 2014 
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Yahoo! Travel  
June 26, 2014 
 


 





		Myrtle Beach CVB: Media Relations Program

		 /Social Media: Weekly—and often daily—posts about the tournament were made via the City’s and DCVB’s Facebook, Twitter and Instagram accounts. Posts included unique facts about the event and the City of Dublin. Posts were frequently shared by variou...

		 Signage and Beautification: Two years prior to the tournament, two signs were erected along Interstate 270 leading into Dublin touting the city’s role as the home to the 2013 Presidents Cup, offering exposure among millions of residents and traveler...
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Neil Mortine Key Personnel: 
(Yes/No) Yes 


Individual’s Title: President and CEO 
# of Years in Classification: 4.5 # of Years with Firm: 28 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Neil Mortine is president and CEO one of the largest independently owned marketing and 
communications firms in the country. His more than 30 years of corporate communications and 
brand marketing management experience has been at full-service agencies serving notable 
brands including McDonald’s, Kroger, Emerson, Cardinal Health, Office of TourismOhio, 
Nationwide Children’s Hospital, and many more. Under his leadership, Fahlgren Mortine has been 
named the Bulldog Reporter’s 2011, 2012 and 2013 Agency of the Year, a finalist for The Holmes 
Report’s 2013 Agency of the Year, a finalist for PRWeek’s 2012 Agency of the Year, and a 2012 
and 2013 PRNews Top Place to Work. Neil was a finalist for the PRWeek Awards PR Professional 
of the Year in 2014 and 2013. 
 
Neil was named to the Smart Business Columbus Power 100 the past six years and was honored 
by the publication with an award as a 2010 Smart Leader. He also was recognized by the Central 
Ohio Chapter of the Public Relations Society of America with the Walt Seifert Award for 
Outstanding Service to PRSSA and the Tom Poling Practitioner of the Year award.  
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Neil has overseen the growth of the agency’s prestigious travel and tourism practice, which is 
currently recognized by O’Dwyer’s as No. 5 nationally. Neil is passionate about the tourism 
industry and has dedicated his career to working with notable brands including current clients, 
such as: TourismOhio (14 years); Gatlinburg CVB (4 years); Myrtle Beach Area Chamber of 
Commerce/CVB (3 years) and former clients, such as Hocking Hills Tourism Association; North 
Dakota National Parks; Appalachian Regional Commission; and many more.  
 
 
 
 
 
 
 
 
. 
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EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 


− Institution Name: The Ohio State University 
− City: Columbus 
− State: Ohio 
− Degree and/or Achievement: Bachelor of Science in Journalism 
− Date Completed/Received: 1977 


 
AWARDS (Won by the individual) 


Information required should include: Award, organization giving the award and date received. 
 


− PR Professional of the Year Honorable Mention, PRWeek (2014) 
− PR Professional of the Year Finalist, PRWeek (2013) 
− Tom Poling PR Practitioner of the Year, Central Ohio Public Relations Society of America 


(2013) 
− Walt Seifert Award for Outstanding Service to PRSA, Central Ohio Public Relations Society 


of America (2006) 
− Smart Leader, Smart Business (2010) 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Marty McDonald Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Senior Vice President, Tourism Practice Leader  
# of Years in Classification: 2 # of Years with Firm: 14 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Marty has worked with Fahlgren Mortine for more than 14 years, and is responsible for leading 
the agency’s integrated tourism practice. Based on 2014 O’Dwyer’s data/rankings, Fahlgren 
Mortine is a top five tourism PR agency nationally. Under Marty’s leadership, clients have won 
extensive national recognition for programs that achieved results, including the US Travel 
Association, HSMAI, DMAI, Travel + Leisure, Travel Weekly, PRSA, Holmes Report, PRWeek and 
many others. 
 


− Senior Vice President and Tourism Practice Leader, Fahlgren Mortine, 2012 – present 
(Clients include TourismOhio, Myrtle Beach CVB, Boise CVB, Columbia CVB, Gatlinburg 
CVB, Dayton CVB, Experience Columbus and City of Westerville) 


− Vice President and Tourism Practice Leader, Fahlgren Mortine, 2009 – 2012 (Clients 
included TourismOhio; Myrtle Beach CVB; Hilton Columbus Downtown; Hocking Hills 
Tourism Association; Resort Rentals by Owner/ResortGems.com; Park Vista Hotel 
(Doubletree by Hilton); Gatlinburg, Tenn. CVB; Pairings Wine & Culinary Center, Geneva, 
Ohio; and Premier Exhibitions) 


− Associate Vice President, Fahlgren Mortine, 2007 – 2009 (Clients included Appalachian 
Regional Commission, Economic Retail Forum; TourismOhio; Standard Register; City of 
Gahanna, Ohio; Innovative Brands, Pert Plus; Fraternal Order of Eagles and Midmark 
Corporation) 


− Account Director, Fahlgren Mortine, 2006 – 2007 (Clients included TourismOhio, 
Appalachian Regional Commission, Eagle Family Foods, Ohio Business Development 
Coalition and Grange Insurance) 


− Account Supervisor, Fahlgren Mortine, 2004 – 2006 (Clients included TourismOhio, Eagle 
Family Foods, American Culinary Federation and Grange Insurance) 


− Senior Account Executive, 2002 – 2004 (Clients included TourismOhio; Bonefish Grill; 
Hannah Neil World of Children, Global Humanitarian Awards; Marlite and American 
Culinary Federation) 


− Account Executive, Fahlgren Mortine, 2001 – 2002 (Clients included TourismOhio; Hannah 
Neil World of Children, Global Humanitarian Awards; Marlite; Log Cabin Syrup and Duncan 
Hines) 


− Account Associate, Fahlgren Mortine, 2000 – 2001 (Clients included TourismOhio, Log 
Cabin Syrup, Duncan Hines, Vigilinx and SubmitOrder.com) 
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RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Office of TourismOhio 


− Timeframe: 2000 – present 
− Company Name: Office of TourismOhio (a Fahlgren Mortine client) 
− Company Location: Columbus, Ohio 
− Position Title During the Term of the Contract/Project: Account Associate, Account 


Executive, Senior Account Executive, Account Supervisor, Account Director, Associate 
Vice President, Vice President, Senior Vice President 


− Details of the Contract Project: Fahlgren Mortine has served as public relations agency of 
record for 14 years, and for a period of about 3 years, served as integrated agency of 
record. Marty serves as strategic counselor, providing integrated leadership and oversight 
to the team, as well as leading strategic partnership initiatives with private-sector 
businesses such as Honda, McDonald’s and many others.  


 
Myrtle Beach Area Chamber of Commerce/CVB 


− Timeframe: 2011 – present 
− Company Name: Myrtle Beach Area Chamber of Commerce/CVB (a Fahlgren Mortine 


client) 
− Company Location: Myrtle Beach, S.C. 
− Position Title During the Term of the Contract/Project: Vice President, Senior Vice 


President 
− Details of the Contract Project: Fahlgren Mortine is the public relations agency of record 


for the Myrtle Beach Area Chamber of Commerce/CVB, and also provides integrated 
marketing and social media support as needed. Marty serves as strategic lead and 
counselor on the account, leading planning efforts and new campaign initiatives.  


 
Boise Convention and Visitors Bureau 


− Timeframe: April 2014 – present 
− Company Name: Boise Convention and Visitors Bureau (a Fahlgren Mortine client) 
− Company Location: Boise, Idaho 
− Position Title During the Term of the Contract/Project: Senior Vice President 
− Details of the Contract Project: Following a national search, Fahlgren Mortine was selected 


as the public relations agency of record for the CVB, focusing on national, regional, trade 
and meetings-focused PR. Marty is active in the account, providing ongoing counsel, team 
staffing direction, and support on projects including announcements of new air service, 
etc.  


 
Midlands Authority for Sports, Conventions and Tourism (Columbia, S.C. CVB) 


− Timeframe: May 2014 – present  
− Company Name: Midlands Authority for Sports, Conventions and Tourism (a Fahlgren 


Mortine client) 
− Company Location: Columbia, S.C. 
− Position Title During the Term of the Contract/Project: Senior Vice President 
− Details of the Contract Project: Following a national search, Fahlgren Mortine was selected 


as the public relations agency of record for the CVB, focusing on national media 
opportunities and FAM tours.  


 
Dayton Convention and Visitors Bureau 


− Timeframe: August 2013 – March 2014 
− Company Name: Dayton/Montgomery County Convention and Visitors Bureau (a Fahlgren 


Mortine client) 
− Company Location: Dayton, Ohio 
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− Position Title During the Term of the Contract/Project: Senior Vice President 
− Details of the Contract Project: Rebranding/Graphic Identity; Marty served as lead agency 


contact and project manager, overseeing the coordination among brand strategists, 
creative team/designers and digital consultants; Marty also prepared regular reports and 
presentations for key stakeholders including community leaders and the CVB Board of 
Directors. 


 
Franklin County Convention Facilities Authority, d.b.a. Hilton Columbus Downtown 


− Timeframe: April 2012 – January 2013 
− Company Name: Hilton Columbus Downtown (a Fahlgren Mortine client) 
− Company Location: Columbus, Ohio 
− Position Title During the Term of the Contract/Project: Vice President, Senior Vice 


President 
− Details of the Contract Project: Fahlgren Mortine was selected for grand opening media 


relations, marketing and event planning for the grand opening of Columbus’ new premier 
convention hotel. During the contract period, Marty provided strategic oversight and 
planning support, and remained in contact with Hilton corporate contacts in New York. 


 
Hocking Hills Tourism Association 


− Timeframe: 2010 – 2013  
− Company Name: Hocking Hills Tourism Association (a Fahlgren Mortine client) 
− Company Location: Logan, Ohio 
− Position Title During the Term of the Contract/Project: Associate Vice President 
− Details of the Contract Project: Marty served as strategic counselor for two contracts 


when Fahlgren Mortine served as public relations AOR (2010) and social media AOR (2010 
– 2013). Marty was active in agency planning, and worked with client contact to ensure 
program met satisfaction standards.  


 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
− Institution Name: Capital University 
− City: Columbus 
− State: Ohio 
− Degree and/or Achievement: Bachelor of Arts, Organizational Communications; 


Community Services and Public Administration Concentration 
− Date Completed/Received: 2000 


 
AWARDS (Won by the individual) 


Information required should include: Award, organization giving the award and date received. 
 


− Leadership Dayton Class of 2014, Dayton Chamber of Commerce (2014) 
− Forty Under 40 Award, Dayton Business Journal (2013)  
− Forty Under 40 Award, Business First of Columbus (2004)  
− Young Professional of the Year (national winner), PRWeek (2003)  
− Rising Star Award, Central Ohio Public Relations Society of America (2002) 
− Bronze Anvil Award of Commendation, Public Relations Society of America (2014) 
− Bronze Anvil, Public Relations Society of America (2014) 
− Silver Magellan, Travel Weekly (2013) 
− SMITTY Award, Travel + Leisure (2013) 
− Destiny Award, U.S. Travel Association (2013) 
− One Gold and Two Silver Adrian Awards, Hospitality Sales & Marketing Association 


International (HSMAI) (2013) 
− Silver SABRE, Holmes Report (2013) 
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− Silver SABRE Certificate of Excellence, Holmes Report (2013) 
− Bronze Anvil, Public Relations Society of America (2013) 
− Silver SABRE, Holmes Report (2011) 
− Bronze Anvil, Public Relations Society of America (2011) 
− Mercury Award, U.S. Travel Association (2010) 
− Bronze Anvil, Public Relations Society of America (2008) 
− Silver Anvil, Public Relations Society of America (2007) 
− Bronze Anvil, Public Relations Society of America (2007) 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Jeff Scott Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Vice President, Account Director 


# of Years in Classification: 1 # of Years with Firm: 2.5 
years 


 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Vice President, Account Director, Fahlgren Mortine, 2013 – 2014 (Clients include: 


Experience Columbus, Columbus Region (Economic Development), Gatlinburg CVB,  
Panama City Beach CVB, North Dakota Department of Commerce, West Virginia Lottery, 
West Virginia Department of Health and Human Resources ) 


− Account Director, Fahlgren Mortine, 2012 – 2013 (Clients included: Experience Columbus, 
Columbus Region (Economic Development), Panama City Beach CVB, Nova Southeastern 
University) 


− Account Director, Engauge,  2010 – 2012 (Clients included: Woodford Reserve Kentucky 
Bourbon, Champion Spark Plugs) 


− Account Supervisor, Engauge, 2007 – 2010 (Clients included: WhiteWave Foods: 
International Delight, Land O Lakes Half & Half, NGK Spark Plugs) 


− Account Supervisor, Cramer-Krasselt Chicago, 2005 – 2007 (Clients included: Corona, 
Corona Light, Negra Modelo, Modelo Especial) 


− Senior Account Executive, Cramer-Krasselt Chicago, 2004 – 2005 (Clients included: Hyatt 
Hotels and Resorts) 


− Account Executive, Ogilvy & Mather Chicago, 2001 – 2004 (Clients included: Miller 
Genuine Draft, BP) 


− Account Executive, FCB Chicago, 2000 – 2001 (Clients included: BlueCross BlueShield 
Association, Quaker Oats) 


− Account Executive, Y&R Detroit, 1999 – 2000 (Clients included: MGM Grand Detroit 
Casino, Dupont Automotive) 


 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Experience Columbus/CVB 


− Timeframe: 2013 - 2014 
− Company Name: Experience Columbus/CVB (a Fahlgren Mortine client) 
− Company Location: Columbus, Ohio 
− Position Title During the Term of the Contract/Project: VP, Account Director 
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− Details of the Contract Project: Jeff oversees the strategic development and execution of 
fully integrated campaigns including the “Life In Cbus” talent recruitment campaign 
targeting young professionals/millennials for the Columbus CVB.  


 
Panama City Beach/CVB 


− Timeframe:2012 - 2014 
− Company Name: Panama City Beach/CVB (a Fahlgren Mortine client) 
− Company Location: Panama City Beach, Florida 
− Position Title During the Term of the Contract/Project: VP, Account Director 
− Details of the Contract Project: Jeff oversees the strategic development and execution of 


fully integrated campaigns for the Panama City Beach CVB. 
 
Gatlinburg/CVB 


− Timeframe:2014 
− Company Name: Gatlinburg/CVB (a Fahlgren Mortine client) 
− Company Location: Gatlinburg, Tennessee 
− Position Title During the Term of the Contract/Project: VP, Account Director 
− Details of the Contract Project: Jeff oversees the strategic development and execution of 


fully integrated campaigns for the Gatlinburg CVB. 
 
 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 


− Institution Name: Anderson University 
− City: Anderson 
− State: Indiana 
− Degree and/or Achievement: Bachelor of Arts, Communications and Marketing 
− Date Completed/Received: 1999 


 
 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
− PRISM, Central Ohio PRSA, 2014 
− PRISM, Central Ohio PRSA, 2013 
− Silver and Bronze Adrian Award, Hospitality Sales and Marketing Association 


International, 2013 
− Gold Davey Award, 2013 
− ADDY, West Virginia Chapter of the American Advertising Federation, 2013 
− Magellan Award, Travel Weekly, 2011 
− Silver Adrian Award, Hospitality Sales and Marketing Association International, 2011  
− One Show Pencil, NGK Spark Plugs, 2010 
− Gold Effie, Corona, 2006  
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Ann Marcum Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Senior Counselor 
# of Years in Classification: 1 # of Years with Firm: 8 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Senior Counselor, Fahlgren Mortine, 2013 – Present (Clients include Columbus 


Region/Columbus 2020, Columbus Chamber, Capital University) 
− Senior Account Specialist, Fahlgren Mortine, 2009 – 2013 (Clients included Elmer’s, 


Longaberger, Liebert) 
− Account Specialist, Fahlgren Mortine, 2008 – 2009 (Clients included Balloon Time, White 


Hat Management, Pert Plus) 
− Assistant Director of Media Relations, Ohio Wesleyan University, 2006 – 2008  
− Account Executive, Fahlgren Mortine, 2005 – 2006 (Clients included Grange Insurance, 


Exel) 
− Account Associate, Fahlgren Mortine, 2004 – 2005 (Clients included Eagle Brand, Lexis 


Nexis, Buckingham Doolittle & Burroughs) 
 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Myrtle Beach Area Chamber of Commerce/CVB 


− Timeframe: 2011 – Present 
− Company Name: Myrtle Beach Area Chamber of Commerce/CVB (a Fahlgren Mortine 


client) 
− Company Location: Myrtle Beach, S.C. 
− Position Title During the Term of the Contract/Project: Senior Account Specialist, Senior 


Counselor 
− Details of the Contract Project: Ann serves as the media relations lead on the account, 


leading pitch efforts and overall outreach strategy. She has supported various campaigns 
over the last three years, including 60 Miles in 60 Days and Travel Saturday, and regularly 
leads media mission events and coordinates FAM trips. She has secured vital coverage in 
outlets ranging from Associated Press and CBS Saturday Morning to Huffington Post and 
Budget Travel. 


TourismOhio 
− Timeframe: 2004 – 2006 and 2008 – Present 
− Company Name: TourismOhio (a Fahlgren Mortine client) 
− Company Location: Columbus, Ohio 
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− Position Title During the Term of the Contract/Project: Senior Counselor, Senior Account 
Specialist, Account Specialist, Account Executive, Account Associate 


− Details of the Contract Project: Starting on the account a decade ago as a media relations 
assistant, Ann now leads TourismOhio’s national media relations efforts and guides in-
state and key feeder market strategy. Her placements have appeared in Maxim, Parents, 
Food & Wine and USA Today, and on MSNBC.com, CNN.com and more, on topics ranging 
from Ohio’s aviation history to the state’s beer/spirit offerings and even “glamping.” She 
also regularly leads media mission events and coordinates FAM trips.  


North Dakota National Parks 
− Timeframe: 2005 – 2006 
− Company Name: North Dakota National Parks (a Fahlgren Mortine client) 
− Company Location: Bismarck, N.D. 
− Position Title During the Term of the Contract/Project: Account Executive 
− Details of the Contract Project: Ann was responsible for promoting North Dakota’s three 


national parks – Theodore Roosevelt National Park, Fort Union Trading Post, and 
International Peace Garden – to a national media audience. She successfully coordinated 
a visit for two AAA Journeys writers, resulting in a multi-page feature on North Dakota’s 
National Parks.  


 
EDUCATION 


Information required should include: institution name, city, state,  
degree and/or Achievement and date completed/received. 


 
− Institution Name: Capital University 
− City: Columbus 
− State: Ohio 
− Degree and/or Achievement: Bachelor of Arts in Public Relations 
− Date Completed/Received: 2004 


 
AWARDS (Won by the individual) 


Information required should include: Award, organization giving the award and date received. 
 


− Bronze Anvil Award of Commendation, Public Relations Society of America (2014) 
− Bronze Anvil, Public Relations Society of America (2014) 
− Silver Magellan, Travel Weekly (2013) 
− SMITTY Award, Travel + Leisure (2013) 
− One Gold and Two Silver Adrian Awards, Hospitality Sales & Marketing Association 


International (HSMAI) (2013) 
− Bronze Anvil, Public Relations Society of America (2013) 
− Bronze Anvil, Public Relations Society of America (2011) 
− Mercury Award, U.S. Travel Association (2010) 
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: John Curtis Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Senior Vice President, Boise Managing Director 
# of Years in Classification: 1 # of Years with Firm: 1 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Senior Vice President, Boise Managing Director, Fahlgren Mortine, 2013 – Present (clients 


include Boise CVB, Simplot, Scentsy and Idaho Foodbank) 
− Executive Vice President, Scentsy, Inc, 2009 – 2013 (led marketing, PR and social media 


for large, growing direct selling company) 
− Director, Hewlett-Packard, 2003 – 2009 (company messaging, executive communications) 
− Marketing Manager, Print, Inc., 2001 – 2003  
− Communications Manager, Hewlett-Packard, 1992 – 2001 (communications and PR for 


printing group) 
− Senior Account Supervisor, Ketchum PR, 1989 – 1992 (clients included American Express 


Travel Card, Philips Lighting, Banker’s Trust and Marion Merrill Dow) 
− Senior Associate, Coltrin & Associates, 1986 – 1989 (clients spanned technology and 


agriculture industries) 
 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Boise CVB 


− Timeframe: 2014 – Present  
− Company Name: Boise CVB (a Fahlgren Mortine client) 
− Company Location: Boise, Idaho 
− Position Title During the Term of the Contract/Project: Senior Vice President 
− Details of the Contract Project: John supports the day-to-day requirements and promotion 


needs of the Boise CVB account, including campaign strategy, messaging, media pitching, 
spokesperson training, etc.  


American Express Travel Card 
− Timeframe:  1989 – 1991  
− Company Name: American Express (a Ketchum PR client) 
− Company Location: New York City 
− Position Title During the Term of the Contract/Project: Senior Account Supervisor 
− Details of the Contract Project: John participated in promoting the American Express 


Travel Card with strategy, media relations and messaging. 
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EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 


− Institution Name: Brigham Young University 
− City: Provo 
− State: Utah 
− Degree and/or Achievement: Bachelor of Science in Communications/Public Relations 
− Date Completed/Received: 1986 


 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
− PRSA Silver Anvil Award of Excellence, Scentsy and Idaho Foodbank, 2011 
− PRSA Silver Anvil, GTE Telecommunications, 1992 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Kimberly Miles Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Senior Account Specialist 
# of Years in Classification: 2.5 # of Years with Firm: 2.5 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Senior Account Specialist, Fahlgren Mortine, 2012 – Present (Clients include Myrtle Beach 


Area Chamber of Commerce/CVB, Boise CVB and Kidde) 
− Public Relations Manager, Myrtle Beach Area Chamber of Commerce/CVB, 2007 – 2012  
− Festivals and Special Events Manager, Myrtle Beach Area Chamber of Commerce/CVB, 


2006 – 2007  
− Lifestyles Marketing Assistant, Centex Homes, 2006 
− Marketing Assistant/Graphic Designer, Gilmore Entertainment Group, LLC, 2005 


 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Myrtle Beach Area Chamber of Commerce/CVB 


− Timeframe: 2006 – Present 
− Company Name: Fahlgren Mortine (2012 – Present) and Myrtle Beach Area Chamber of 


Commerce/CVB (2006 – 2012) 
− Company Location: Myrtle Beach, S.C. 
− Position Title During the Term of the Contract/Project: Senior Account Specialist  


(2012 – Present), Public Relations Manager (2007 – 2012) and Festivals and Special Events 
Manager (2006 – 2007) 


 
Details of the Contract: 
 


1. As Senior Account Specialist: Kimberly serves as the Myrtle Beach based office 
representative and as needed national spokesperson for the Myrtle Beach account. 
Kimberly provides strategic and media relations support including in-market media 
hostings, group press visits, out of market media tours and events, monitoring and 
measurement and overall travel and tourism media relations. Kimberly has supported the 
Myrtle Beach team through several campaigns including 60 Miles in 60 Days fall campaign, 
Never Seen the Ocean summer campaign, Travel Saturday, Military Campaign, air service 
campaigns and many others. Kimberly also has managed the coordination of both large 
and small media events for the team in Toronto, Montreal and New York City.  
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2. As Public Relations Manager: Kimberly managed the national and international media 
relations for the destination, supervised two national PR agencies as well as planned and 
executed the PR program, campaigns and annual communication budget of roughly 
$500,000. Maintained and updated resources for media such as press kits, online 
newsroom, press releases and digital assets. Served as spokesperson for the organization 
to local, national and international media including during crisis situations such as 
wildfires and hurricanes. Cultivated working relationships with over 400 journalists 
primarily in travel and tourism, lifestyle and trade media. Hosted on group press trips and 
individual visits 180 journalists in market including creating a Media VIP pass with 
participation from over 50 area businesses. Pitched and placed nearly 100 stories with 
such outlets as Budget Travel, Toronto Star, USA Today, Meetings South, AAA Go 
Magazine and The Daily Meal. Worked with outlets such as Peter Greenberg Radio Show, 
The Travel Channel’s Samantha Brown, The Colbert Report, CBS Early Show, HBO’s 
Eastbound and Down and TLC’s The Cake Boss. Executed marketing promotional 
partnerships with Fandango, Woman’s Day, Frommers and Tropical Smoothie Cafe. 
Handled all media aspects of three presidential primary debates (Two in 2008; One in 2012) 
in conjunction with Fox News and CNN. 
 


3. As Festivals and Special Events Manager: Kimberly managed and produced the 
organization’s major festivals and events ranging in attendance from 10,000 to 100,000. 
This included logistics management of festival production included talent booking, 
exhibitor and vendor placement, volunteer management, security and overall event duties. 
Oversaw the logistics for major publicity generating events such as The World’s Tallest 
Sandcastle and Major League Eating BBQ Sandwich Competition. Acquired sponsorships 
for all festivals totaling nearly $100,000; the largest amount in any year history. Formed 
sponsor partnerships with businesses such as Food Lion, South Carolina Education 
Lottery, Best Western, Pepsi, Lennar Homes and Wendy’s. 
 


Boise Convention and Visitors Bureau 
− Timeframe: March 2014 – Present 
− Company Name: Boise CVB (a  Fahlgren Mortine client) 
− Company Location: Boise, Idaho 
− Position Title During the Term of the Contract/Project: Senior Account Specialist  
− Details of the Contract: Kimberly serves as a travel and tourism and media relations 


specialist on the Boise team. Kimberly recently handled coordination of two media 
missions for Boise in Denver and New York City. Kimberly led the New York City media 
mission including a dinner event. Meetings were secured with such outlets as Food and 
Wine, Travel + Leisure, Conde Nast Traveler, Fitness and ABC News Digital. 


 
TourismOhio   


− Timeframe: Winter 2013 – Present  
− Company Name: TourismOhio (a Fahlgren Mortine client) 
− Company Location: Columbus, Ohio 
− Position Title During the Term of the Contract/Project: Senior Account Specialist  
− Details of the Contract: Kimberly provided media relations support for New York City 


media missions for Tourism Ohio in the winter of 2013 and in 2014.  
 
Gilmore Entertainment Group, LLC 


− Timeframe: 2005 
− Company Name: Gilmore Entertainment Group, LLC 
− Company Location: Myrtle Beach, S.C. 
− Position Title During the Term of the Contract/Project: Marketing Assistant/Graphic 


Designer  
− Details of the Contract: Kimberly facilitated the organization of multiple marketing projects 


internally and through outside vendors and also managed and maintained all media and 







Revised:  09-25-13 Resume Form Page 3 of 3 


press materials. Kimberly served as Art Director of The Carolina Opry Theater's Fall 2005 
season and produced multiple design projects. 


 
Shakespeare’s Globe Theatre 


− Timeframe: 2004 
− Company Name: Shakespeare’s Globe Theatre 
− Company Location: London, England 
− Position Title During the Term of the Contract/Project: GlobeLink Intern and Education and 


Communications  
− Details of the Contract: Kimberly was responsible for daily administration of Globe 


Education’s membership scheme of over 1,000 participants including Adopt An Actor 
Program and video conferences. She conducted an audit of the GlobeLink website and 
made significant improvements to functionality and design. She assisted in 
communications work for the Globe’s Shakespeare and Islam Week and provided 
operational support during special events and lectures.  


 
EDUCATION 


Information required should include: institution name, city, state,  
degree and/or Achievement and date completed/received. 


 
− Institution Name: James Madison University 
− City: Harrisonburg 
− State: Virginia 
− Degree and/or Achievement: Bachelor of Arts in Media Arts and Design and History  
− Date Completed/Received: 2004 


 
AWARDS (Won by the individual) 


Information required should include: Award, organization giving the award and date received. 
 


− 30 Under 30 Recognition for Future Destination Marketing Leader, Destination Marketing  
      Association International (2011) 
− Plaque of Appreciation, Society of American Travel Writers Freelance Council (2008) 
− Certificate of Achievement, Sponsorship and Revenue Track, International Festivals and  
      Events Association (2007) 
− Four Central Ohio PRISM Awards, Central Ohio Public Relations Society of America (2013) 
− Destiny Award, U.S. Travel Association (2013) 
− Silver Magellan Award, Travel Weekly (2013)  
− One Gold and One Silver Adrian Award, Hospitality Sales & Marketing Association  


International (2013) 
− SMITTY Award, Travel + Leisure (2013)  
− One Silver and One Bronze Adrian Award, Hospitality Sales & Marketing Association  
  International (2012)  
− Silver Magellan Award, Travel Weekly (2012)  
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Erin Maggied Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Account Supervisor 
# of Years in Classification: < 1 # of Years with Firm: 1.5 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Account Supervisor, Fahlgren Mortine, 2014 – Present (Clients include Myrtle Beach 


Chamber of Commerce/CVB, Cardinal Health, Elmer’s and Pelotonia) 
− Senior Account Executive, Fahlgren Mortine, 2013 – 2014(Clients include Myrtle Beach 


Chamber of Commerce/CVB, Cardinal Health, Elmer’s and Pelotonia) 
− Media Relations Senior Specialist, Nationwide Children’s Hospital, 2012 – 2013  
− Media Relations Specialist, Nationwide Children’s Hospital, 2010 – 2012  
− Account Associate, Fahlgren Mortine, 2009 – 2010  (Clients included White Hat 


Management, Pert Plus, Donatos Pizza, Franklin Park Conservatory and Botanical 
Gardens, Morton’s Steakhouse and Kroger) 


 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Myrtle Beach Area Chamber of Commerce/CVB 


− Timeframe: 2013 – Present  
− Company Name: Myrtle Beach Area Chamber of Commerce/CVB (a Fahlgren Mortine 


client) 
− Company Location: Myrtle Beach, S.C. 
− Position Title During the Term of the Contract/Project: Senior Account Executive 
− Details of the Contract Project: Erin supports the day-to-day needs of the Myrtle Beach 


account, including coordinating media missions to New York, Washington, D.C. and 
Atlanta, assisting in media pitching and organizing familiarization trips to top-tier 
journalists and bloggers. Erin supports the Myrtle Beach team through several campaigns, 
including Facebook One Million, Travel Saturday and Making Waves.  
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−  
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 


− Institution Name: Ohio Dominican University 
− City: Columbus 
− State: Ohio 
− Degree and/or Achievement: Bachelor of Arts in Public Relations 
− Date Completed/Received: 2009 


 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
− Central Ohio PRism Award, Central Ohio Public Relations Society of America (2014) 
− Central Ohio Prism Award of Excellence (2014) 
− Bronze Anvil Award of Commendation, Public Relations Society of America (2014) 


 
 







Revised:  09-25-13 Resume Form Page 1 of 2 


PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Janelle Huelsman Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Senior Account Executive 
# of Years in Classification: 1.5 # of Years with Firm: 4 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Senior Account Executive, Fahlgren Mortine, 2013 – Present (Clients include Emerson 


Network Power, American Chemical Society and the J.R. Simplot Company) 
− Account Executive, Fahlgren Mortine, 2011 – 2012  (Clients include The Scotts Miracle-Gro 


Company, Pelotonia and Capital University) 
− Account Associate, Fahlgren Mortine, 2010 – 2011 (Clients include Cardinal Health, Cliffs 


Natural Resources and Glimcher Realty Trust)  
 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Boise Convention and Visitors Bureau 


− Timeframe: 2014 – Present  
− Company Name: Boise Convention and Visitors Bureau (a Fahlgren Mortine client) 
− Company Location: Boise, Idaho 
− Position Title During the Term of Contract/Project: Senior Account Executive 
− Details of the Contract Project: Janelle supports the day-to-day needs of the Boise CVB 


account, including writing press materials, media pitching, media reporting and desk side 
media meetings. 


 
Experience Columbus 


− Timeframe: 2013 – Present  
− Company Name: Experience Columbus (a Fahlgren Mortine client) 
− Company Location: Columbus, Ohio 
− Position Title During the Term of Contract/Project: Senior Account Executive 
− Details of the Contract Project: Janelle supports the day-to-day needs of the Experience 


Columbus account, including writing press materials, contributing to integrated marketing 
campaigns, pitching industry trade publications and managing client and budget needs 
and expectations. 
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Franklin Park Conservatory and Botanical Gardens 
− Timeframe: 2010 – 2013  
− Company Name: Franklin Park Conservatory and Botanical Gardens (a Fahlgren Mortine 


client) 
− Company Location: Columbus, Ohio 
− Position Title During the Term of Contract/Project: Senior Account Executive, Account 


Executive and Account Associate 
− Details of the Contract Project: Janelle supported the day-to-day needs of the Franklin 


Park Conservatory and Botanical Gardens accounting, including regional and national 
media relations, management of a website redesign and contributions to a rebranding 
campaign.  


 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 


− Institution Name: Ohio University 
− City: Athens 
− State: Ohio 
− Degree and/or Achievement: Bachelor of Science in Journalism 
− Date Completed/Received: 2010 


 
AWARDS (Won by the individual) 


Information required should include: Award, organization giving the award and date received. 
 


− Executive Committee Member, Public Relations Society of America New Professionals 
Section (2014 and 2013) 


− Rising Star Award, Central Ohio Public Relations Society of America (2013) 
− Two Central Ohio PRism Awards, Central Ohio Public Relations Society of America (2014) 
− Award of Excellence, Central Ohio Public Relations Society of America (2014) 
− Central Ohio PRism Award, Central Ohio Public Relations Society of America (2013) 
− Two Awards of Excellence, Central Ohio Public Relations Society of America (2013) 
− Award of Excellence, Central Ohio Public Relations Society of America (2012) 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Caroline Allan Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Account Executive 
# of Years in Classification: 1 # of Years with Firm: 2 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Account Executive, Fahlgren Mortine, 2013 – Present (Clients include Elmer’s, Camp 


Invention, Mid-Ohio Regional Planning Commission, Pelotonia) 
− Account Associate, Fahlgren Mortine, 2012 – 2013 (Clients included Ohio Manufacturers 


Association, Cardinal Health, Balloon Time, Emerson Network Power) 
− Internship Coordinator, Fahlgren Mortine, 2013 – 2014 


 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Myrtle Beach Area Chamber of Commerce/CVB 


− Timeframe: 2012 – Present  
− Company Name: Myrtle Beach Area Chamber of Commerce/CVB (a Fahlgren Mortine 


client) 
− Company Location: Myrtle Beach, S.C. 
− Position Title During the Term of the Contract/Project: Account Executive 
− Details of the Contract Project: Caroline supports the day-to-day needs of the Myrtle 


Beach account, including media pitching, drafting award entries, managing relationships 
with matte release vendors, and various research projects. Caroline also supports the 
Myrtle Beach team as the lead contact for the meetings and groups offerings within the 
destination. In this role, Caroline works with various corporate meeting/group travel 
publications to secure media placements and arrange in-market visits for the media. 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 


− Institution Name: Ohio University 
− City: Athens 
− State: Ohio 
− Degree and/or Achievement: Bachelor of Science in Journalism 
− Date Completed/Received: 2012 
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AWARDS (Won by the individual) 


Information required should include: Award, organization giving the award and date received. 
 


− PR Making a Difference Award, Council of Public Relations Firms (2014) 
− Central Ohio PRism Award, Central Ohio Public Relations Society of America (2014) 
− Central Ohio PRism Award of Excellence (2014) 
− Bronze Anvil Award of Commendation, Public Relations Society of America (2014) 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Abbi Agency  


 
Check the appropriate box as to whether the proposed individual is prime contractor staff or subcontractor 
staff. 


Contractor:  Subcontractor: X 
 


The following information requested pertains to the individual being proposed for this project. 


Name: Abbi Whitaker   Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Owner/ President  
# of Years in Classification: 17 # of Years with Agency: 6 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Owner/ President, The Abbi Agency, 2008 – 2014 (Serving as Owner/ President) 
− Vice President, Lyman Public Relations, 2004 – 2009 (Serving firm as member of its Senior 


Executive Team) 
− Account Executive, Switchback Public Relations, 2002 – 2005 (employed as Account 


Executive)  
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 


− Timeframe: 2008 – Present  
− Company Name: The Abbi Agency   
− Company Location: Reno, NV  
− Position: Owner/ President 
− Details of the Position: Abbi has worked with numerous firms in the travel and tourism 


industries, including Post Planner, North Lake Tahoe, VISIT Fallon, EDAWN, Offerpop, 
Nature’s Bakery, Odyssey Teams, Campo, The Peppermill Resort, Fast Wrap, the Sugar 
Bowl Resort, and many others.  


 
− Timeframe: 2004 – 2008 
− Company Name: Lyman Public Relations   
− Position: Vice President 
− Details of the Position: Managed national public relations campaigns for The Trump Ocean 


Resort Baja, Intrawest, Wildhorse Meadows, Streamline Towers, Mammoth Mountain, The 
Village at Squaw Valley USA, Lake Las Vegas, Centex Resort Development, Punta 
Dominical, and Limocito.  


 
− Timeframe: 2002 – 2005 
− Company Name: Switchback Public Relations  
− Position: Account Executive 
− Details of the Position:  Managed Media Relations for Embassy Suites, The New Sheridan 


Hotel, Ski Lake Tahoe, and East West Partners.  
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EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 


− Institution Name: University of Nevada-Reno 
− City: Reno 
− State: Nevada 
− Degree and/or Achievement: Bachelor of Arts, Journalism 
− Date Completed/Received: 2003 


 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
− 2013 NCET Presidents Award 
− American Marketing Association Influencer of the Year – 2013 
− The Chamber Business of the Year 2012 
− Best Use of Content Marketing for Brand Journalism (Finalist) – PR Daily, 2013 
− PR News Best Infographic (Finalist) 
− National Media Relations (Finalist) – PR Daily, 2011 
− Best PR Agency -- Reno News & Review, 2012, 2013, 2014 
− Best PR Person – Reno News & Review, 2012, 2013, 2014 
− PRSA Silver Spike Media Relations Winner –2009, 2011, 2012, 2014 
− Entrepreneur of the Year Finalist – Reno Gazette Journal, 2011 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Abbi Agency  


 
Check the appropriate box as to whether the proposed individual is prime contractor staff or subcontractor 
staff. 


Contractor:  Subcontractor: X 
 


The following information requested pertains to the individual being proposed for this project. 


Name: Patrick Ty Whitaker Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Owner/ Chief Operating Officer  
# of Years in Classification: 6 # of Years with Agency: 6 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Owner/ Chief Operating Officer, The Abbi Agency, 2008 – 2014 (Serving as Owner/ COO) 
− Sales and Marketing, Corps JD, 2008 – 2010 (Serving firm as member of Sales and 


Marketing Team) 
RELEVANT TOURISM INDUSTRY EXPERIENCE 


Information required should include:  timeframe, company name, company location, position title held during 
the term of the contract/project and details of contract/project. 


 
− Timeframe: 2008 - 2014 
− Company Name: The Abbi Agency   
− Company Location: Reno, NV  
− Position: Owner/ Chief Operating Officer 
− Details of the Position: Ty has worked diligently to place The Abbi Agency among the top  


PR and marketing firms of Nevada and nationwide. The company is sought-after force in 
the travel and tourism industries, boasting such clients as Post Planner, North Lake 
Tahoe, Trump International, Playground, the S & P Destination Group, Mammoth Mountain, 
Odyssey Teams, Fast Wrap, the Sugar Bowl Resort, and many others.   


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 


− Institution Name: University of Nevada Reno 
− City: Reno 
− State: Nevada 
− Degree and/or Achievement: Bachelor of Sciences, Environmental Science 
− Date Completed/Received: 2004 
− Professional Wetland Scientist Certification – 2004   


 
− Institution Name: University of Nevada Reno 
− City: Reno 
− State: Nevada 
− Degree and/or Achievement: MBA, Marketing   
− Date Completed/Received: Expected Graduation Date: 2015 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Abbi Agency  


 
Check the appropriate box as to whether the proposed individual is prime contractor staff or subcontractor 
staff. 


Contractor:  Subcontractor: X 
 


The following information requested pertains to the individual being proposed for this project. 


Name: Jenny Kendrick Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Public Relations Director  
# of Years in Classification: 1 # of Years with Agency: 1 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
       


− Public Relations Director, The Abbi Agency, 2013 - 2014 
− Marketing Content Coordinator, Tahoe Donner, 2013 – 2014 (Served as Public Relations 


contact for Tahoe Donner News)  
− Public Relations Manager, Alpine Meadows Ski Resort, 2011 - 2013 (Served as Public 


Relations Manager/ Spokesperson) 
− Account Supervisor, Switchback PR + Marketing, Inc. Coordinator, 2014 – 2012 (Promoted 


to Account Supervisor from Senior Account Executive from Account Executive during 
tenure)  


 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 


 
− Timeframe: 2013 - 2014 
− Company Name: Tahoe Donner  
− Company Location: Truckee, CA  
− Position: Media Content Coordinator  
− Details of the Position: Jenny was the public relations contact for the Tahoe Donner 


Association, managing the association’s media relations and outreach programs. 
 


− Timeframe: 2004 – 2012 
− Company Name: Alpine Meadows Ski Resort  
− Position: Public Relations Manager 


Details of the Position: Served as daily Public Relations Manager and Spokesperson; 
working with Public Relations Manager of Squaw Valley to secure media exposure for both 
mountains; planning and overseeing media relations and outreach programs.  


 
− Timeframe: 2004 – 2012 
− Company Name: Switchback PR + Marketing 
− Position: Account Supervisor 
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− Details of the Position: Worked closely with the following organizations: Truckee Donner 
Chamber of Commerce; The Resort at Port Ludlow; Reno-Sparks Convention and Visitors 
Authority (RSVCA); Ardica Ski Lake Tahoe; Ruby Mountain Helicopter Skiing, Cal Neva 
Resort Spa & Casino, Embassy Suites Lake Tahoe Resort; Canyon Springs of Truckee, 
Artown. Additionally. Established collaborate with California Travel and Tourism 
Commission (CTTC) on behalf of several clients.    


 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 


− Institution Name: University of California, Santa Barbara 
− City: Santa Barbara 
− State: California 
− Degree and/or Achievement: Bachelor of Art Science in Environmental Studies 
− Date Completed/Received: 1998 


 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Abbi Agency  


 
Check the appropriate box as to whether the proposed individual is prime contractor staff or subcontractor 
staff. 


Contractor:  Subcontractor: X 
 


The following information requested pertains to the individual being proposed for this project. 


Name: David Bunker   Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Writer 
# of Years in Classification: 4 # of Years with Agency: 4 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Writer, The Abbi Agency, 2010 – 2014 (Serving as Senior Staff Writer) 
− Writer/ Editor, Moonshine Ink, 2010 – 2014 (Serving publication as Writer/Editor)  
− Reporter/Editor, Sierra Sun Newspaper, 2003 – 2008 (Managed daily operations as Editor)  


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 


− Timeframe: 2010 - 2014 
− Company Name: The Abbi Agency   
− Company Location: Reno, NV  
− Position: Writer 
− Details of the Position: David led strategy and execution of content marketing campaigns 


and copy writing for numerous travel and tourism clients, including the bi-state North Lake 
Tahoe tourism authority, Sugar Bowl Resort, the Lucas Oil Off-Road Racing Series, the 
Fallon Convention and Visitors Authority and the State of Nevada’s Highway 95 Rural 
Development Authority. Content marketing included full eBook development, press 
release writing, blog campaigns, infographic copywriting, website copywriting and 
submitted article writing and editing.  
 


− Timeframe: 2010 - 2014 
− Company Name: Moonshine Ink 
− Company Location: Truckee, CA  
− Position: Writer/Editor 
− Details of the Position: David covered the ski industry and tourism economy of North Lake 


Tahoe in his position as editor and report for Moonshine Ink, including writing award-
winning business features, news articles and feature stories on the businesses and 
economy of the region. 
 


− Timeframe: 2008 - 2014 
− Company Name: Freelance Writer 
− Company Location: Truckee, CA  
− Position: Writer 
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− Details of the Position: David wrote articles for tourism and travel publications as a 
freelancer, including articles for Via Magazine, SUP Magazine, Nevada Magazine and 
Tahoe Quarterly. 


 
− Timeframe: 2003 - 2008 
− Company Name: Sierra Sun Newspaper 
− Company Location: Truckee, CA  
− Position: Writer/Managing Editor 
− Details of the Position: David covered the ski industry and the tourism economy of 


Truckee and North Tahoe for the newspaper, and managed a staff of reporters and 
photographers covering business, travel and tourism. Received awards from both the 
Nevada and California press associations for coverage and writing. 
 


EDUCATION 
Information required should include: institution name, city, state,  


Degree and/or Achievement and date completed/received. 
 


− Institution Name: University of Maryland, College Park  
− City: College Park 
− State: Maryland 
− Degree and/or Achievement: Bachelor of Arts, Journalism 
− Date Completed/Received: 2002 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
− Best Environmental Story (First Place) – National Newspaper Association, 2014 
− Best Investigative Story (First Place) – National Newspaper Association, 2013 
− Best Serious Column (Third Place) – National Newspaper Association, 2013 
− Writing (First Place)- California Newspaper Publishers Association, 2008 
− Best Feature Story (First Place) – Nevada Press Association, 2007 
− Best Business or Financial Story (First Place) – California Newspaper Publishers 


Association, 2006 
− Writing (Second Place) – California Newspaper Publishers Association, 2005. 
− Feature Story (First Place )– California Newspaper Publishers Association, 2004. 
− Best News Feature Story (First Place) – Nevada Press Association, 2004. 
− Best Feature Story (First Place) – Nevada Press Association, 2004. 
− Story of the Year– Sierra Nevada Media Group, 2004 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: The Abbi Agency  


 
Check the appropriate box as to whether the proposed individual is prime contractor staff or subcontractor 
staff. 


Contractor:  Subcontractor: X 
 


The following information requested pertains to the individual being proposed for this project. 


Name: Constance Aguilar  Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Strategic Communications 
# of Years in Classification: 2 # of Years with Agency: 6 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Strategic Communications, The Abbi Agency, 2012 – 2014 (Serving as Strategic 


Communications Lead of the agency) 
− Account Executive, The Abbi Agency, 2010 – 2011 (Served as Account Executive with the 


agency) 
− Jr. Account Executive, The Abbi Agency, 2009 – 2010, (Served as Jr. Account Executive 


with the agency)  
− Account Coordinator, The Abbi Agency, 2008 – 2009 (Worked closely with senior staff to 


convey deliverables to clients)   
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
   
Details of the Positions: Constance is a seasoned Events Planner and an award-winning Social 
Media Writer (American Marketing Association—Reno-Tahoe). She writes for various Social 
Media outlets such as SmartBrief, Mashable, MediaBistro, Social Media Today, PR Daily, The 
CMO Site, Social Media Monthly Magazine, and more.  She has also worked with various 
companies in the travel and sports industries, developing precise and concise social media 
strategies for clients over the years.  
 


EDUCATION 
Information required should include: institution name, city, state,  


Degree and/or Achievement and date completed/received. 
 


− Institution Name: University of Nevada-Reno 
− City: Reno 
− State: Nevada 
− Degree and/or Achievement: Bachelor of Art in Journalism 
− Date Completed/Received: 2012 


 
 
 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 
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− Project Vesto, American Marketing Association Reno –Tahoe: 2013 
− ShortStack, American Marketing Association Reno – Tahoe: 2012 
− Silver Spike PRSSA Students’ Choice Award: 2008 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Chrystie Reep Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Senior Vice President, Corporate Media Connections Director 
# of Years in Classification: 2 # of Years with Firm: 12 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Senior Vice President, Corporate Media Connections Director, Fahlgren Mortine, 2012 – 


Present (Clients include Experience Columbus, Columbus Region, Gatlinburg CVB, 
Panama City Beach CVB, Nova Southeastern University, Krazy Glue, Elmer’s, Savannah 
College of Art & Design and McDonald’s Co-Ops) 


− Vice President, Corporate Media Director, Fahlgren Mortine, 2010 – 2012 (Clients included 
Kent State University, Experience Columbus, Columbus Region, Columbus Bicentennial, 
Gatlinburg CVB, Panama City Beach CVB and Balloon Time) 


− Associate Media Director, Fahlgren Mortine, 2008 – 2010 (Clients included VISIT FLORIDA, 
Cooper Tire, Balloon Time, Charles Penzone, Kent State University, Ansell and Liebert) 


− Media Supervisor, Fahlgren Mortine, 2006 – 2008 (Clients included VISIT FLORIDA, Cooper 
Tire, Balloon Time and NAPA Auto Parts) 


− Senior Media Planner, Fahlgren Mortine, 2004 – 2006 (Clients included VISIT FLORIDA, 
OSU Medical Center and The James Cancer Center)  


− Media Planner, inChord Communications/GSW, 2002 –2004 (Clients included Eli Lilly, 
AstraZeneca, Genentech) 


− Media Account Manager, Lord, Sullivan & Yoder, 2000 – 2002 (Clients included Papa Johns 
Co-Op, Easton Town Center and Nevamar) 


 
RELEVANT TOURISM INDUSTRY EXPERIENCE 


Information required should include:  timeframe, company name, company location, position title held during 
the term of the contract/project and details of contract/project. 


 
Experience Columbus  


− Timeframe: 2011 – Present  
− Company Name: Experience Columbus (a Fahlgren Mortine client) 
− Company Location: Columbus, Ohio 
− Position Title During the Term of the Contract/Project: Senior Vice President and Vice 


President, Corporate Media Connections Director 
− Details of the Contract Project: Chrystie lead the media strategy, buying and 


measurement/reporting for the annual leisure campaign efforts as well as lead the 
strategic direction for Columbus Image branding efforts and the 2012 Bicentennial.  
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Gatlinburg CVB 
− Timeframe: 2011 – Present  
− Company Name: City of Gatlinburg CVB (a Fahlgren Mortine client) 
− Company Location: Gatlinburg, Tenn. 
− Position Title During the Term of the Contract/Project: Senior Vice President and Vice 


President, Corporate Media Connections Director 
− Details of the Contract Project: Chrystie has lead the media strategy, buying and ongoing 


audience research for the city of Gatlinburg CVB. During this time, the city has seen 
continued increases in awareness and traffic to the destination.    


 
Panama City Beach CVB 


− Timeframe: 2010 – 2014  
− Company Name: Panama City Beach CVB (a Fahlgren Mortine client) 
− Company Location: Panama City Beach, Fla. 
− Position Title During the Term of the Contract/Project: Senior Vice President and Vice 


President, Corporate Media Connections Director 
− Details of the Contract Project: Early in Fahlgren Mortine’s relationship with PCB, Chrystie 


lead the digital strategy, buying and measurement/reporting. As her role has evolved, her 
role with the PCB client has as well. Today she works closely with the team to oversee 
strategy for both the digital and traditional media efforts.  


 
VISIT FLORIDA 


− Timeframe: 2004 – 2009  
− Company Name: Florida Tourism Industry Marketing Corporation (a Fahlgren Mortine 


client) 
− Company Location: Tallahassee, Fla. 
− Position Title During the Term of the Contract/Project: Senior Media Planner, Media 


Supervisor and Associate Media Director 
− Details of the Contract Project: Chrystie’s role on the VISIT FLORIDA business was the 


lead strategy and day-to-day management of all digital media efforts. During this time, 
Chrystie lead the digital efforts, budgets increased from $400,000 to over $1 million. 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 


− Institution Name: Ohio University 
− City: Athens 
− State: Ohio 
− Degree and/or Achievement: Bachelor of Science in Journalism 
− Date Completed/Received: 2000 


 
AWARDS (Won by the individual) 


Information required should include: Award, organization giving the award and date received. 
 


− Silver Adrian Award, Hospitality Sales and Marketing Association International (2013)  
− Two Gold SABREs, Holmes Report (2013) 
− Silver Anvil Award of Excellence, Public Relations Society of America (2013) 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Lisa Morales Cook Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Senior Vice President, Brand Planning 
# of Years in Classification: 2.5 # of Years with Firm: 4.5 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Senior Vice President, Brand Planning, Fahlgren Mortine, 2012 – Present (Clients include 


Panama City Beach CVB, Experience Columbus, Gatlinburg CVB and Ohio Department of 
Health) 


− Vice President, Brand Planning, Fahlgren Mortine, 2010 – 2012   
− Additionally, Lisa has served in various brand strategy, expert management and 


leadership roles since 1987.  
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Panama City Beach CVB 


− Timeframe: 2014 – Present  
− Company Name: Panama City Beach CVB (a Fahlgren Mortine client) 
− Company Location: Panama City Beach, Fla. 
− Position Title During the Term of the Contract/Project: Senior Vice President, Brand 


Planning 
− Details of the Contract Project: Lisa leads profiling and research projects to help the CVB 


hone in on targeting their audience in distinct markets. 
Experience Columbus 


− Timeframe: 2013 – Present 
− Company Name: Experience Columbus (a Fahlgren Mortine client) 
− Company Location: Columbus, Ohio 
− Position Title During the Term of the Contract/Project: Senior Vice President, Brand 


Planning 
− Details of the Contract Project: Lisa advises the client on brand strategy.  


Gatlinburg CVB 
− Timeframe: 2010 – Present  
− Company Name: Gatlinburg, CVB (a Fahlgren Mortine client) 
− Company Location: Gatlinburg, Tenn. 
− Position Title During the Term of the Contract/Project: Senior Vice President, Brand 


Planning and Vice President, Brand Planning 
− Details of the Contract Project: Lisa has led market segmentation and brand development 


projects. 
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EDUCATION 


Information required should include: institution name, city, state,  
degree and/or Achievement and date completed/received. 


 
− Institution Name: The Ohio State University 
− City: Columbus 
− State: Ohio 
− Degree and/or Achievement: Bachelor of Science in Business Administration 
− Date Completed/Received: 1988 


 
AWARDS (Won by the individual) 


Information required should include: Award, organization giving the award and date received. 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Carissa Richardson Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Audio/Video Media Connections Planning Director 
# of Years in Classification: < 1 # of Years with Firm: 4 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Audio/Video Media Connections Planning Director, Fahlgren Mortine, 2014 – Present 


(Clients include McDonald’s, Kent State University and West Virginia Department of Health 
and Human Resources) 


− Media Connections Supervisor, Fahlgren Mortine, 2010 – 2014(Clients included 
McDonald’s, Kent State University, and West Virginia Department of Health and Human 
Resources) 


− Media Buyer, Starcom Worldwide, 2005 – 2009 (Clients included US Cellular, General 
Motors, and Applebee’s) 


 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Panama City Beach CVB 


− Timeframe: 2009 – Present  
− Company Name: Panama City Beach CVB 
− Company Location: Panama City Beach, Florida 
− Position Title During the Term of the Contract/Project: Media Connections Supervisor 
− Details of the Contract Project: Carissa helps Panama City Beach CVB develop a media 


strategy, continually reevaluating for market shifts. This includes managing TV and radio 
buying for targeted local markets. 
 


Gatlinburg CVB 
− Timeframe: 2011 – Present 
− Company Name: Gatlinburg CVB 
− Company Location: Gatlinburg, Tennessee 
− Position Title During the Term of the Contract/Project: Media Connections Supervisor 
− Details of the Contract Project: Carissa helps Gatlinburg CVB develop a media strategy, 


continually reevaluating for market shifts. This includes managing TV and radio buying for 
targeted local markets. 
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EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 


− Institution Name: The Ohio State University 
− City: Columbus 
− State: Ohio 
− Degree and/or Achievement: Bachelor of Science in Business Administration, 


specialization in Marketing 
− Date Completed/Received: 2005 


 
 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Megan Smuckler Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Senior Media Connections Planner/Buyer 
# of Years in Classification: 1 # of Years with Firm: 1 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Senior Media Connections Planner/Buyer, Fahlgren Mortine, 2013 – Present (Clients 


include Panama City Beach, Balloon Time, Krazy Glue, Midmark, Colfax Fluid Handling, 
CravOn and Savannah College of Art and Design) 


− Senior Display Strategist, Morpheus Media, 2012 – 2013 (Clients included Guess and 
Knoll) 


− Display Strategist, Morpheus Media, 2012 (Clients included Mr. Porter, The Outnet, Guess, 
Alexander Wang, Sergio Rossi) 


− Associate Display Strategist, Morpheus Media, 2011 – 2012 (Clients included Net-A-Porter, 
Mr. Porter, and The Outnet ) 


 
RELEVANT TOURISM INDUSTRY EXPERIENCE 


Information required should include:  timeframe, company name, company location, position title held during 
the term of the contract/project and details of contract/project. 


 
Panama City Beach CVB 


− Timeframe: 2013 – Present 
− Company Name: Visit Panama City Beach CVB (a Fahlgren Mortine client) 
− Company Location: Panama City Beach, Fla. 
− Position Title During the Term of the Contract/Project: Senior Media Connections 


Planner/Buyer 
− Details of the Contract Project: Megan supported the account with media research, 


planning and buying, including in-depth media plans and strategic insight. Megan 
provided day-to-day support including media execution and reporting and bought media in 
both broadcast and digital for Panama City Beach during peak Spring, Summer and Fall 
periods.   
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 


− Institution Name: Mount Union College 
− City: Alliance 
− State: Ohio 
− Degree and/or Achievement: Bachelor of Science in Media Studies 
− Date Completed/Received: 2009 
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AWARDS (Won by the individual) 


Information required should include: Award, organization giving the award and date received. 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Robby Herbst Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Senior Search Marketing Manager 
# of Years in Classification: 1 # of Years with Firm: 3 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Senior Search Marketing Manager, Fahlgren Mortine, 2014 – Present (Clients include Nova 


Southeastern University, Emerson Network Power, Liebert, Longsight, Columbus Region, 
Experience Columbus and WVU Healthcare) 


− Search Marketing Manager, Fahlgren Mortine, 2011 – 2014 (Clients included Kent State 
University, Emerson Climate, Liebert, Nova Southeastern University, Experience 
Columbus and MedStar Health) 


− SEM Analyst & Copywriter, People To My Site, 2009 – 2011 (Clients included Allied 
Insurance, Signs Now and multiple car dealership networks)  


− Creative & SEO Copywriter, People To My Site, 2009 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Experience Columbus 


− Timeframe: 2014 
− Company Name: Experience Columbus (a Fahlgren Mortine client) 
− Company Location: Columbus, Ohio 
− Position Title During the Term of the Contract/Project: Senior Search Marketing Manager 
− Details of the Contract Project: Robby supported the creation and day-to-day analysis, 


reporting, and optimization of the LifeinCbus paid search campaign. The campaign was 
designed to target users in the Chicago and D.C. markets who turned to search to learn 
more about the #LifeinCbus advertising campaign and messaging (promoted via external 
marketing channels). 


 
− Timeframe: 2011 
− Company Name: Experience Columbus (a Fahlgren Mortine client) 
− Company Location: Columbus, Ohio 
− Position Title During the Term of the Contract/Project: Search Marketing Manager 
− Details of the Contract Project: Robby created, managed, monitored, reported, and 


optimized of the Roar and Explore paid search campaign. The campaign promoted a family 
adventure getaway package for the Columbus Zoo and Aquarium, COSI, Zoombezi Bay 
and Drury Hotels – targeting users in the Pittsburgh, Pa. and Charleston-Huntington, W. 
Va. DMAs. 
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Franklin Park Conservatory and Botanical Gardens 


− Timeframe: 2013 
− Company Name: Franklin Park Conservatory and Botanical Gardens (a Fahlgren Mortine 


client) 
− Company Location: Columbus, Ohio 
− Position Title During the Term of the Contract/Project: Search Marketing Manager 
− Details of the Contract Project: Robby supported the creation, analysis, reporting, and 


optimization of the paid search campaign for the Bruce Munro: Light at Franklin Park 
Conservatory exhibition. The campaign sought to drive users to the exhibition from 
multiple surrounding DMAs, including: Detroit, Pittsburgh, Cleveland-Akron, Cincinnati, 
Indianapolis, Louisville, Columbus, and Charleston-Huntington. 
  


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 


− Institution Name: Kent State University 
− City: Kent 
− State: Ohio 
− Degree and/or Achievement: Bachelor of Science in Journalism 
− Date Completed/Received: 2009 


 
AWARDS (Won by the individual) 


Information required should include: Award, organization giving the award and date received. 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: David Bowers Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Chief Creative Officer 
# of Years in Classification: 2 # of Years with Firm: 2 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Chief Creative Officer, Fahlgren Mortine, 2012 – Present (Clients include McDonald’s, 


Cooper Tire, Savannah College of Art and Design, Kent State University and Donate Life 
Ohio) 


− Chief Creative Officer, GSW Worldwide, 2006 – 2012 (Clients included Eli Lilly and 
Company, J&J, Bayer Healthcare, Pfizer, Roche, AstraZenica and Merck and Co.) 


− Chief Operating Officer, GSW Worlwide, 2004 – 2006 (Clients included Eli Lilly and 
Company, J&J, Bayer Healthcare, Pfizer, Roche, AstraZenica and Merck and Co.) 


 
RELEVANT TOURISM INDUSTRY EXPERIENCE 


Information required should include:  timeframe, company name, company location, position title held during 
the term of the contract/project and details of contract/project. 


 
Panama City Beach CVB 


− Timeframe: 2012 – Present 
− Company Name: Panama City Beach CVB (a Fahlgren Mortine client) 
− Company Location: Panama City Beach, Fla.  
− Position Title During the Term of the Contract/Project: Chief Creative Officer 
− Details of the Contract Project: Dave leads creative team for various creative and digital 


campaigns and oversees the execution of the creative product.  
TourismOhio 


− Timeframe: 2013 
− Company Name: TourismOhio (a Fahlgren Mortine client) 
− Company Location: Columbus, Ohio 
− Position Title During the Term of the Contract/Project: Chief Creative Officer 
− Details of the Contract Project: Dave leads creative team for various creative and digital 


campaigns and oversees the execution of the creative product.  
Gatlinburg CVB 


− Timeframe: 2012 – Present  
− Company Name: Gatlinburg CVB (a Fahlgren Mortine client) 
− Company Location: Gatlinburg, Tenn. 
− Position Title During the Term of the Contract/Project: Chief Creative Officer  
− Details of the Contract Project: Dave leads creative team for various creative and digital 


campaigns and oversees the execution of the creative product.  
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EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 


− Institution Name: Pensacola Christian College 
− City: Pensacola 
− State: Florida 
− Degree and/or Achievement: Bachelor of Arts, Advertising and Communication 
− Date Completed/Received: 1991 


 
AWARDS (Won by the individual) 


Information required should include: Award, organization giving the award and date received. 
 


− CLIO, CLIO Awards (2009) 
− Cannes Lion, Cannes Lion International Festival for Creativity (2010) 
− CLIO, CLIO Awards (2010) 
− National ADDY, American Advertising Federation (2010) 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Sean Cowan Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Senior Vice President, Digital Experience Director 
# of Years in Classification: 2 # of Years with Firm: 2 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Senior Vice President, Digital Experience Director, Fahlgren Mortine, 2012 – Present 


(Clients include Colfax, Mission Essential and Savannah College of Art and Design) 
− Vice President, Digital Creative Director, inventive Communications, 2007 – 2012 (Clients 


included Eli Lilly, Gilead and Takeda) 
− Owner, Five Feet High, 2003 – 2007 (Clients included Eagle Family Foods, Victoria’s Secret 


Pink and Scott’s MiracleGro) 
− Associate Creative Director, Blue Diesel, 2001 – 2003 (Clients included Abbott Nutrition, 


Roche Vitamins and Nalgene) 
− Senior Information Architect, Out of the Box, 1997 – 2001 (Clients included Cooper Tire, 


Sterling Commerce and Serta) 
− Interactive Designer, MC2 Cyberspace Research, 1995 – 1997 (Clients included Banc One, 


Stanley Steemer, and American Electric Power) 
 


 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
COSI (Center of Science & Industry) 


− Timeframe: 2010 – 2011  
− Company Name: COSI (an inventive Health client) 
− Company Location: Columbus, Ohio 
− Position Title During the Term of the Contract/Project: Digital Creative Director 
− Details of the Contract Project: Sean developed research strategy to inform redesign to 


include mobile strategy as well as metrics for ROI. Sean served as a user experience lead 
and re-organized the site from 500+ pages and multiple site to 150 pages that were housed 
under a single domain. He drove agency consultation of CMS selection and technical 
execution. 
 


TourismOhio McDonald’s Partnership  
− Timeframe: 2012 
− Company Name: TourismOhio (a Fahlgren Mortine Client) 
− Company Location: Columbus, Ohio 
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− Position Title During the Term of the Contract/Project: Digital Experience Director 
− Details of the Contract Project: Sean developed a digital strategy and user experience to 


engage McDonald’s customers to interact with a microsite where coupons to Ohio’s 
tourism attractions could be redeemed. 
 


Panama City Beach CVB 
− Timeframe : 2012 – Present 
− Company Name: Panama City Beach (a Fahlgren Mortine Client) 
− Company Location: Panama City Beach, Fla. 
− Position Title During the Term of the Contract/Project: Digital Experience Director 
− Details of the Contract Project: Sean oversees creative development and technical 


execution of digital media campaigns as well as the digital experience of landing and 
conversion pages. He works with the media team to implement social strategy 
connections. 


 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 


− Institution Name: Columbus College of Art and Design 
− City: Columbus 
− State: Ohio 
− Degree and/or Achievement: Bachelor of Fine Arts, Advertising Design, Minor in 


Illustration 
− Date Completed/Received: 1995 


 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
− Silver ADDY, American Advertising Federation Charleston, W. Va. (2014) 
− Best of Show, American Advertising Federation Columbus, Ohio (2013)  
− Silver Adrian Award, Hospitality Sales & Marketing Association International (HSMAI) 


(2013) 
− Two Merit Awards, Columbus Society of Communication Arts (2013) 
− Gold Award, W3 (2010) 
− Best Use of New Technology, Ohio Interactive Awards (2010)  
− Webby Award, International Academy of Digital Arts and Sciences (2010)  
− Best Website, Med Ad News (2008)  
− Best Pharmaceutical Microsite, Internet Advertising Competition (2008) 
− Best of Show, Columbus Society of Communication Arts (2007)  
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor 


staff. 
 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
 


Contractor: X Subcontractor:  
 


The following information requested pertains to the individual being proposed for this project. 
 


Name: Aaron Reiser Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Vice President, Creative Director and User Experience Director 
# of Years in Classification: 1 # of Years with Firm: 1 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− VP, Creative Director/UX Director, Fahlgren Mortine, 2013 – Present (Clients include 


McDonald’s, Cooper Tire,  Crown Equipment, Emerson, Donate Life Ohio and Savannah 
College of Art and Design) 


− Mobile Practice Creative Lead, Resource, 2009 – 2012 (Clients included; Wendy's, 
Mitsubishi, HP, Head & Shoulders, Gillette, Sherwin Williams, Purina Cat Chow, Speck, 
Ace Hardware, Kohler)  


− Associate Creative Director, Northlich, 2007-1009 (Clients included; Long John Silvers, 
White Castle, American Greetings, Bird’s Eye, OSU Medical Center 


 
RELEVANT TOURISM INDUSTRY EXPERIENCE 


Information required should include:  timeframe, company name, company location, position title 
held during the term of the contract/project and details of contract/project. 


 
Panama City Beach CVB 


− Timeframe: 2014 – Present 
− Company Name: Panama City Beach CVB (a Fahlgren Mortine client) 
− Company Location: Panama City Beach, Fla. 
− Position Title During the Term of the Contract/Project: Vice President, Creative Director 


and User Experience Director 
− Details of the Contract Project: Aaron oversees the creative development of all digital and 


creative assets for the PCB CVB, including web banners, apps, games and more. 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 


− Institution Name: The School of the Art Institute of Chicago 
− City: Chicago 
− State: Illinois 
− Degree and/or Achievement: Master of Arts in Visual Communications 
− Date Completed/Received: 2001 



https://www.linkedin.com/search?search=&title=VP%2C+Creative+Director%2FUX+Director&sortCriteria=R&keepFacets=true&currentTitle=CP&trk=prof-exp-title�

https://www.linkedin.com/search?search=&title=Associate+Creative+Director&sortCriteria=R&keepFacets=true&currentTitle=CP&trk=prof-exp-title�
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− Institution Name: Ohio University 
− City: Athens 
− State: Ohio 
− Degree and/or Achievement: Bachelor of Arts in Visual Communications 
− Date Completed/Received: 1996 


 
AWARDS (Won by the individual) 


Information required should include: Award, organization giving the award and date received. 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Bill Marconi Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Associate Creative Director 
 


# of Years in Classification: 10 # of Years with Firm: 10 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Associate Creative Director, Fahlgren Mortine, 2004 – 2014 (Clients have included 


Gatlinburg CVB, Panama City Beach CVB, Experience Columbus, TourismOhio, NAPA, 
VISIT FLORIDA, Cooper Tire, Kroger and Kent State University) 


− Senior Art Director, Malone Advertising, 1999 – 2004 (Clients included ISUZU Motors, 
Goodyear Engineered Products, Meineke Mufflers, University of Akron and Kimberly Clark) 


− Senior Art Director, Brubaker and Associates, 1996 – 1999 (Clients included 
Compaq/Digital Equipment Corp., Microsoft, Firestone Polymers, Chandler Group of 
Companies and RJF International) 


− Senior Art Director, Squibb Mansuetto Pappa – Wheeling, W. Va., 1994 – 1996 (Clients 
included Advantage Health Plans, Mercy Health Plan and Wheeling Pittsburgh Steel Corp.) 


− Art Director, Diversa Inc. – Kent, Ohio, 1993 – 1994 
− Art Director, City Reports – Cleveland, Ohio, 1992 – 1993 


 
RELEVANT TOURISM INDUSTRY EXPERIENCE 


Information required should include:  timeframe, company name, company location, position title held during 
the term of the contract/project and details of contract/project. 


 
Panama City Beach CVB 


− Timeframe: 2010 – Present  
− Company Name: Panama City Beach CVB (a Fahlgren Mortine client) 
− Company Location: Panama City Beach, Fla. 
− Position Title During the Term of the Contract/Project: Associate Creative Director 
− Details of the Contract Project: Bill serves as the day-to-day creative lead for this 


destination organization client. Work has included several campaigns consisting of digital, 
banners, apps, television, video, radio and print. 


Gatlinburg CVB 
− Timeframe: 2011 – Present  
− Company Name: Gatlinburg CVB (a Fahlgren Mortine client) 
− Company Location: Gatlinburg, Tenn. 
− Position Title During the Term of the Contract/Project: Associate Creative Director 
− Details of the Contract Project: Bill leads a creative team that has produced several 


campaigns that primarily consist of television, radio, print and outdoor. 
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Experience Columbus 


− Timeframe: 2011 – 2014  
− Company Name: Experience Columbus (a Fahlgren Mortine client) 
− Company Location: Columbus, Ohio 
− Position Title During the Term of the Contract/Project: Associate Creative Director 
− Details of the Contract Project: Bill leads several creative elements for Experience 


Columbus, including print, outdoor, television, radio and digital.  
VISIT FLORIDA 


− Timeframe: 2005 – 2006  
− Company Name: VISIT FLORIDA (a Fahlgren Mortine client) 
− Company Location: Tallahassee, Fla. 
− Position Title During the Term of the Contract/Project: Senior Art Director 
− Details of the Contract Project: Bill produced creative concepts and various creative 


pieces to support seasonal advertising campaigns. 
 
 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 


− Institution Name: Kent State Universtiy 
− City: Kent 
− State: Ohio 
− Degree and/or Achievement: Bachelor of Fine and Professional Arts 
− Date Completed/Received: 1996 


 
AWARDS (Won by the individual) 


Information required should include: Award, organization giving the award and date received. 
 
 
 







Revised:  09-25-13 Resume Form Page 1 of 2 


PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Michael Exner Key Personnel: 
(Yes/No) Yes 


Individual’s Title:                       Associate Creative Director/Copywriter  
# of Years in Classification: 9  # of Years with Firm: 9 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Associate Creative Director/Copywriter, Fahlgren Mortine, 2005 – Present (Clients include 


Emerson, Columbus Image Collaborative and Panama City Beach CVB) 
− Associate Creative Director/Copywriter, TenUnited, 2000 – 2005  
− Senior Copywriter, Beber Silverstein, 1995 – 2000  
− Copywriter, Bozell Worldwide, 1993 – 1995  


 
RELEVANT TOURISM INDUSTRY EXPERIENCE 


Information required should include:  timeframe, company name, company location, position title held during 
the term of the contract/project and details of contract/project. 


 
Columbus Image Collaborative 


− Timeframe: 2011 – Present  
− Company Name: Columbus Image Collaborative (a Fahlgren Mortine client) 
− Company Location: Columbus, Ohio 
− Position Title During the Term of the Contract/Project: Associate Creative 


Director/Copywriter 
− Details of the Contract/Project: Michael has helped create several integrated campaigns 


for the client, including the Bicentennial campaign, and continues to provide ongoing 
support. 


Panama City Beach CVB 
− Timeframe: 2009 – 2012 
− Company Name: Panama City Beach CVB (a Fahlgren Mortine client) 
− Company Location: Panama City Beach, Fla. 
− Position Title During the Term of the Contract/Project: Associate Creative 


Director/Copywriter 
− Details of the Contract Project: Michael created various tourism campaigns in several 


digital, print, broadcast and outdoor executions. 
Gatlinburg CVB 


− Timeframe: 2010 – Present 
− Company Name: Gatlinburg CVB (a Fahlgren Mortine client) 
− Company Location: Gatlinburg, Tenn. 
− Position Title During the Term of the Contract/Project: Associate Creative 


Director/Copywriter 
− Details of the Contract Project: Michael led the development of TV and print campaigns. 
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VISIT FLORIDA 


− Timeframe: 2005-2008 
− Company Name: VISIT FLORIDA (a Fahlgren Mortine client) 
− Company Location: Tallahassee, Fla. 
− Position Title During the Term of the Contract/Project: Associate Creative 


Director/Copywriter 
− Michael created numerous TV and print executions for the state tourism contract, 


including several in Spanish. 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 


− Institution Name: College of St. Thomas 
− City: St. Paul  
− State: Minnesota 
− Degree and/or Achievement: Bachelor of Arts in Business Administration/Marketing 
− Date Completed/Received: 1989 


 
AWARDS (Won by the individual) 


Information required should include: Award, organization giving the award and date received. 
 


− National ADDY, American Advertising Federation (1995 and 1996) 
− Merit, The One Show (1997) 
− Bronze Flagler Award, VISIT FLORIDA (2013) 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Greg Wilson Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Senior Art Director, User Experience 
# of Years in Classification: < 1 # of Years with Firm: < 1 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Senior Art Director, User Experience, Fahlgren Mortine, 2014 – Present (Clients include 


McDonald’s, Buckeye Ranch, Emerson and Savannah College of Art and Design) 
− Creative Manager, McGraw Hill Education, 2012 – 2014 (Educational marketing materials) 
− Senior Art Director, Resource, 2010 – 2012 (Focused on client, Procter and Gamble) 
− Senior Art Director, Arc Worldwide/Leo Burnett 2008 – 2010 (Clients included Whirlpool, 


Purina and Nestle)  
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 


− Institution Name: Portfolio Center 
− City: Atlanta  
− State: Georgia 
− Degree and/or Achievement: Graduate degree in art direction and design 
− Date Completed/Received: 2001 


 
− Institution Name: University of Cincinnati 
− City: Cincinnati 
− State: Ohio 
− Degree and/or Achievement: Bachelors degree in Marketing/Advertising 
− Date Completed/Received: 1997 


 
AWARDS (Won by the individual) 


Information required should include: Award, organization giving the award and date received. 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Bill Fioritto Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Senior Art Director 
# of Years in Classification: 3 # of Years with Firm: 9 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Senior Art Director, Fahlgren Mortine, 2011 – 2014  
− Art Director, Fahlgren Mortine, 2009 – 2011  
− Senior Designer, Fahlgren Mortine, 2007 – 2009  
− Designer, Fahlgren Mortine, 2005 - 2007 


 
RELEVANT TOURISM INDUSTRY EXPERIENCE 


Information required should include:  timeframe, company name, company location, position title held during 
the term of the contract/project and details of contract/project. 


 
Panama City Beach CVB 


− Timeframe: 2010 – 2011  
− Company Name: Panama City Beach CVB (a Fahlgren Mortine client) 
− Company Location: Panama City Beach, Fla. 
− Position Title During the Term of the Contract/Project: Art Director 
− Details of the Contract/Project: Bill created digital campaign artwork, including web 


banners, apps and a website refresh for the “Real Fun Beach” campaign 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 


− Institution Name: The Columbus College of Art and Design 
− City: Columbus 
− State: Ohio 
− Degree and/or Achievement: Bachelor of Fine Arts in Graphic Design & Advertising 
− Date Completed/Received: 2005 


 
AWARDS (Won by the individual) 


Information required should include: Award, organization giving the award and date received. 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Steve Parker Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Senior Digital Designer 
# of Years in Classification: 1 # of Years with Firm: 9 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Senior Digital Designer, Fahlgren Mortine, 2013 – Present (Clients include Donate Life 


Ohio, Emerson and Cooper Tire) 
− Digital Designer, Fahlgren Mortine, 2005 – 2013 (Clients included Kent State University, 


McDonald’s and Nova Southeastern University) 
− Interactive Multimedia Designer, Cloonan + Associates, 2004 – 2005 


 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Panama City Beach CVB 


− Timeframe: 2011 – 2014 
− Company Name: Panama City Beach CVB (a Fahlgren Mortine client) 
− Company Location: Panama City Beach, Fla. 
− Position Title During the Term of the Contract/Project: Senior/Digital Designer 
− Details of the Contract/Project: Steve helped art direct and design the REAL. Fun. Beach 


campaign’s look and feel across digital, print and web. He also assisted with art direction 
during the photo shoot, and designed and produced spring, summer and fall banner 
campaigns which, along with standard banners, included rich media for desktop and 
mobile as well as custom landing pages promoting the campaigns.  


Experience Columbus 
− Timeframe: 2010 – 2014 
− Company Name: Experience Columbus (a Fahlgren Mortine client) 
− Company Location: Columbus, Ohio 
− Position Title During the Term of the Contract/Project: Senior/Digital Designer 
− Details of the Contract/Project: Steve provided design and art direction for online banner 


campaigns and custom landing page designs. 
Myrtle Beach Area Chamber of Commerce/CVB 


− Timeframe: 2013 
− Company Name: Myrtle Beach Area Chamber of Commerce/CVB (a Fahlgren Mortine 


client) 
− Company Location: Myrtle Beach, S.C. 
− Position Title During the Term of the Contract/Project: Senior/Digital Designer 
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− Details of the Contract/Project: Steve provided design and art direction for direct mailers 
and for an online landing page promoting an in-market FAM tour directed at Atlanta-based 
meeting planners. 


 
EDUCATION 


Information required should include: institution name, city, state,  
degree and/or Achievement and date completed/received. 


 
− Institution Name: Bowling Green State University 
− City: Bowling Green 
− State: Ohio 
− Degree and/or Achievement: Bachelor of Fine Arts in Digital Arts 
− Date Completed/Received: 2004 


 
AWARDS (Won by the individual) 


Information required should include: Award, organization giving the award and date received. 
 


− Central Ohio PRism Award, Central Ohio Public Relations Society of America (2014) 
− Central Ohio PRism Award Best of Show, Central Ohio Public Relations Society of 


America (2013) 
− Three Silver Davey Awards, The Davey Awards (2013)  
− PRWeek Award Finalist, PRWeek (2013) 
− Nonprofit Award Finalist, PR News (2013) 
− Pinnacle Award, Donate Life America (2013) 
− Silver Adrian Award, Hospitality Sales & Marketing Association International (2013) 
− Gold ADDY Award, American Advertising Federation Columbus (2012) 
− Digital PR Award Finalist, PR News (2011) 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Jeff Breckenridge Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Senior Digital Designer 
# of Years in Classification: 1 # of Years with Firm: 1 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Senior Digital Designer, Fahlgren Mortine, 2013 – Present (Clients include Emerson, Krazy 


Glue and McDonald’s) 
− Motion Designer, Freelance/Leftchannel, 2012 – 2013 (Clients included Verizon Wireless, 


Emerging Marketing and Northeast Ohio Endocrinology) 
− Interaction/Motion Designer, Resource Interactive, 2006 – 2012 (Clients included HP, 


Victoria’s Secret and P&G) 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Experience Columbus 


− Timeframe: 2013 – Present  
− Company Name: Experience Columbus (a Fahlgren Mortine client) 
− Company Location: Columbus, Ohio 
− Position Title During the Term of the Contract/Project: Senior Digital Designer 
− Details of the Contract Project: Jeff supports Experience Columbus account by providing 


interaction design, motion design and video editing.  
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 


− Institution Name: Ohio University 
− City: Athens 
− State: Ohio 
− Degree and/or Achievement: Bachelor of Arts 
− Date Completed/Received: 1996 


 
AWARDS (Won by the individual) 


Information required should include: Award, organization giving the award and date received. 
 


− Creative Best Honorable Mention, Columbus Society of Communicating Arts (2011) 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Michael Altimier Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Designer 
# of Years in Classification: 1 # of Years with Firm: 1 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 
 


− Designer, Fahlgren Mortine, 2013 – Present (Clients include Panama City Beach CVB, 
North Dakota Department of Commerce and Mission Essential) 


− Designer, The Navicor Group, 2011 – 2013 (Clients included Seattle Genetics, Millennium 
Pharmaceuticals and Novocure) 


− Designer and Photographer, CMH Magazine, 2010 – 2011  
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Panama City Beach CVB 


− Timeframe: 2013 – Present  
− Company Name: Panama City Beach CVB (a Fahlgren Mortine client) 
− Company Location: Panama City Beach, Fla. 
− Position Title During the Term of the Contract/Project: Designer 
− Details of the Contract Project: Michael serves as the designer for several client projects, 


including original illustrations and infographics.  
 


North Dakota Department of Commerce 
− Timeframe: 2013 – Present  
− Company Name: North Dakota Department of Commerce (a Fahlgren Mortine client) 
− Company Location: Bismarck, N.D. 
− Position Title During the Term of the Contract/Project: Designer 
− Details of the Contract Project: Michael has served as a designer for the Department’s 


branding refresh.  
 
Columbus Region 


− Timeframe: 2013 – Present  
− Company Name: Columbus Region (a Fahlgren Mortine client) 
− Company Location: Columbus, Ohio 
− Position Title During the Term of the Contract/Project: Designer 
− Details of the Contract Project: Michael supports the Columbus Region by designing 


assets for several promotional projects, including trade booth design. 
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EDUCATION 


Information required should include: institution name, city, state,  
degree and/or Achievement and date completed/received. 


 
− Institution Name: Columbus College of Art and Design   
− City: Columbus 
− State: Ohio 
− Degree and/or Achievement: Bachelor of Fine Arts 
− Date Completed/Received: 2009 


 
AWARDS (Won by the individual) 


Information required should include: Award, organization giving the award and date received. 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Thea Bergstedt Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Designer 
# of Years in Classification: 3 # of Years with Firm: 3 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Designer, Fahlgren Mortine, 2012 – Present (Clients include Kroger, McDonald’s, Elmer’s, 


Columbus Image and Huntington Federal) 
− Lead Graphic Designer, Jeni’s Splendid Ice Creams, 2011 – 2012  
− Designer, Fahlgren Mortine, 2010 – 2011  


 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Columbus Image / Experience Columbus 


− Timeframe:2012 – Present  
− Company Name: Columbus Image / Experience Columbus (a Fahlgren Mortine client) 
− Company Location: Columbus, Ohio 
− Position Title During the Term of the Contract/Project: Designer/Art Director 
− Details of the Contract Project: Image perception campaign targeted to young transitionals 


in major metro areas to excite them about what Columbus, Ohio has to offer 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 


− Institution Name: Ohio University 
− City: Athens 
− State: Ohio 
− Degree and/or Achievement: Bachelor of Science in Journalism / Advertising 
− Date Completed/Received: 2002 


 
− Institution Name: The Art Academy of Cincinnati 
− City: Cincinnati 
− State: Ohio 
− Degree and/or Achievement: Bachelor of Arts in Visual Communication Design 
− Date Completed/Received: 2009 
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AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
 
 







Revised:  09-25-13 Resume Form Page 1 of 1 


PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Jennifer Jenkins Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Vice President, Creative Services Director 
# of Years in Classification: 5 # of Years with Firm: 15  
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Vice President, Creative Services Director, Fahlgren Mortine, 2009 – 2014 (Clients include 


Nova Southeastern University, Experience Columbus, Columbus Region, Kroger and 
SCAD) 


− Procurement, Department of Defense, DSCC, Columbus Base, 2008 – 2009  
− Vice President, Corporate Director, Ten United 2002 – 2007 (Clients included Huntington 


National Bank and COSI) 
− Vice President, Project Management Director, Fahlgren, 1993 – 2002 (Clients included Ohio 


State University, Huntington National Bank and Visit Florida) 
 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Jennifer has served as a project manager, overseeing the completion of all creative and digital 
projects for various tourism clients, including Myrtle Beach Area Chamber of Commerce/CVB, 
Panama City Beach CVB, Gatlinburg CVB, Experience Columbus and VISIT FLORIDA, among 
others.  
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 


− Institution Name: The Art Institute 
− City: Fort Lauderdale 
− State: Florida 
− Degree and/or Achievement: Design  
− Date Completed/Received: 1981 


 
AWARDS (Won by the individual) 


Information required should include: Award, organization giving the award and date received. 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Katie Tebbutt Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Director, Digital Project Management 
# of Years in Classification: 3 # of Years with Firm: 5 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Director, Digital Project Management, Fahlgren Mortine, 2011 – Present (Clients include 


Avery Dennison, City of Columbus, Experience Columbus, McDonald’s, Nova 
Southeastern University, West Virginia Department of Health and Human Resources) 


− Senior Project Manager, Fahlgren Mortine, 2008 – 2011 (Clients included McDonald’s, 
Worthington Industries and Cooper Tire) 


− Senior Account Manager, Blue Diesel, 2007 – 2008, (Clients included AstraZeneca, Eli Lilly 
& Company, Janssen Pharmaceuticals, Ortho-McNeil Neurologics, Inc., Takeda 
Pharmaceuticals North America) 


− Account Manager, Blue Diesel, 2004 – 2006  
− Senior Account Coordinator, Blue Diesel, 2002 – 2003  
− Account Coordinator, Blue Diesel, 2000 – 2001  


 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Experience Columbus 


− Timeframe: 2011 – 2014  
− Company Name: Experience Columbus (a Fahlgren Mortine client) 
− Company Location: Columbus, Ohio 
− Position Title During the Term of the Contract/Project: Director, Digital Project 


Management 
− Details of the Contract Project: Katie supported the day-to-day needs of the Experience 


Columbus account, including tasks related to digital project management. Katie supported 
the Experience Columbus team with the design and execution of several websites 
(including ExperienceColumbus.com, LifeinCbus.com, Experience Columbus Board 
Extranet, Meeting Planner Website, Experience Columbus Blog, JoinUsColumbus.com, 
MakeItColumbus.com, ColumbusFamilyFun.com), execution of several rich media banner 
campaigns throughout the year, as well as several campaign Eblasts. 
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Myrtle Beach Area Chamber of Commerce/CVB 
− Timeframe: 2013 
− Company Name: Myrtle Beach Area Chamber of Commerce/CVB 
− Company Location: Myrtle Beach, S.C. 
− Position Title During the Term of the Contract/Project: Director, Digital Project 


Management 
− Details of the Contract Project: Katie supported the Myrtle Beach team with the design of 


the Atlanta Meeting Planner microsite, as well as several campaign eBlasts. 
 


Panama City Beach 
− Timeframe: 2012 – 2013  
− Company Name: Panama City Beach CVB 
− Company Location: Panama City Beach, Fla. 
− Position Title During the Term of the Contract/Project: Senior Project Management 
− Details of the Contract Project: Katie supported the Panama City Beach team with various 


rich media banner campaigns throughout the year, as well as various campaign eBlasts. 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 


− Institution Name: The Ohio State University 
− City: Columbus 
− State: Ohio 
− Degree and/or Achievement: Bachelor of Science in Business Administration 
− Date Completed/Received: 2000 


 
AWARDS (Won by the individual) 


Information required should include: Award, organization giving the award and date received. 
 
 


− Silver ADDY, American Advertising Federation, Charleston, W. Va. (2014)  
− Award of Excellence, Central Ohio Public Relations Society of America (2014)  
− Grand AMA Winner, American Marketing Association, Columbus (2013) 
− Creative Best Award, Columbus Society of Communicating Arts (2013)  
− Silver Davey Award, Davey Awards (2013) 
− Ruby Award, Ohio Travel Association (2012) 
− Ruby Award Citation of Excellence, Ohio Travel Association (2012) 
− Gold ADDY, American Advertising Federation, Columbus (2012)  
− Central Ohio PRism Award, Central Ohio Public Relations Society of America (2012)  
− WebAward, Web Marketing Association (2011)  
− Circle of Excellence Award, CASE (2011) 
− Silver Adrian, Hospitality Sales and Marketing Association International (2011) 
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Ryan Longbrake Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Senior Digital Account Specialist 
# of Years in Classification: 2 # of Years with Firm: 4 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Senior Digital Account Specialist, Fahlgren Mortine, 2013 – Present (Clients include 


Savannah College of Art and Design, Cooper Tire and Nova Southeastern University) 
− Senior Project Manager, Fahlgren Mortine, 2010 – 2012 (Clients included Elmer’s, Cooper 


Tire and Sherwin-Williams) 
− Senior Account Manager, Reflex Design and Technology, 2006 - 2010 (Clients included 


Bath and Body Works, American Eagle Outfitters and Fifth Third Bank) 
 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Franklin Park Conservatory and Botanical Gardens 


− Timeframe: 2011 – 2014 
− Company Name: Franklin Park Conservatory and Botanical Gardens (a Fahlgren Mortine 


client) 
− Company Location: Columbus, Ohio 
− Position Title During the Term of the Contract/Project: Senior Project Manager 
− Details of the Contract Project: Ryan managed a website redesign based on newly created 


brand and positioning assets, as well as the implementation of a separate dedicated 
events site. 


Toledo Region 
− Timeframe: 2011 – 2013  
− Company Name: Toledo Chamber Foundation (a Fahlgren Mortine client)  
− Position Title During the Term of the Contract/Project: Senior Project Manager  
− Details of the Contract Project: Ryan helped bring to life a multi-county economic 


development and lifestyle brand based in Northwest Ohio. The contract included the 
creation of a website and supporting digital assets.  
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EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 


− Institution Name: Ohio University  
− City: Athens 
− State: Ohio 
− Degree and/or Achievement: Bachelor of Science in Outdoor Education, Recreation 
− Date Completed/Received: 1997 


 
AWARDS (Won by the individual) 


Information required should include: Award, organization giving the award and date received. 
 


− Two Gold Davey Awards, Davey Awards (2013) 
− Gold Davey Award, Davey Awards (2012) 
− Gold ADDY, American Advertising Foundation, Charleston, W. Va. (2013) 
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PROPOSED STAFF RESUME FOR RFP 2084 


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 
 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Michelle Spalding Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Account Supervisor 
# of Years in Classification: 14 # of Years with Firm: 19 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Broadcast Producer, Fahlgren Mortine, 2000 - Present (Clients include McDonald’s, 


Panama City Beach, West Virginia Lottery, Nova Southeastern University and Cooper 
Tires) 


− Broadcast Business Manager, Fahlgren, 1997 – 2000 (Clients included Columbus Dispatch, 
McDonald’s, Dana, Owens Corning, Visit Florida, NAPA Auto Parts, Cooper Tires) 


− Traffic Coordinator, Fahlgren, 1995 – 1997 (Clients included Owens Corning, Dana, 
McDonald’s) 


 
RELEVANT TOURISM INDUSTRY EXPERIENCE 


Information required should include:  timeframe, company name, company location, position title held during 
the term of the contract/project and details of contract/project. 


 
Gatlinburg CVB 


− Timeframe: 2011 – Present  
− Company Name: Gatlinburg Convention and Visitors Bureau (a Fahlgren Mortine client) 
− Company Location: Gatlinburg, Tenn. 
− Position Title During the Term of the Contract/Project: Broadcast Producer 
− Details of the Contract Project: Michelle completed two campaigns for TV promoting 


spring and fall travel, negotiated popular music and celebrity voiceover soundalike. The 
team is currently in production for another campaign promoting winter travel. 
 


Panama City Beach CVB 
− Timeframe:2010 – Present  
− Company Name: Panama City Beach Convention and Visitors Bureau (a Fahlgren Mortine 


client) 
− Company Location: Panama City Beach, Fla. 
− Position Title During the Term of the Contract/Project: Broadcast Producer 
− Details of the Contract Project: Michelle has produced several radio spots for the 


destination and has supported the production of three TV campaigns. 
 
TourismOhio 


− TourismOhio: 2003 – 2004 
− Company Name: TourismOhio (a Fahlgren Mortine client) 
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− Company Location: Columbus, Ohio 
− Position Title During the Term of the Contract/Project: Broadcast Producer 
− Details of the Contract Project: Michelle helped produce two television and radio 


campaigns. 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 


− Institution Name: Ohio University 
− City: Athens 
− State: Ohio 
− Degree and/or Achievement: Bachelor of Science in Journalism 
− Date Completed/Received: 1994 


 
AWARDS (Won by the individual) 


Information required should include: Award, organization giving the award and date received. 
 


− Best of Show for Television commercial produced – ADDY Awards – 2006  
− Best of Show for Television commercial produced – ADDY Awards – 2012  
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PROPOSED STAFF RESUME FOR RFP 2084 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: Fahlgren, Inc. (DBA Fahlgren Mortine) 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Tim Shoaf Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Print Production Manager 
# of Years in Classification: 24 # of Years with Firm: 37 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
− Print Production Manager, Fahlgren Mortine, 1990 – Present (Clients include McDonald’s, 


Kroger, Emerson Electronics and the West Virginia Lottery) 
− Art Director, Fahlgren Mortine, 1977 – 1990 (Clients included NAPA, Cooper Tire, 32 


divisions Owens-Illinois, DANA Corp and Domino’s Pizza) 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Tim does not work directly with clients, but he is a true leader for print production at Fahlgren 
Mortine. During his 37-year-tenure, he has lead national advertising for some of the agency’s 
largest accounts. Tim currently oversees the print production for all point-of-purchase displays 
and outdoor displays for all McDonald’s stores in the greater Toledo, Columbus, Dayton and 
Cincinnati, Ohio markets, as well as Southern Florida and parts of North and South Carolina. He 
also leads print production for several tourism accounts, including TourismOhio, Myrtle Beach 
CVB, Gatlinburg CVB and the Panama City Beach CVB.  
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 


− Institution Name: Columbus College of Art and Design 
− City: Columbus 
− State: Ohio 
− Degree and/or Achievement: Bachelor of Arts 
− Date Completed/Received: 1970 


 
AWARDS (Won by the individual) 


Information required should include: Award, organization giving the award and date received. 
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3.SCOPE OF WORK AND DELIVERABLES 


3.1 PROPOSAL DELIVERABLES 


3.1.1 OVERVIEW OF CAPABILITIES 


Each responding vendor should provide an overview of its capabilities and previous experience in 
managing results-driven tourism marketing programs that include the activities listed in Section 3.1 
Scope of Work and Deliverables.  Specifically, firms should provide: 
 
3.1.1.1 Three (3) definitive Case Studies demonstrating a proven ability to develop and execute a 
results-driven integrated marketing campaign. 
 


A. Each case study should include the following: 
1. The marketing challenge being confronted; 
2. The integrated strategic approach that addressed the problem;  
3. Overview of the campaign goals; and 
4. Campaign results 


 
We have selected three case studies to illustrate our ability to execute results-driven, integrated 
campaigns. The first example (Columbus Image Collaborative, pages 1-14), provides a full-scale 
illustration of our ability to create, execute, socialize, systematize and support a new brand using all 
disciplines – both to mass audiences and niche/generational segments.  


 
Columbus Image Collaborative 


Overview 
Columbus, Ohio has forever lacked a distinct, recognizable image. This has hindered the ability of 
organizations like Experience Columbus (Columbus’ convention and visitor’s bureau) and the Columbus 
Chamber of Commerce to market and sell the city. In 2009, as Columbus began approaching its 
Bicentennial, the Mayor of Columbus launched the 2012 Bicentennial Commission, which resulted in 
the formation of a number of committees dedicated to improving aspects of the community in time for 
the 2012 celebration.  
 
Historically, destination marketing organizations, chambers of commerce and other economic 
development entities implement disparate campaigns with little or no relationship to one another. In 
the case of Columbus, the strategy affirmed that the community needed a single brand and creative 
platform from which to work. This forced the Columbus community to tear down walls, build a shared 
direction and collaborate in the process and deliverables. Executing the brand in a consistent manner, 
through multiple entities and across numerous platforms, is resulting in exponential brand awareness 
and perception results – as well as positive economic impact. 
 



http://www.experiencecolumbus.com/�
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The primary partners in this collaborative effort are: Experience Columbus, the Columbus Chamber, 
Columbus2020, the Columbus Partnership, the Columbus Bicentennial Commission, the Greater 
Columbus Sports Commission, the City of Columbus and Franklin County. After a competitive review of 
26 agencies, Fahlgren Mortine was chosen as the agency of record for developing the creative 
expression of the brand essence. In addition to developing the umbrella campaign, Fahlgren Mortine 
is the agency of record for each of the individual partners. 
 
Fahlgren Mortine is engaged on many levels, both strategically and tactically. Work includes overall 
strategy and communications planning, brand development, brand standards, advertising, design, 
website development, online executions, public relations, social media and traditional media planning 
and buying. 
 
Logo Development 
Fahlgren Mortine has developed the creative foundation for Columbus and individual campaigns for 
each partner. As part of this work, we’ve developed an iconic “mark” for Columbus that has been 
adopted by organizations throughout the community. We’ve also rebranded Experience Columbus, the 
Greater Columbus Sports Commission, the Columbus Region, Columbus 2020, the Columbus Chamber 
of Commerce and the City of Columbus, and developed a brand for the Bicentennial Commission. An 
important element of the work is that we needed to allow each partner to have its own identity while 
still clearly being part of the Columbus brand family. Each needed some separation of visual 
representation because each has a unique mission, and unique goals and audiences. Even though they 
are easily identified as Columbus entities, each has its own visual treatment and color palette.  
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Brand Standards 
The development of brand standards has been one of the challenging 
elements of this relationship because there are so many connected partners. 
We’ve developed brand guidelines for the umbrella Columbus brand along 
with brand guidelines for each individual partner. 
 
 Brand Columbus Community Toolkit 
There are dozens of moving pieces required for this work, including 
developing an online Brand Columbus toolkit (BrandColumbus.com). Designed 
to encourage adoption of the Columbus brand, and keep communication 
flowing, the toolkit serves as an open source portal from which any individual 
or organization can download Columbus logos, visuals 
and language. The toolkit allows the brand to be 
consistently and easily amplified by Columbus 
ambassadors to their own local, regional, national 
and international audiences. 
 
Professional Staff Development and Training 
One of the key objectives of the brand standards and 
the Brand Columbus toolkit is to provide staff 
members of partner entities continual information, 
education and training on the value of properly 
presenting and maintaining the Columbus brand. 
Recognizing that the number of organizations that 
wish to adopt this branding will continue to increase, 
as well as our need to deal with a variety of levels of 
marketing education and savvy, we know it is 
critically important to provide clear direction on how 
to mobilize the brand elements and apply them to different situations and environments.  
 
Columbus Brand Essence 
The following essence statement was created as a foundational creative element to guide campaign 
development. We  synthesized the statement into: Columbus; smart and open. 
 
Core essence: Columbus is a city with an open-minded approach to life and business. It’s a smart city 
with a progressive attitude, where people are free to go out on a limb. Where diversity isn’t just a 
state of being, but a state of mind. It’s made real through people, businesses, and neighborhoods – 
every day. Because we share the philosophy that Columbus is open to all, we are always taking risks, 
always thinking big, and always open to new ideas. 
 
 
 
 
 
 



http://www.brandcolumbus.com/�
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Advertising Objectives 
− Develop a creative approach to leverage the brand essence of “smart and open”  
− Build Columbus’ competitive image distinction on a national scale to the respective audiences 


of each partner 
− Develop a program the entire community can utilize as necessary in any marketing and/or 


promotional efforts 
− Continue to openly engage all aspects of the community in the development and execution of 


campaign elements 
 
Tourism Creative 
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Tourism Creative 
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Economic Development Creative 
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Bicentennial Creative 
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City of Columbus Creative 


 


 


 


 


Additional Creative Executions 
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Websites 
In addition to creating the Brand Columbus website, 
Fahlgren Mortine created new websites for Experience 
Columbus, the Greater Columbus Sports Commission and 
the City of Columbus. 
  
Each site was custom created to address the needs of 
members of each unique organization, but the newly 
created Columbus brand was made prevalent in each 
execution. For the Experience Columbus site, Fahlgren 
Mortine designed and developed a new interactive 
feature called, “My Planner,” that allows visitors to add 
items to their own personal trip itinerary as they navigate 
throughout the website. Visitors can personalize their 
itineraries even more specifically by adding/deleting, 
editing, sorting, and adding personal notes, as well as 
searching the various locations on a Google map of 
Columbus. 
 
For the Greater Columbus Sports Commission (GCSC) site, 
we created an easy-to-use search feature throughout the 
site, allowing users to search for event locations by facility 
name, sport or by keyword. We also created custom 
landing pages for major events, so the GCSC can promote 
the purchase of tickets to events outside of the event 
calendar functionality of the website.  
 
The City of Columbus charged Fahlgren Mortine with 
redesigning, and re-architecting, more than 900 pages of 
content. The previous site organized all content by city 
department, but through survey research, we knew users 
may not know where to find the information they were 
looking for. Fahlgren Mortine designed a new website 
that reflected the new Columbus branding and tone, while 
also organizing content in a way that made it easier for 
the City’s various audiences – residents, businesses, 
visitors, elected officials, etc. to find exactly what they 
needed. 
 


 


 



http://www.experiencecolumbus.com/�

http://www.columbussports.org/�

http://columbus.gov/�
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Results 


Although we have only included select components of the overall program due to length, the following 
results provide insight into the massive scale and dramatic impact of this integrated program. 


Macro Columbus Campaign Results 
− More than 30 organizations have adopted the ColumbUS logo mark in their marketing 
− Significant awareness of brand development throughout the community 
− Unprecedented collaboration of the City’s political, private and civic sectors in strategic planning 


and consensus building 
− Launched open source online Columbus brand toolkit (BrandColumbus.com) – to date, more than 


500 unique users 
 


Bicentennial Celebration 
− 1,950 Columbus citizens participated in a Bicentennial community summit 
− 720 unique user downloads of online marketing toolkit 
− 109,491,164 earned media impressions from publications including The New York Times, TIME 


Magazine and National Geographic  
− 290,594,226 paid media impressions 
− 7,830,487 social media impressions 
− 14 public art projects launched as Bicentennial initiatives 
− 98.5 percent unaided awareness of celebration in Columbus Region 


 
Experience Columbus 
− Increased convention room nights booked for national association meetings and corporate 


business meetings by 139 percent from 2011-2014 
− Increased website visits 33 percent from 2011-2014 
− Visitor research from the Columbus Visitor Perception and Tapestry Studies (2012) indicate that 


Columbus exceeds visitor expectations:  
−  98 percent of first-time visitors’ perception change is positive  
−  85 percent of past visitors are likely to visit again  


 
Columbus 2020/Columbus Region Economic Development 
− Multimedia campaign garnered 200 million impressions to highly targeted audience 
− 45,789 net new jobs have been added to the Columbus Region since January of 2010, which is 30.5 


percent of the 10-year goal 
− $3.15 billion in capital investment has been tracked by Columbus 2020 since January of 2010, 


which is 39.5 percent of the 10-year goal 
− Columbus 2020 has developed more than 250 regional private-sector companies that invest more 


than $3.8 million dollars annually 
− 400 percent increase in web traffic from 2011-2014 
− 70 percent of web traffic generated via online campaign in 2014 
− Click-through rates continue to outperform industry average by 200 percent 
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Targeting the Young Professional  
Once we had created effective integrated campaigns targeting families for tourism and the business 
sector for economic development, we began intentionally focusing on a key and valuable 
demographic, the young professional (roughly 25-35 year olds).  Young professionals are more 
predisposed to travel, have more disposable income, are most likely to move in the next three to five 
years, are extremely influential and tend to be very entrepreneurial in spirit. In other words, the young 
professional is a highly sought-after target for destinations.   


As we took on the challenge of marketing Columbus to the young professional, we knew we had to be 
extremely delicate. This audience grew up being flooded by advertising, they know when they’re being 
sold to and they easily reject it. This is an audience that wants to discover all that life has to offer on 
their own terms. For these folks, big is often the enemy of cool. Seeking experiences that are new and 
unexpected, they can be convinced to look beyond the usual suspects. So, when we started, we asked 
ourselves what was special about Columbus. Nashville is Music City, Austin is quirky, but Columbus is 
so much more than that. We finally settled on the fact that what’s special about Columbus is life in 
Columbus. Whether you live in Columbus, visit or are thinking about doing either of those things, life 
in Columbus is vibrant, exciting and rewarding.  So, rather than coming up with the next destination 
ad slogan, we decided to present Columbus exactly as it is through LifeInCbus.com.  Everything 
executed – our paid campaigns out of market, our social media efforts – is designed with one thing in 
mind: presenting an authentic look at life in Columbus. It’s that simple.  


We created LifeInCbus.com because nothing like it exists in Columbus. There are a lot of great sites for 
information about the city, but there was no one single site that captured and shared compelling 
content that someone in Columbus or outside the city would consider useful or informative. The great 
thing about the site is it pulls the best existing content from around the web – news sites, blogs, social 
media – and presents it in a single spot, updated constantly.  


 


 


 


 


 


 


 


 


 



http://lifeincbus.com/#!/�
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Creating the site experience was step number one. Because the best way to reach this audience is 
through discovery, we knew social media needed to play a significant role in our campaign which is 
why we launched with Twitter, Instagram and the #LifeInCbus hashtag. Our three key pillars were to: 
(1) join current conversations already occurring and leverage those conversations to the young 
professional (2) Influence conversations in our key markets (3) Engage in conversation around core 
topics relevant to our audience (food, music, career, fashion, best places to live, etc.).  


All of this supports our most significant out-of-market integrated image campaign, focused right now 
in Chicago and Washington, D.C., but we believe it will continue to grow. Regardless of where it goes, 
we want to make sure – and we’ve been intentional about this – that what we’re doing also has value 
locally, and LifeInCbus.com certainly provides that value. 


Why Chicago and D.C.? They’re natural fits, with a lot of young professionals, and within our footprint, 
which roughly aligns with the Big Ten conference. Columbus offers an alternative to the lifestyle in 
those markets, without compromising all the things they love about those cities – great food, arts, 
sports and creativity.  


The paid campaign is focused around the idea 
that in Columbus, you can live your best life.  
To a growing number of young people today, 
being different is more important than fitting 
in. Sure this crowd wants to be unique but 
they also want to belong. They are looking for 
a place and people that are as excited about 
the future as they are. The Columbus 
campaign speaks to this creative crowd in a 
way that’s not so much a campaign as it is a 
call to arms. An open invitation to explore 
their potential for something extraordinary.   


 


 


 


 


 


 


 


Reaching them on their 
commute: Chicago outdoor 
board at I-90/I-94 



https://twitter.com/lifeincbus�

http://instagram.com/lifeincbus�

https://tagboard.com/lifeincbus�
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Washington, D.C. Metro Boards 
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Online Rich Media 


Click to view 


 Life In Cbus Anthem Video  


 


 


 


 


 


    
   Click to view  


Results 
Although the young professionals campaign just launched this summer, we’re already seeing media 
results that are well above benchmark:  


− Overall click-thru-rate: 196 index 
− In-banner video completion rate: 33.5 percent  (versus 16.4 percent benchmark) 
− Average time spent with rich-media: 27.26 seconds (versus 12.84 benchmark) 
− Banner interaction rate: 8.68 percent  (versus 2.08 percent benchmark) 


 



http://clientpreview.saymedia.com/?previewid=21884�

http://lifeincbus.com/#!/article/main-video�

http://lifeincbus.com/�
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Savannah College of Art and Design (SCAD) 
 
We chose to include the following case study because it illustrates our ability to plan and execute a 
completely integrated campaign, while thinking creatively to keep members of the media interested 
throughout various milestones of the client’s project.   
 
Overview   
Savannah College of Art and Design 
(SCAD)’s mission is to prepare talented 
students for creative careers. SCAD has 
more than 11,000 students who study at 
four locations around the globe—
Savannah and Atlanta, Georgia; Hong 
Kong and Lacoste, France—and online 
through eLearning courses.  
 
Following a nationwide search for a 
marketing and communications partner, 
SCAD selected Fahlgren Mortine as its 
agency of record in November 2013. The 
first major initiative SCAD presented to 
Fahlgren Mortine was to help brand and 
launch SCADpad—an experimental micro-
housing community being built in the 
midtown parking deck at SCAD Atlanta.   
 
SCADpad evolved from one powerful 
question: How can design change the 
world? As the global population continues 
to grow and concentrate in cities, SCAD, 
as a transformer in art and design 
education, cultivated an entirely new 
vision of an urban community. 
 
SCADpad embraced and advanced the university’s deeply rooted commitment to adaptive reuse by 
utilizing a parking structure to create an inspirational and sustainable community that proposes an 
answer to the growing urban housing challenges cities are facing around the world. 
 
An interdisciplinary group of 75 SCAD students, 12 faculty members and 37 alumni from 12 academic 
degree programs worked for 10 months to design and develop SCADpad—from its architectural 
footprint to custom furniture to remote home control. Upon completion, three SCADpads were 
brought from conception to reality, each 135-square-feet or the size of a standard parking space, with 
three common areas. 
 



http://www.scadpad.com/�

http://www.scadpad.com/what-is-scadpad/approach�
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The Challenge  
A major undertaking for the university, SCADpad 
was intended to further position SCAD as a leading 
innovative, global university with the core mission 
to prepare talented students for professional 
creative careers, and to develop a new solution for 
a growing global concern surrounding urban 
housing.  
 
SCAD challenged Fahlgren Mortine to launch 
SCADpad locally, nationally and internationally 
over the course of six months, from naming and 
logo development to marketing strategy and 
website development to global media coverage 
and a national ad campaign. An integral part of the 
challenge was to develop the communications 
materials and brand, and garner national media 
attention not only to cover SCADpad, but also to 
stay the night in one of the micro-dwellings, all 
while the prototypes were being designed and 
built. 
 
Goals 
SCAD and Fahlgren Mortine set out to position 
SCAD as a leading innovative, global university with 
the core mission to prepare talented students for 
professional creative careers and use the SCADpad 
micro-housing project to illustrate and share the 
design ingenuity of SCAD to the world, and finally, 
to increase awareness of SCAD and increase 
enrollment. 
 
Program Overview 
A team of 31 Fahlgren Mortine associates from 
across agency disciplines, including public relations, 
digital marketing, creative, advertising planning 
and buying and brand planning worked together to 
launch SCADpad over the course of six months.  
 



http://scadpad.com/�
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Once Fahlgren Mortine created the brand and 
visual identity for SCADpad, the next challenge 
was to help SCAD recruit students to live in the 
micro-housing units. Since the community was 
intended to be an experiment in micro-housing, 
SCAD intended for students, national media 
members and special guests to live in SCADpad 
in order to test the livability of a parking deck 
neighborhood. In January 2014, Fahlgren 
Mortine launched SCADpad.com to recruit 
SCAD students to live in SCADpad in the spring. 
Within 24 hours of launching the microsite, 
SCADpad had gained national media attention. 
One problem: SCADpad wasn’t built yet and 
the concept was still coming together. Fahlgren Mortine was challenged to keep national media 
interested in the story, while being careful not to disclose any inside information about the micro-
housing community.  
 
Between February and April 2014, SCAD students, faculty and alumni across 12 academic disciplines 
worked around the clock to concept, develop and build SCADpad. During this timeframe, Fahlgren 
Mortine was developing ads, planning a media launch event, pitching media to attend the launch of 
SCADpad, securing media members as the first residents of SCADpad and keeping SCADpad.com up-to-
date and interesting with what little information was available.  
 
The SCADpad story weaves together 12 academic degree programs and several major topics, including 
sustainability, adaptive reuse and the global return to cities. In the days leading up to the launch of 
SCADpad, Fahlgren Mortine was finalizing communication materials to accurately convey these 
messages to media, the public, students, stakeholders and SCAD faculty and staff.  
 
On April 9, SCADpad was completed and national media were welcomed to the community. The first 
people to ever spend the night at SCADpad were national journalists. While a team from Fahlgren 
Mortine was on-site in Atlanta managing the media launch event, introducing journalists to the 
SCADpad concept and coordinating virtual interviews with members of the media covering the launch 
remotely, a Fahlgren Mortine team in Ohio flipped SCADpad.com from being a reactive microsite to 
being a content hub for media, the public and students to learn about SCADpad and to see finished 
photos of the community for the first time.  
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In the months following the launch of SCADpad, 
Fahlgren Mortine continued aggressive media outreach 
and coordinated onsite national media interviews with 
outlets including TODAY, The Weather Channel, TIME 
and CNN. SCAD students lived in SCADpad during April 
and May, sharing their experiences via social media. 
Fahlgren Mortine also highlighted each student’s 
experience living in SCADpad on SCADpad.com through 
real-time social feeds. SCAD is currently in the process 
of evaluating SCADpad based on students and media 
who lived in the community to see if this is a feasible 
solution for urban housing challenges.  
 
Will parking structures populated with micro-housing 


communities become the new norm in dense urban areas? Only time will tell.  
 
Results 
The integrated campaign has achieved the following results to date.  


− Earned media efforts: 
− 210 local, regional, national and international placements 
− 231.1 million readers, viewers and listeners reached (75 percent of the U.S. 


population) 
− Most viewed announcement in SCAD’s history 
− Placements with top media outlets, including TODAY, TIME, USA Today, Yahoo!, CNN, 


HGTV’s FrontDoor, The Guardian, ArtInfo and Dwell 
− Eight media members experienced living in SCADpad 


− #SCADpad trended on Twitter for the Atlanta area during the unveiling event. 
− This was the first SCAD initiative to be live streamed on Thread. 


− The post received 4,868 page views 
− The average time on page was 10 minutes, 21 seconds 


− SCADpad.com had 72,128 page views during the first two weeks of launch. 
− When compared to the twelve days prior to the unveiling, the following increases are found 


for SCADpad.com: 
− Site sessions - Up 516 percent (30,379 versus 4,928) 
− Site users - Up 521 percent (25,974 versus 4,168) 
− Pageviews - Up 943 percent (72,503 versus 6,953) 
− Pages per session - Up 69 percent (2.39 versus 1.41) 


− Print and digital ads were placed to support the unveiling of SCADpad.  
− Total impressions = 7.1 million 
− Average click through rate = .17 percent (Industry average is .08 to .1 percent) 


 


  



http://www.today.com/video/today/55530037#55530037�

http://www.weather.com/home-garden/scadpad-atlanta-tiny-homes-parking-garage-20140430�

http://www.scadpad.com/downloads/TIMEMag_SCADpad.pdf�

http://www.cnn.com/2014/07/15/living/parking-space-homes-scadpads/�

http://scadpad.com/follow-along�

http://www.usatoday.com/videos/news/2014/04/16/7776537/�

https://homes.yahoo.com/blogs/spaces/micro-homes-the-size-of-parking-spaces-205204838.html�

http://www.frontdoor.com/coolhouses/atlanta-students-reveal-scadpads�

http://www.theguardian.com/cities/2014/jul/09/multistorey-car-park-us-designer-micro-apartments-affordable-housing�
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Office of TourismOhio 


The following case study not only illustrates our ability to execute fully 
integrated tourism programs, but it also provides an example of our 
experience creating large-scale private-sector partnerships with a state 
tourism brand. In this case, the pilot partnership leveraged a minimal 
TourismOhio investment to secure more than $600,000 in private-
sector support from McDonald’s and Coca-Cola. The pilot paved the 
way for growth of the partnership to include more than $900,000 in 
private-sector support in year two.  
 
Click here to view a video case study. 
 
Background 
In addition to executing a robust, national-award-winning media relations program, Fahlgren Mortine 
supports TourismOhio in many areas including special events, partner/industry relations, social media, 
special projects and partnership development. Throughout the course of our work together, Fahlgren 
Mortine has created several partnerships between TourismOhio and prominent Ohio companies in the 
private sector. These include Honda of America Manufacturing, Barnes & Noble Bookstores, Ohio Art 
Company (parent company of the Etch-A-Sketch brand), Groupon, The Kroger Company and others. 
 
The Challenge 
Although the overall marketing program achieves growth in market share and exceeds all stated KPIs, 
we believe it is our responsibility to bring new ideas and potential partnerships/funding sources to the 
table. Having worked with McDonald’s for nearly 40 years, Fahlgren Mortine knew that TourismOhio 
and McDonald’s of Ohio were speaking to a similar audience based on demographic, psychographic 
and geographic data.  
 
In 2013, we began actively shaping a mutually beneficial 
partnership with McDonald’s restaurants of Ohio to increase the 
reach of the state’s existing tourism marketing efforts and 
creatively target travelers with a value-driven message for 
vacationing in Ohio. Due to the overwhelming majority of Ohio 
travelers vacationing by car (and McDonald’s primarily serving 
customers in the drive-thru), Fahlgren Mortine developed a pilot 
program designed to reach potential travelers with a first-of-its-
kind promotion known as “Discover Ohio To Go.” We also brought 
Coca-Cola to the table based on the company’s close ties to 
McDonald’s and other tourism-related businesses in our state. 
 
Goals 
The primary goals of the pilot-year program were to extend the budget and reach of TourismOhio’s 
message via innovative private-sector partnership; drive visits to DiscoverOhioToGo.com and 
subsequently, DiscoverOhio.com; create a new vehicle for engaging Ohio’s largest partners (Cedar 
Fair, State Parks, etc.); and drive social media engagement.  



https://www.youtube.com/watch?v=N95miaka9kM&list=UU4rUPmvTY6rQHaWtd-_oGwQ�
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Program Overview 
The program, which launched on April 29, 2013, encouraged consumers to visit nearly 400 Ohio 
McDonald’s restaurants to purchase a large Coca-Cola beverage and receive a specially marked cup 
(six million cups were produced), redeemable for discounts at Ohio tourism attractions. The program 
drove consumers to a responsive, mobile-friendly website to learn more about the offers and start 
booking their multi-day trip. 
 
In order to execute this idea, Fahlgren Mortine needed to conceptualize the program; develop a logo 
and all corresponding graphics; develop all social media, mobile and web assets; execute public 
relations and stakeholder outreach statewide; develop (and subsequently) sell a co-op participation 
model for tourism-industry partners; develop partnership agreements; design and produce campaign 
creative and all in-store materials; plan and execute a program launch event and news conference, 
manage social media promotions (including prize giveaways), and much more. 
 
The partnership leveraged a minimal TourismOhio investment with more than $600,000 in private-
sector support, including in-kind, in-store and point-of-purchase materials from McDonald’s and a 
consumer advertising campaign covered, in large part, by Coca-Cola. Custom cups were distributed via 
Ohio McDonald’s restaurants between April 29 and June 9. Key partners included Cedar Point and 
Kings Island, the state’s two largest amusement parks; Hocking Hills Ziplines; and Ohio State Parks, to 
name a few. 
 
Results 
The program generated more than $825,000 in earned media value and reached more than 123 
million consumers in its first year. Also in the first year, more than 43,000 unique visits were made to 
DiscoverOhioToGo.com, and TourismOhio garnered more than 1,700 social media contest entries 
resulting in more than 900 email leads via a Facebook referral contest in support of the promotion. 
After the pilot, an additional 237 restaurants asked to be included in the program, bringing the total 
to 611 for 2014. The second-year total of cups produced was approximately 10 million.  
 
Key Partner Testimonials 
“We are very pleased with the promotion and we would definitely be interested in partnering again 
next year. I think broad-based promotions are good for Ohio, as all of us have to find more ways to 
compete against Pure Michigan.” Lee Alexakos, Vice President, Marketing, Cedar Fair  
 
“Can we extend this promo through the summer? It’s going so well, I’d like to run the option past my 
partners.” Julieann Eckel, Owner, Hocking Hills Canopy Tours/Wild Zipline Safari 
 
This program won Best of Show at the Cincinnati PRSA Blacksmith Awards in 2013. 
 
 


  



http://discoverohiotogo.com/�

http://www.cleveland.com/travel/index.ssf/2014/04/mcdonalds_cups_offer_discounts.html�
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3.1.1.2 Vendors should include actual work or links associated with the campaign, including the 
integrated components such as advertising, external communications, digital products, media 
methodology and any other relative materials associated with the efforts. 
 
Please find work samples and links associated with the campaigns throughout the case studies in 
response to 3.1.1.1; 3.1.1.3 and 3.1.1.4. 
 
3.1.1.3 Three (3) Case Study examples of website development 
 
A. Case Studies should include the following: 


1. Marketing objective of the campaign or site; 
2. The digital solution for achieving the objective(s);  
3. The links to the applicable sites; and 
4. Use of custom URLs and third - (3rd) party tags/pixels for campaign measurement 


 
Franklin Park Conservatory and Botanical Gardens 
 
We chose to include the Franklin Park Conservatory and Botanical Gardens website because it shows 
how we solved website architecture issues for a tourism destination that needs to serve different 
content to two different audiences. 
 
http://www.fpconservatory.org/   
http://fpconservatory.org/Host-an-Event  
 
Situation 
Franklin Park Conservatory and Botanical Gardens recently underwent 
a complete rebranding, including logo and look-and-feel guidelines. 
While the website was re-skinned as a band-aid during the refresh, 
more extensive work was needed, given functionality demands and 
available capabilities. Interviews with key stakeholders revealed the 
need for a central calendar of events navigable by those planning a 
visit or attending a class as well as those looking to schedule group 
tours. We discovered two distinct audiences requiring different web 
experiences: those planning an event and general visitors.  
 
Action 
A comprehensive sitemap was created along with concepts to gain 
consensus on look-and-feel as well as navigation and functionality. 
Stakeholders provided feedback on concepts and sitemap, and both 
were revised until the group was in love with the direction.  
 
The team highlighted Franklin Park Conservatory’s photography and content on the backdrop of a 
minimalist background to create elegant visual appeal. A lighter and softer color palette was chosen 
so the user wouldn’t be distracted. Based on the coupling of indoor and outdoor spaces for every event 
rental to address inclement weather, the venues were coupled on the site. Extensive information and 



http://www.fpconservatory.org/�

http://fpconservatory.org/Host-an-Event�
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multiple images of each venue are just one click from the 
landing page. 
 
The Conservatory was concurrently in the process of updating 
its campus-wide point of sale (POS) system. Included in this 
upgrade were event/class registration processes, as well as 
admission purchases and giving. We built the website to 
seamlessly integrate with this third-party application to provide 
real-time class and event signup, as well as membership and 
renewal integration, as identified by stakeholder interviews. 
The content management system allowed instant content 
updates; including the ability to add image galleries, pages and 
class/event listings from an intuitive administrative interface. 
 
With a stand-alone Events site, The Conservatory created the 
ability to present to identified audiences (wedding, social and 
corporate) a personalized experience. Through imagery and 
messaging, a bride-to-be can travel venue-to-venue in a truly 
customized way.  
 
Results 
The many stakeholders of the Conservatory are ecstatic about 
the site. The director considers it to be among the top in the 
country. Kentico, the content management system, recognized 
the site as one of its monthly top-ten sites in January 2013. In 
addition, the site was honored with a Digital Davey Award in 
the website category.  
 
The implementation of online class and program sign ups has alleviated call center staffing issues by 
driving existing and new traffic through the website, as well as providing 24 hour access to 
class/program availability.  
 
The implementation of an event- and venue-specific contact tool (form) allows The Conservatory team 
to pull critical information and create package options for potential customers in a more efficient 
manner. 
 
The site has provided a great opportunity to display the physical features of the property as well as a 
driver for class, event and program reservations.  
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Cooper Tires  
 
We chose to include a case study of the newly redesigned Cooper Tires website because it shows our 
ability to create a responsive site that stays true to the brand. Our Tire Navigator tool is a user 
experience tool that could have similar properties to a web tool for Nevada Tourism. 
 
www.us.coopertire.com  
Video Tour of Website 


Situation 
Cooper Tires was seeking to update and 
refresh its consumer web experience while 
reinforcing its brand and voice. The goal 
was to pair updated architecture and 
imagery with new, best-in-class product 
research and review tools; resulting in an 
authentic and intuitive brand experience. A 
key component is a customized ‘concierge’ 
approach, providing personalized product 
information based on preferences/page 
viewing history/etc. specific to the 
consumer’s vehicle. The integration of 
social media and a dealer location tool into 
the experience was also critical.  
 
Tires are typically not a ‘want’ purchase, but rather a ‘need’ purchase. Cooper tires are not an original 
equipment manufacturer, therefore a product normally found through consumer research. Because 
Cooper does not sell direct, consumers are oftentimes influenced by the dealer at point of sale (POS). 
Cooper Tire’s goal was to use the web to educate the consumers and arm them with the exact 
information they needed to ask for and purchase tires that fit their vehicle. 
 
Action 
Using analytics and persona research, our team created the architecture and visual design layer, and 
developed a fully responsive web experience. Critical to the translation of the brand voice to the web 
experience was visual storytelling through imagery. A combination of custom and stock photography 
was integrated into the design to accomplish this.  


 
  



http://www.us.coopertire.com/�

http://vimeo.com/channels/fahlgrenmortine/100145029�
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As a certified Kentico partner, we recommended a continuation of this Content Management System 
(CMS) solution for its ability to instantly make content updates and easily manage the marketing 
database, along with the ability to capture, store and interact with customer data in the form of e-
newsletters and automated contact form responses. In addition, we integrated various features 
including the ‘Tire Navigator’ which allows custom storage of a user’s household vehicle information, 
an interactive dealer locator tool, videos and social media feeds.  
 
Results 
Using Google Analytics and custom Event tracking, Cooper Tires is able to track product interactions as 
well as customized user data based on vehicle make/model/year. Additionally, social media content 
views and shares are also tracked through existing feeds. Since the launch of the website in December 
of 2013, the site has seen not only increased traffic, with nearly 50 percent more time spent onsite 
(session duration), an increase in pages viewed per session and a significant drop in bounce rate. 
 
The addition of social media feeds into specific product pages has allowed for a true integration of 
campaigns (sweepstakes, rebates) and user-generated feedback. 
 
With the ability to create and display such specialized content for each tire, the client has created a 
virtual ‘microsite’ within the website for their products. 
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Colfax Fluid Handling 
 
App Demonstration Video 
 
We chose to include this case study because it presents our 
ability to transform seemingly mundane web content into an 
interesting digital experience. We’re excited about the 
opportunity to work with Nevada Tourism, and the prospect of 
working with content that is already interesting. 
 
Situation 
Colfax Fluid Handling, a business of Colfax Corporation (NYSE: 
CFX), designs, engineers, manufactures and supports fluid-
handling pumps, systems and solutions for critical applications 
in the commercial marine, defense, oil and gas, power and 
industrial markets. The development of a compelling and 
smart technology solution, CM-1000, provided a platform for 
Colfax Fluid Handing to tout the company’s innovation 
leadership and to drive sales in 2013 and beyond. First applied 
to the Commercial Marine market, the CM-1000 fluid handling 
system dramatically reduces energy costs (up to 85 percent) 
and decreases maintenance costs (up to 50 percent) in sea 
water cooling applications, delivering significant value to ship 
owners, operators and builders. Colfax Fluid Handling needed 
to launch the CM-1000 quickly and aggressively in Western 
Europe and Asia-Pacific to preempt competitors. Additionally, 
the company wanted to leverage the opportunity to make a 
strong connection between the Colfax Fluid Handling brand and the legacy brands of their pump 
product lines – Allweiler, Houttuin and Imo – in the Commercial Marine space.   
 
Action 
On the surface, there was a story about cost savings, but it wasn't getting the attention it deserved 
from the sales team or potential customers. So, Fahlgren Mortine worked with one of the product 
engineers to understand how the savings data was being generated. Once we fully understood the 
specifics of the data, we set out to tell the story a way that could delivery more impact and gain 
message retention through customization. This could only happen in the digital space as it offered 
unlimited possibilities for customers to input business needs into the tool and get real-world 
“simulated” savings results back. 
 
To achieve this, we leveraged Google mapping data that informed global average ocean 
temperatures. That was the key data point that brought the savings to the tool. From there we 
worked with the engineers to deliver a secondary data point around the environmental impact and 
CO2 emissions savings as a value add. With impressive numbers starting to tell the true value of the 
product, we used the results of the yearly cost, energy and CO2 savings and multiplied it out over one, 
five  and 10 years to get a complete picture of the overall savings across the lifespan of the product. 



http://vimeo.com/channels/fahlgrenmortine/87672553�
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Results 
The results were so favorable that the client took the application intended for trade show use only and 
had us develop it for the web where all of their potential customers could benefit from seeing the 
savings in action. Not only were we using the digital channel in new and exciting ways for the 
industry, but our basic calculator visualization has now been copied by competitors.  
 
With the success of this piece behind us, we are working with the client to take the tool even further 
by including live shipping GPS data to calculate savings of actual vessels in real-time. 
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3.1.1.4 Three (3) Case Studies describing an integrated media purchase. 
 
A. The Case Studies should include the following: 
 1. The integration of traditional and digital channels; 
 2. The results of the purchase; 
 3. The tactical methodology for tracking the buys; and  
 4. Any other relevant data and outcomes pertinent to the media plan 


 
Panama City Beach  


We have selected three case studies to illustrate our ability to execute results-driven, integrated 
media campaigns. The first example, Panama City Beach CVB, illustrates our ability to deliver a year-
round tourism campaign that speaks to various broad and niche audiences, providing an engaging 
and interactive message.  The campaign utilized a combination of traditional (television, radio and 
print) in conjunction with digital efforts (tablet, desktop, mobile, social).    
 
Situation 
Panama City Beach, Florida (PCB) is a popular summer vacation 
destination. However, PCB has been facing increased activity from 
competitive destinations vying for the same travelers. To maintain and 
even grow market share in the spring and summer months, PCB needed to 
find ways to better distinguish themselves from their competition in key fly and drive markets while 
also highlighting their breadth of offerings.   
 
In addition, PCB was looking for a year-round advertising campaign that spoke to all of its various 
audiences. The mission was clear, the campaign needed to stand out in the travel and tourism industry 
and set PCB apart from other beach destinations. Lastly, the new campaign needed to align with and 
build on the established “Real. Fun. Beach.” brand promise. 
 
Action 
The primary marketing objectives were to position PCB as an ideal year-round beach destination while 
driving visitor spending during the spring and summer months and throughout 2013. A secondary 
marketing objective was to grow PCB’s presence across all social media channels, allowing for 
additional opportunities to connect and engage with current and potential travelers. To complement 
the marketing objectives, media objectives were established based on the media channel consumers 
were interacting with to better align with the various consumer mindsets. The media objectives were 
as follows:   
 


− Television/Broadcast Radio/Print: build awareness  
− Tablet/Desktop Banners: stimulate engagement (measured by time spent, interactions, 


interaction rate and Facebook likes) Examples: Build the perfect beach vacation, Bucket List 
and Endless Fun.  


− Mobile banners: build awareness (measured by impressions) and traffic to the spring 
sweepstakes (measured by clicks and click-thru rate)   



http://demo.pointroll.com/PointRoll/AdDemo/PanamaCityBeachConventionandVisitorsBureau/Puzzle_Rich_Media_Visitors_300x250_EXP_DERIVEPd9.asp�

http://demo.pointroll.com/PointRoll/AdDemo/PanamaCityBeachConventionandVisitorsBureau/bucketlist300x250_v1-0Pd9.asp�

http://demo.pointroll.com/PointRoll/AdDemo/PanamaCityBeachConventionandVisitorsBureau/endlessfun300x250_v1Pd9.asp�
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Built on the insight that PCB’s core audiences desire a fun, authentic 
vacation experience where they can “be themselves,” PCB and partner 
agency Fahlgren Mortine developed the “Real. Fun. Beach.” campaign.  The 
approach reflects the “come as you are” attitude of PCB and is an inclusive, 
year-round campaign that focuses on owning both the “real” and the “fun” 
in “Real. Fun. Beach.” The campaign aims to make a PCB vacation 
experience feel fun, memorable, sharable, obtainable, and above all “Real.”  
 
Creative elements capture the genuine, raw emotions of people enjoying 
themselves and having fun through experiences at Panama City Beach. 
Individual elements speak to all of PCB’s audiences, and showcase the 
diverse offerings including dining, shopping, water sports, golf, fishing and 
more. Using a mix of spot TV and radio, digital and print media, 100+ 
media partners were explored to develop the most effective media 
program for reaching PCB’s various audiences.  
 
Creative shows people experiencing and enjoying the breadth of activities 
and attractions available in PCB. Research found that the best way to help 
educate consumers on vacation destination offerings is to show them. 
Therefore, broadcast and digital video was a huge component of the campaign which allowed 
potential visitors to place themselves and their families directly in the destination.  To help truly 
differentiate and breakthrough, a custom music track for the digital video and TV spot was created.  
The track personifies PCB’s laid back attitude and is distinctly PCB. The response to the music has been 
overwhelmingly positive to the point where fans of PCB have requested the cut. 
 
 
 
 
 
 
 
 
 
 
 
 
Media Strategy 
PCB conducted research on its current and target visitors by season, and identified families with 
children as the primary spring and summer audiences. Women were found to be the key decision 
makers for travel, narrowing the campaign focus to moms. These moms seek out active vacations with 
plenty for their family to do, truly enjoy the planning process, use technology to help keep everything 
organized, and frequent social networks to find information, stay connected and seek deals. The 
secondary spring and summer audience was identified as couples without children, still with a focus on 
women. 
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Geographically the focus was on the core states of Georgia, Alabama, Texas and Tennessee; as well as 
the individual markets of Baltimore/DC, Indianapolis, NYC, Chicago and St. Louis. 
 
Results 
From January 1 – July 31, the “Real. Fun. Beach.” 
campaign achieved a high level of awareness. It 
delivered 70,844,453 digital media impressions 
and 127,581,298 traditional media impressions 
that included print, broadcast radio and broadcast 
television advertisements.  
 
In addition to high awareness levels, PCB has also 
seen a positive reaction to the campaign through 
interest level in the destination and visitation 
numbers. Through the end of July, 28,653 visits 
were made to the Visitor Center in Panama City 
Beach, Florida; 47,194 Reader Service Forms were 
filled out requesting more information; and 
website traffic was up 4% from the previous year.  
 
The spring and summer digital campaigns, which ran April 1 – July 31, performed well above the travel 
and tourism benchmarks on a consistent basis. They averaged a click thru rate of .36 percent (260 
percent above benchmark), an average time spent of 30.15 seconds (230 percent above benchmark), 
and an interaction rate of 8.185 percent (168 percent above benchmark). 
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West Virginia Youth Tobacco Prevention 
 
We chose to include the following case study because it illustrates our ability to plan and execute a 
completely integrated campaign, while surrounding a specific audience in the environments where 
they are spending their time.  In addition, this showcases our approach to ensuring the messaging is 
customized and specific to the audience and environment.   
 


Situation 
Fahlgren Mortine began working with the West Virginia Youth 
Tobacco Prevention program in November 2012. The overall 
goal of the program is to “prevent West Virginia’s youth from 
using tobacco products, even trying them, and to assist the 


youth who are using tobacco products in reducing the amount they use or quitting.” The program’s 
statewide initiative is known as “Raze,” which is a teen-led movement that works to provide the facts 
about tobacco.  
 
Raze faced several challenges, including pervasive tobacco use in West Virginia and deep-rooted 
cultural ties to tobacco. Additionally, Raze had become a tired, straight-laced, uncool group, and 
membership numbers had been steady or decreasing for several years. They also had the same 
challenges that are prevalent among many government agencies, including lengthy approval 
processes. 
 
Action 
Raze asked for Fahlgren Mortine’s help to develop an integrated campaign that could translate across 
all media (traditional and non-traditional), on the program’s website and throughout their events. 
To develop an informed campaign with strategic recommendations, Fahlgren Mortine conducted 
research among West Virginia’s youth during March and April 2013. The objective was to develop an 
understanding of what it’s like to be a teenager in West Virginia and the role of tobacco in this 
population’s lives. Qualitative research was conducted among West Virginia adolescents between the 
ages of 12 and 17. Primary research was conducted as a two-phased approach: via interviews through 
an online platform and face-to-face through in-home interviews. 
 
The qualitative research uncovered rich insights 
that helped inform a strategic approach to the 
integrated campaign. Overall, teens’ natural 
reaction to tobacco is that it’s gross and bad for 
their health, yet this information is often trumped 
by social pressures and a desire to try new things. 
It’s important to engage teens to learn for 
themselves, while supporting a belief that it’s 
acceptable to do their own thing.  
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Ultimately, Fahlgren Mortine developed a strategy surrounding the single most important message: 
REBELLION IS HEALTHY. 
 
Based on the strategy uncovered through research, Fahlgren Mortine developed an integrated 
campaign that includes traditional and non-traditional elements. The campaign also translates across 
the program’s website and annual tobacco events.  The overarching concept is as follows: “Raze is 
inviting teens to be part of more than just a school club. It’s inviting them to join a lifestyle – one that 
rebels against the casual use of tobacco that’s so prevalent in West Virginia. This campaign harnesses 
that uniquely West Virginia spirit. Big Tobacco has taken over our state. And now is our time to take it 
back. We can be the generation of young West Virginians that create a serious rebellion against Big 
Tobacco and make real change. Mountaineers are always free. Let’s make ourselves free of tobacco.”  
 
Community management and organization is vital for a youth-based campaign such as Raze, and the 
existing tools did not meet the vast needs. Fahlgren Mortine took the time to look at the day-to-day 
process of managing a network of teens, from registration, to event planning, to incentives, as well as 
tracking and metrics. We architected a completely new, custom system for administrators, adult 
advisors, and teens to organize, communicate, and get their message out. Through an iterative 
process, we collected feedback from users and molded a friendly, flexible interface for an audience 
with a spectrum of technical experience, that also keeps maintenance and manual labor to an 
absolute minimum.  
 
The system is a modular platform that allows for efficient addition of new functionality that enhances 
the feature-set that already includes management for 1000+ users, email and SMS notifications, 
profiles, and responsive design. 
 
 
  



http://vimeo.com/channels/fahlgrenmortine/98434607�
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Media Strategy 
The overarching strategy for paid media placement was to reach teens across a variety of screens in 
places where they are spending significant amounts of time and are extremely engaged. To do this, 
Fahlgren Mortine incorporated select cable television networks, such as Comedy Central and ABC 
Family, to ensure reach to teens across the entire state of West Virginia. The television campaign is 
extended with online audio on Pandora (ex. Cigarette, Snuff) and online video on YouTube to reach 
teens outside of their homes. Ads on gaming sites like Pogo.com, within EA gaming apps, and even 
integrated within EA console games ensure the message is integrated into an environment teens are 
heavily engaged with on a regular basis. Finally, high-impact mobile ads ran across iPhone, Android 
and iPod Touch devices with interactive ads placed within mobile websites and popular apps.  
 
Results 
The campaign has seen strong initial success. Through strong agency/client collaboration the 
campaign approvals happened in time for the campaign to start in conjunction with the beginning of 
the school year when teens are looking for new activities to become involved with. It has received 
overwhelmingly positive response from Raze members and has resulted in a 10 percent increase in the 
number of Raze crews throughout West Virginia.  
 
 
  


This campaign included digital gaming 
and Pandora ads, reaching teens 
throughout their day 


Click here to view 



http://demo.pointroll.com/PointRoll/AdDemo/RAZE/IS09035_wvdhhr_300x250_cigarettemusic_Flash_DERIVEPd9.asp�

http://demo.pointroll.com/PointRoll/AdDemo/RAZE/IS09035_wvdhhr_300x250_snuffmusic_Flash_DERIVEPd9.asp�

http://demo.pointroll.com/PointRoll/AdDemo/RAZE/IS09035_wvdhhr_300x250_thumbsup_Flash_DERIVEPd9.asp�
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Donate Life Ohio 
 
The following case study provides an example of our experience using an 
advertising effort to drive to a very specific call-to-action with the ability to 
monitor, manage and optimize based on results.  In addition, this case study 
represents an effort that was exclusively promoted through traditional 
broadcast media when Fahlgren Mortine began the relationship. We worked 
tirelessly with the client to make the effort integrated across mediums 
relevant to their key audiences.   
 
Situation 
 Approximately 200 Ohioans die each year when a match for a life-saving 
organ transplant cannot be found in time. Donate Life Ohio, the coalition of 
the state’s organ, eye and tissue recovery agencies, educates Ohioans about 
the need for organ and tissue donation, and motivates them to join the Ohio 
Donor Registry.  
 
Action 
 In 2010, research showed that while the majority of Ohioans 
supported organ, eye and tissue donation, just over half were 
registered as donors. Fahlgren Mortine and Donate Life Ohio 
reviewed Ohio Donor Registry data to assess which populations 
lagged in registration rates. Rather than targeting “low hanging 
fruit”—population groups likely to register—as past programs had 
done, the team sought out populations with low registration rates 
with potential for conversion. They honed in on two key audiences 
and corresponding challenges:  low-income individuals and 
Ohioans over age 45. Registry data showed that low-income ZIP 
codes in Ohio consistently demonstrated lower registration rates 
than higher income geographies. In the experience of community 
education ambassadors, these individuals often lacked experience 
with and/or trust in the medical system and were therefore more 
likely to be influenced by myths about organ donation. Data also 
showed that Registry opt-outs grew as licencees aged. Older Ohioans often stated to the ambassadors 
and BMV representatives that they opt-out because they believe their age or a pre-existing condition 
(heart disease, diabetes) made them ineligible to donate.  
 
Media Strategy 
The Fahlgren Mortine team refined Donate Life Ohio’s Green Chair campaign, which uses a green 
armchair to represent the donation community, particularly those who have died waiting for a 
transplant. It uses the rally cry “Don’t Let Another Chair Go Empty!” to implore Ohioans to register as 
donors. Fahlgren Mortine sharpened the message to focus on donation myths, particularly those most 
prominent among the low-income and older demographics. The team also targeted media channels  
used most by the low registration groups and extended the previously TV advertising-only campaign 



https://www.youtube.com/watch?v=KJxerJtM9nU�
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to include convenience store posters, online rich media, Facebook advertising, events, corporate 
partnerships, social media content, a Facebook app and page tabs, blogger relations and collateral for 
BMV locations.  
 
Results 
The integrated campaign generated more than 189.8 
million impressions. In 2012, 267,280 new donors joined 
the Ohio Donor Registry, which was 107 percent of the 
annual goal. The campaign has earned honors from PR 
News’ Nonprofit PR Awards, the PRWeek Awards, PR 
News’ Digital PR Awards, Marketing Healthcare Today’s 
ASTER Awards, The Healthcare Marketing Report’s 
Healthcare Advertising Awards, the Central Ohio PRism 
Awards (Non-Profit Best of Show), and also recently 
received a Pinnacle Award from Donate Life America, 
recognizing it as the most outstanding media campaign 
sponsored by a Donate Life organization nationwide in 
2012. 
 
 


  


Television spots featured organ donor 
recipients with pictures of their organ 
donor, tackling popular organ donation 
myths directly. 



http://demo.pointroll.com/PointRoll/AdDemo/DonateLifeOhio/DonateLifeFY13_970x66_PreExp_CSREV1Pd1.asp�
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3.1.1.5 Current and past client references (refer to Attachment F – Reference Questionnaire). 


Fahlgren Mortine requested current and previous clients to submit Attachment F as directed in this 
RFP. We wish to include all references that responded on our behalf for RFP 2081 for this opportunity, 
RFP 2084. For more information about our references, please see our response to 4.3.2. 
 
 
3.1.1.6 Proposed staffing plan and staff resumes (refer to Attachment G – Proposed Staff Resume).  
 
We have included our proposed staffing plan and all corresponding resumes in Attachment G – Tab 
VIII. Please find bios of your proposed team under Tab IX. 
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3.1.2 STRATEGIC APPROACH 


3.1.2.1 Contracted vendor(s) must provide a detailed strategic approach to accomplishing the program 
as provided in Section 3.1 Scope of Work and Deliverables; 
 
On the following pages, we have addressed various facets of our overall, strategic approach.  
 
At a high level, we believe that three types of content must exist – and be working together – in any 
effective destination marketing program. Hygiene content represents the always-on, pull content 
(website, visitor guide, etc.) designed to inform visitors when needs arrive. Hub content represents 
push content served to various audiences at a given time (media plan/campaign, social media 
content, etc.). Hero content represents the go-big moments (powerful brand creative, immersive 
events, etc.).  
 
Our strategic approach represents a plan for not only enhancing 
the effectiveness of Nevada’s program in all three of these 
areas, but also for changing the mix to include more hero 
content that lifts the brand, with more powerful creative and 
mediagenic events; as well as more hub content, with a smarter, 
more nimble approach to media planning/buying. 
 
You will also see a focus on technology and CRM as the 
“connective tissue” in our approach. Understanding that 
consumers move through stages (illustrated below), our 
program must provide content and serve the needs of potential travelers in each of these stages. More 
importantly, our program is designed to move the same consumer through the stages – tracking them 
at various touchpoints and maintaining an ongoing dialogue to create influential ambassadors. 
 


 
 
While there is more we would like to understand about the specific details of the Nevada Tourism 
program, there are some tenets of the program and our strategic approach that we already know: 


− We will fully embrace new technologies to address changing consumer behaviors, including 
changes in booking windows and planning tools. 


− We will focus on vehicles that allow for customization and personalization. 
− We will rely heavily on the power of social media to empower and encourage influencers to 


share Nevada content. 
− We will transition the campaign from heavy seasonal campaigns (Spring/Summer; 
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Fall/Winter) to a more year-round approach focusing on key events. 
− We will be quick, nimble and tenacious in our execution, understanding that slow and steady 


no longer wins the race. 
− That said, we will rely on technologies that allow us to make agile adjustments, including 


internet, mobile web, email, video and social media. 
− We will focus on visual content that inspires dreaming and appeals to the millennial/Gen X 


traveler. 
− We will utilize and react to research including new metrics and data provided by TNS. 
− We will embrace and improve partnerships – both with industry partners and private-sector 


companies. 
 


 
3.1.2.2 If the vendor(s) are responding as a single, integrated firm, the  vendor must provide examples 
of full-scale integration for other clients; and 
 
We are responding as a single, integrated firm. Please find examples of full-scale integration in 
response to 3.1.1.1 and under Tab IX.  
 
 
3.1.2.3 If the vendor is submitting as a program-area expert, examples of how the vendor has 
developed successful programs within a similar multi-agency, brand integration environment is 
imperative. 
 
Though we are submitting as an integrated firm, we are an agency with capabilities that span the 
entire paid, earned, owned and shared media spectrum, and are flexible in our engagement with 
clients and find ourselves partnering with other agencies on behalf of some clients. 
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3.1.3 CREATIVE 


3.1.3.1 Vendors must provide creative executions for other similar programs within the case studies 
requirement in Section 3.1.1; and 
 
Please find samples of creative executions in response to 3.1.1. 
 
3.1.3.2 Vendors do not need to provide creative for the Division of Tourism campaign, however; the 
vendors invited to provide an in-person oral presentation will be tasked with a creative challenge that 
will require on-the-spot ideation. 
 
We look forward to the opportunity for an in-person oral presentation and on-the-spot ideation.  


 
3. 1. 4 STATE-REQUIRED DOCUMENTATION 
Vendors must carefully review the entire RFP to ensure all required documentation is provided with 
the proposal. 
 
Please find the majority of required documentation under Tab IV – State Documents. Other required 
documentation is available in the section indicated in the RFP.  
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3.2 PROGRAM SCOPE OF WORK 
 
The following Program Scope of Work is based on achieving the goals of the Division in identifying 
deliverables for various programs. The Division will work with the contracted vendor(s) to identify the 
most effective mix for these campaigns. 
 


3.2.1 PROGRAM DELIVERABLES 
 
3.2.1.1 External Communications/PR 
As a key strategic driver for this account, the external communications team will drive the overall 
public outreach strategy and provide the key day-to-day contact with the Division of Tourism. 
 
We commend your decision to focus on public relations as a key strategic driver for your program. 
Without compelling messaging, multi-platform storytelling and our ability to cultivate “influence,” our 
program will not succeed.  
 
Through a carefully designed plan, our program will address all key stakeholders – from potential 
travelers to in-state legislators to industry partners and media – on the appeal and importance of 
Nevada tourism.  
 
Objectives 
 
1. Ensure consistent and compelling overarching messages and specific messaging for each target 
audience; 
 
Before any outreach begins, we will work closely with you to confirm target audiences and understand 
as much as possible about what motivates and influences their behavior. We’ll then develop a 
message matrix that identifies high-level and supporting points for each group. Just as a brand 
promise guides program focus, these core messages will help guide our efforts in media relations, 
social media activity, media connections strategies, content generation and more.  
 
 
2. Ensure that all public relations efforts seamlessly align and integrate with overall marketing 
strategy; 
 
Our execution is only as good as the plan we set forth, so we are adamant about following a detailed 
strategic plan as well as a marketing plan with specific KPIs. Once our direction and goals are clear, it 
becomes far easier to ensure that all efforts remain integrated and on point. We understand that 
marketing infrastructure and message delivery are just as important as good content itself, so we will 
work with you to ensure each communications platform/vehicle is fully and creatively optimized as 
part of our plan. 
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3. Generate significant coverage in traditional and digital outlets, ensuring appropriate message 
inclusion (measures to be determined); 
 
Our team has developed a deep rapport with key media contacts based on years of phone 
conversations, email check-ins, and face-to-face meetings during media missions and press trips. 
Beyond knowing which media contact might be a good fit for a particular story, we’re often contacted 
directly by reporters as they are researching stories – the ultimate sign of trust between agencies and 
media gatekeepers.  
 
Just as important as the things we know about Nevada’s unique and diverse product offering, we also 
have important knowledge of and relationships with key media contacts and outlets. Our knowledge 
of their needs and interests will help propel our public relations program to the next level.  
 
Below are just a few of the things we know about key media gatekeepers: 
 


− Mustang Monument has gotten some attention from USA Today’s Jayne Clark 
recently for its lavish and unique offerings, but we haven’t seen much spotlight 
on some of the other high-end (but more affordably realistic) properties like 
A Cowboy’s Dream. We think Peter Greenberg, a frequent CBS News 
contributor might be interested in doing a “this or that”- type story showing 
what travelers can get for their money outside of the big cities. And the 
Frias family’s rags-to-riches story just makes the angle more engaging.  


 
− We know that Charlotte Meryman, the elusive FamilyFun travel 


editor you won’t find in media database listings, is continually 
searching for good ideas for the magazine’s three-day adventure 
trek features. We would love to tell Charlotte about fossil digging at Ichthyosaur State Park, 
hopping on the Virginia & Truckee Railroad, and participating in a real-life Pow-Wow at the 
Nevada State Museum – and work with her freelancer network to make this Nevada story a 
reality.  


 
− What’s more attention grabbing than the Rocky Mountain 


Oyster Fry? We know freelancer Jesse Will contributes to 
outlets like Maxim and Men’s Journal, and he would get a kick 
out of this tongue-in-cheek event. If we can lure him for a visit out west, we’d suggest he check 
out some of the other man-centric things to do in Virginia City, like the mine tours and the 
historic saloons.  
 


− We know Budget Travel covered the launch of 
TravelNevada.com in 2013, and they’re all over the Vegas 
scene, but it’s been a while since the outlet gave some love 
to the lesser-known side of Nevada. We would love to pitch a Great Getaways piece to our 
friend Kaeli Conforti focusing on just that. The tiny town of Genoa’s proximity to Lake Tahoe, 
along with affordable lodging at places like the Wild Rose Inn and nostalgic events like the 
Candy Dance Arts and Crafts Faire, could be a good fit.  
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− We know that the writers at The Active Times are all about 
fun and visually stunning roundups that showcase healthy 
lifestyles, which is a perfect fit for Nevada’s rugged, outdoor 
offerings. Writer Diana Gerstacker, who’s just a year out of college, is a sucker for adventure 
travel and especially hiking. We think she would like to learn more about spots like the Ruby 
Mountains for a roundup of the most remote climbing quests, and maybe even experience it 
herself.  
 


− Trailer Life is a pretty niche magazine, but it’s exactly what you 
need to get in front of RV enthusiasts, a group just waiting for its 
next trip idea. We would love to tell our contact Kathy Cabrera 
about the “Loneliest Road in America” and all of the cool spots for nomad travelers along the 
way. Milkshakes at Toiyabe Café and a stop at the Eureka Opera House would be at the top of 
the list.  


 
Creative thinking such as the ideas above has helped us secure excellent placements on behalf of other 
travel and tourism clients. Please find a few samples under Tab IX.  
 
And while relationships are certainly the cornerstone of media relations, we recognize that media 
rosters change constantly and we cannot rely on our connections alone. This is why we have perfected 
the art of knowing a good story when we see it, and finding the right angle to tell it. In the media 
relations world, those are the skills that help forge new relationships.  
 
Our approach to delivering extensive, on-message coverage depends upon: 


− The combination of thinking like a reporter and incorporating our own love of travel. We’re 
able to spot a good story and package the visuals and sources that help support it, but it’s 
really our storytelling ability that brings an opportunity to fruition. We put ourselves in the 
shoes of the visitor to share authentic and engaging experiences.  


− A fearless approach, meaning that when we see an opportunity for coverage, we go for it. We 
figure out the angle, the pieces and parts, and we run. The world of media relations is fast 
paced and nimble, and we have a proven record of keeping up.  


− The relationships we’re able to make with partners throughout the industry, regardless of 
geography or size. Regular communication with these partners is critical to learning what 
trends are emerging; collaborating on new programs and initiatives; and sharing ideas on 
strategies, promotions and events.  


 
 


4. Educate all key stakeholder groups on the value of tourism; 
 
Through a carefully designed plan, our program will address all key stakeholders – from potential 
travelers to in-state legislators to industry partners and media – on the importance and relevance of 
tourism. 
 
Because support from policymakers is critical to the ongoing success of tourism promotion, the 
program will include initiatives to educate legislators and other elected officials about the industry’s 
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positive economic benefits, including job creation, tax revenue generated and more. This outreach 
may include printed materials, educational events during National Tourism Week and other tactics.  
 
To aid in this effort, we would create a regular topical advisory document to educate key stakeholders 
on the value of the Nevada Commission on Tourism campaign. The document would include 
infographic data behind the economic impact of tourism on the state, key trends and marketing 
initiatives and how they impact Nevada tourism. 
 
As part of an in-state media relations program, the agency will also develop a series of op-eds for the 
Reno Gazette-Journal and Las Vegas Review Journal. The Reno Gazette-Journal has a number of 
regular contributors including Chris Baum of the Reno-Sparks Convention and Visitors Authority and 
Mike Kazmierski of the Economic Development Authority of Western Nevada. We plan to secure one 
of these regular op-ed spots for the Nevada Commission on Tourism and Claudia Vecchio, so that 
Nevada Tourism has a regular presence in the state’s newspapers and an opportunity to broadcast its 
message firsthand, to Nevada business owners and key stakeholders. 
 
In addition to media relations and promotion, we will work to support enhanced relationships and 
communication with your statewide industry partners. This will not only provide more opportunities 
for partners to promote their attractions/properties, it will help strengthen their confidence in Nevada 
Division of Tourism’s marketing expertise. 
 


5. Provide a resource for the Nevada tourism industry for learning how to maximize public relations in 
their marketing mix; and  
 
Every six months, the agency will meet with rural partners in their 
specific territories and spend a day in each territory, becoming 
familiar with their characteristics, personalities and unique 
tourism draws of the diverse regions of the state. 
 
Our team will create a virtual “Nevada Tourism University” by 
developing a series of webinar-based social media, content 
marketing and digital marketing classes. The university would 
educate rural partners on marketing tactics and the ongoing state 
marketing and media relations support available to them. The 
university would focus on making rural partners better marketers 
as well as connecting them to the tools, tactics and support 
available to them through state partners. At the end of the 
program, partners would receive a certificate as recognition of the 
successful completion of the program. We may also consider 
recognizing “graduates” at the Governor’s Conference and/or 
Rural Roundup. 
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6. Enhance the overall reputation of the State of Nevada. 
 
Whether it is human-powered sports, a hot springs adventure or a back roads trip to the most remote 
parts of the state, our expertise in Nevada’s recreation and tourism potential is built on first-hand 
experience. We know that the best stories in Nevada are the ones that are off the beaten path. The 
only way to truly pitch the State of Nevada is to truly understand every nook and cranny of the state. 
Our in-state partner and their on-the-ground-team already spends weekends exploring the back roads 
of Nevada and visiting destinations like the geothermal cauldron at Diana’s Punchbowl or the ghost 
town ruins at Belmont. The team also recreates across the state, including swimming hole trips to the 
deep creeks of the Gold Creek area. 
 
The combined team will enhance the reputation of the state by telling the story of the little-known 
recreation and travel destinations across the State of Nevada, many of which are within an easy day’s 
drive from the state’s most visited cities, Las Vegas and Reno. 
 
Our partner, The Abbi Agency, has extensive experience promoting various tourism initiatives in 
Northern Nevada, including generating international press for North Lake Tahoe, and consistently 
generating top-tier national press for Reno and the City of Fallon (see examples in Tab IX). The Abbi 
Agency’s experience highlighting the business community, ongoing economic development and culture 
of Reno in publications like the New York Times is an example of the widespread positive impact 
national press can have on a region’s national reputation. We also intend to pay close attention to 
accolades and influential lists – for example, “Top 10 Bucket-List Road Trips.”  
 
Our goal will be to create an award-winning program based on measured results that translate to 
real, tangible impact for Nevada tourism – and we won’t settle for anything less.  
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B. Activities and Deliverables 
The contracted vendor(s) will provide a strategic direction and program execution for the Division of 
Tourism within the areas of: 
 
1. Strategic Planning – Play a lead role in the overall strategic direction of the integrated marketing 
program and develop the external communications portion of the plan. 
 
We believe that a public relations-driven program is appropriate for Nevada tourism, and our team 
expects to be in a lead role throughout the planning process. From brand evolution to determining the 
paid/earned/owned mix to developing key messages and tactical execution of all external 
communications – our leadership will be bold and focused.  
 
2. Communications Strategy – Develop a dynamic, overarching communications strategy that details 
how all marketing components integrate with one another to effectively propel the marketing efforts 
over the course of contract period. 
 
As part of our strategic planning, we will develop a communications strategy that defines and directs 
the interplay among all marketing components. All strategies and plans will be designed to ensure 
complete transparency in marketing strategy, and to drive alignment across all platforms.  
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3. Consumer Media Relations 
 
a. Generate significant media coverage in domestic consumer and trade traditional and digital media 
outlets; 
 
Similar to creating a message matrix to guide media relations outreach, it’s important to identify the 
appropriate types of media to help tell Nevada’s tourism story. We think the following categories 
should be priorities: 
 
Mainstream National and Feeder Market Travel/Lifestyle Media  


− National consumer media ranging from print and online to TV and radio. While these outlets 
aren’t geographically targeted, they provide highly visible and valuable coverage to build 
overall brand awareness and reputation. Online media, in particular, is becoming more and 
more important because of its image-driven and highly shareable nature. We will focus on 
reach and readership, ensuring that we are targeting travelers who see themselves as 
participants rather than spectators (adventurers, back roaders, mavericks, explorers, freedom-
seekers). 


− Feeder markets are vital targets because these audiences are within driving or convenient 
flight distances, and they are most likely to travel to Nevada for a leisure trip. Understanding 
that these may vary by season, key markets include Nevada (in-state), Los Angeles, San 
Francisco, Sacramento-Stockton-Modesto, Salt Lake City, Phoenix, Boise, Las Vegas and Reno. 
(Secondary: San Diego, Chicago, Dallas, Houston, Fresno, New York City). 
 


Niche/Special-Interest Media 
− Nevada’s quirky options and rugged terrain are perfect for niche audiences, which tend to be 


more resilient to economic pressures than the general travel sector. These travelers are also 
more likely to spend multiple days and more money than traditional leisure travelers. This is 
why contact with core segments like active/adventure, arts/culture, gear-heads, history, 
LGBT, medical tourism, weddings, outdoor and RV is a must. 
 


Travel Trade Media 
− While consumer media drives the majority of visitation, the trade audience should not be 


ignored. Group tour and travel agent media have a direct line to intentional travelers and 
planners with funds to spend. Meetings and groups media provide similar access to planners 
continually seeking new and different locations. And the general trade audience offers an 
avenue for destinations to share updates and successes, which can be a valuable tool for 
attracting additional partners.  
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b. Develop and host in-market press trips; 
 
− We recommend hosting at least two small (six to eight attendees) press tours per year focused 


on unique themes. Possible examples may include Culinary Gems: Eat Where the Locals Eat; 
Far from Lonely – Great Roadtrips; Backroads and Byways; Nevada’s Cowboy Getaway; Hot 
Springs and Other Things; Unplugged Adventure; Only in Nevada; Adrenaline Seekers; Legends 
of Nevada’s Ghost Towns; Railroading Road Trip. 


− Individual – We recommend following the industry trend and developing a “freestyle” (design-
your-own-itinerary) menu of experiences to encourage individual media visits for qualified 
writers on assignment. We will work with you to guide media to the best and most 
appropriate spots, but ultimately give them the freedom to explore and experience the 
destination – which often leads to the best stories.  
 


c. Develop and host media missions (including partners) in key markets; and 
 


− New York Media Tour – We maintain active relationships with media based in New York and 
other media-rich markets. We have a proven track record of using desk-side media tours in 
national markets to educate key national media contacts and enhance/support vital media 
relationships – with the ultimate goal of securing media coverage. In fact, we regularly 
conduct national media missions on behalf of several tourism clients (including state entities), 
all of which have included the inclusion of industry partners. In addition to these desk-side 
tours, we regularly host culinary classes/demos, private dinners and trade-show-style partner 
events. 


− Regional Media Blitzes – Key feeder markets provide access to realistic visitors. Selecting key 
dates to host missions within key feeder markets aggressively targets and focuses media 
outreach.  


 
d. Create and host mediagenic consumer events that position Nevada within key feeder markets; 
 
Our agency is no stranger to executing creative events that lead to publicity opportunities. From 
creating a massive Mount Rushmore-like sandcastle to showcase a presidential debate in Myrtle 
Beach, S.C.; to building the world’s largest shower for Pert Plus; or commissioning a 100-pound fudge 
sculpture for Eagle Family Foods, our past efforts have been both attention-grabbing and tenacious. 
While these efforts are often whimsical, we know that they must be strategically designed to meet 
focused objectives. Whatever we do, we will focus on bringing the Nevada brand experience to life in 
a creative and authentic way – not simply executing a stunt.  
 
 
4. Trade Media Relations – Generate travel and business stories in travel trade outlets that showcase 
Nevada to tour operators, travel agents, and the general travel and tourism industry. 
 
Travel trade media outreach is an important piece of the overall earned media effort, as it provides 
access to key agent/planner audiences which fuel visitation and industry reputation. We will review 
editorial calendars and develop continual pitch angles specific to these targets, and also incorporate 
trade media into media missions and FAM trips as relevant.  
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5. Social Media 
 
a. Develop a social media strategy that incorporates the most appropriate channels and provides 
insights that help NDTCA maximize each channel. Strategy must integrate paid, owned and earned 
media to fullest extent; and 
 
We understand that social strategy should not exist in a silo. The cornerstone of the agency’s strategy 
will be harnessing the power of user-generated content and social ambassadors to tell the authentic 
Nevada story through the residents, visitors and travelers who explore the state. By leveraging our 
close relationships doing media relations with social software companies such as Offerpop and 
ShortStack, we will employ deep industry knowledge of the mechanics of the rapidly evolving world of 
social media to develop digital marketing ideas and concepts that are relevant to today’s traveler. 
 
We will also conduct a channel audit and develop a channel plan including specific KPIs by platform.  
Travel and tourism is the best-positioned vertical for social media – one of a very few categories that 
never lacks for content. The power of visual storytelling is the most influential way to tell the story of 
Nevada tourism, whether it is sandboarding at Sand Mountain, opal mining in the Black Rock Desert, 
crystal hunting in Austin or bird watching at the Stillwater National Wildlife Refuge. We will leverage 
the photos and videos of travelers and visitors to tell the story of Nevada through powerful and 
authentic visuals on social media. 
 
We believe in the power of visual marketing and the effectiveness of under-leveraged tools like 
YouTube in combination with paid media Google AdWords. When the power of visual social content is 
paired with a strategic and measurable paid strategy, visual social content can reach a broad but 
targeted demographic and generate extraordinary ROI. 
 
The collection and use of data, both social and from owned properties like websites, is also an 
effective tool for learning important insights about Nevada visitors and potential visitors, and creating 
closed-looped marketing campaigns that deliver on their promises. Data is a measurable and effective 
way to guide social campaigns and paid social promotions to deliver the appropriate messages 
through the appropriate social channels. 
 
Through effective social software platforms, visual content marketing, the strategic use of data and 
targeted social advertising, we plan to connect, engage and convert the social traveler to become 
both a Nevada visitor and a brand ambassador. 
 
 
b. Drive the conversation about Nevada travel through ongoing, dynamic activity on social media 
channels. 
 
Social media efforts will focus on both branded content and contests, as well as the user-generated 
content generated from those contests. Nevada Tourism’s social media efforts will also highlight the 
state’s press coverage and tourism news. A particular emphasis will be placed on visual content, 
including photos and video. 
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6. Stakeholder Communications/Public Affairs – Develop and administer materials and programs that 
reach the Division of Tourism’s key stakeholders. 
 
We will set up regular meetings with stakeholders in rural communities across Nevada. These regular 
visits will help the agency establish ongoing relationships with key influencers in Carson City and 
across the state. 
 
The agency will also set up regular meetings and presentations with influential organizations like the 
Reno-Tahoe Young Professionals Network, Chambers of Commerce across Nevada, Rotary clubs, the 
Nevada chapters of the Public Relations Society of America, Nevada chapters of the American 
Advertising Federation, and Nevada chapters of the American Marketing Association. These meetings 
will educate business owners, marketing officials and partners on the state’s advertising, marketing 
and social media campaigns and solicit involvement and support of the Nevada Commission on 
Tourism’s efforts. 
 
a. Nevada Tourism Industry – Ongoing digital communications to statewide partners regarding the 
Division of Tourism’s programming and partner opportunities; 
 
We will create a streamlined digital communications plan for marketing officials to communicate with 
the rural partners. We will create a monthly industry trends e-blast that pulls the best industry trends 
and tips from industry newsletters like Skift, iMediaConnection and PRSA national. After the 
newsletter goes out, we may wish to consider a monthly one-hour call where stakeholders can ask 
questions about trends in traditional and digital media, current Nevada Tourism marketing efforts and 
upcoming Department advertising, media relations and social media campaigns. 
 
b. Elected Officials – Legislative session planning ongoing communications outlining the value/ROI of 
the Division of Tourism’s programs; and 
 
Communicating the success of a campaign to elected officials is a vital part of the role of the agency, 
especially considering the rapid evolution of digital media.  
 
In addition to Nevada’s TNS Measurement Studies, we will develop a proprietary “share of voice” 
reporting standard that includes reach, frequency and message – pull metrics and reports it in a visual 
and easily digestible report. The report will benchmark Nevada’s media coverage and social media 
success against other regional competitors and showcases the influence of digital tactics, social 
campaigns and advertising efforts. 
 
The report is essential to educating legislators and elected officials on the value and ROI of new digital 
media strategies. The report could also include:  
 


− Publicity value – used to illustrate return on financial investment 
− Media coverage – both quantitative and qualitative analysis 
− Media quotes noted that support brand objectives 
− Online engagement by media through blog postings, Facebook, Twitter and other 


social media mentions as supported by the branding messages 
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− Program highlights 
− Number of earned media clips and total impressions 
− Increase in traffic to website 
− Illustration of economic impact 


 
In order to assist with measurement, we may request benchmarking data or research to ensure that 
we are demonstrating progress. Some suggestions include: 


− Creating an online, virtual clipbook that is updated on a monthly basis for the length 
of the contract. We work with issuu.com to create a clipbook which looks like an 
online magazine.  


− Develop a rating tool to help the stakeholders to understand the quality of media 
placement or story.  


− “Champagne Goals” can be identified in the beginning of the planning process. These 
typically are big “stretch” goals e.g. feature stories, placements in specific outlets, etc.  


 
c. Industry Influencers – Frequent communications with influencers at national travel and marketing 
organizations showcasing the Division of Tourism’s programs and accomplishments, and trade media 
and influencers. 
 
As part of our communications plan, we will include periodic updates to key industry organizations 
including U.S. Travel Association, Brand USA, DMAI, SATW and others. This includes participation in 
award programs, industry forums, attendance at key conferences, and informal updates with industry 
colleagues. 
 
We will also ensure that key trade media are regularly informed of program accomplishments, 
successes, innovative campaigns and progress. Beyond traditional trade media, we will forge 
relationships with key influencers (for example, SKIFT, ADWEEK Bloggers, Industry bloggers and 
more). 
 
7. Online Press Room – Work with the digital team to enhance the current Press Room at www. 
TravelNevada.com  
 
Fahlgren Mortine is able to advise or assist in building out your ideal press room. Once completed, we 
will continually update the press room with information created by our teams. Possible features 
include: 


− News releases (Travel Nevada and partner releases) 
− Media visit information 
− Upcoming press trips 
− Updated digital press kits including key accolades 
− Nevada in the news 
− Image library, including video 
− Local expert testimonials 
− Social media sharing and/or feeds 
− Dynamic story ideas 
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8. Annual Report Development – Assist with the development of an online annual report chronicling 
the Division of Tourism’s annual activities, budget overview, staffing, etc. Develop occasional or 
project-based reports as needed. 
 
As a full-service, integrated marketing and communications agency, Fahlgren Mortine has access to 
an in-house design team and creative department that has designed hundreds of annual reports for 
various clients. We can share many best practice examples of concise, visual content and graphics 
used to summarize activities, staffing and spending – from online/digital reports to infographics, 
highlight videos and more.  
 
 
9. Governor’s Conference on Tourism Coordination – With help from the Division of Tourism staff, 
may be required to coordinate and provide event support through educational sessions and media 
relations and social outreach. 
 
The Abbi Agency, Fahlgren Mortine’s in-state partner, will take the lead in heading up the 
coordination of the Governor’s Conference on Tourism. Using experience gained from managing major 
conferences and events in the state, the agency will help attract speakers and sponsors that represent 
new media tactics and innovative digital approaches to tourism marketing and help attendees 
understand the crowded media landscape that exists today. Ideal speakers will focus on educating 
industry partners on how they can leverage the state’s existing marketing resources to gain a broader 
audience. 
 
We know from experience that rural partners don’t want to be sold on something, but rather educated 
about the practical tools that can make a measurable impact on their tourism revenue and local 
economic development. We’ll take their insights and feedback to heart as we develop each 
conference. 
 
 
10. Education – Offer industry partners education to maximize PR opportunities at annual in-state 
conferences and Territory meetings. 
 
We will offer an in-person extension of our online Nevada Tourism University (3.2-5), allowing 
business owners and marketing officials to attend in-person education sessions that teach practical 
skills, tools and tactics for fully leveraging Nevada Tourism’s campaigns as well as best practices for 
digital media, social media and media relations opportunities. The agency will also update business 
owners on specific online resources and webinars like SmartBrief, Bulldog Reporter and HubSpot that 
can educate statewide industry partners on how to better leverage their existing resources and 
develop new tools to better target their audience.  
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3.2.1.2 ADVERTISING/CREATIVE/CRM/DIRECT MARKETING 


This includes strategic planning, integrated communications strategy, campaign planning and 
execution timelines, ideation and all production. 
 
All advertising will be provided exclusively for the Division of Tourism to promote the State as a 
tourism destination.  Compelling components of all department agencies may be included in the 
advertising, as appropriate, but the goal is to drive tourism.  The Division of Tourism has a 
comprehensive research program already in place.  All research will be available to the contracted 
vendor(s) to ensure all creative direction is evidence-based. 
 
A. Objectives 
1. Create and deliver the brand personality and messaging using media channels, partnerships and 
creative execution that connects with target audiences and cuts through the clutter of a fragmented 
media and marketing landscape; 
 
Our philosophy at Fahlgren Mortine is simple and straightforward: know your audience. Our goal is to 
identify the places and spaces that connect and engage with them in meaningful ways. People interact 
and participate with owned, earned and paid media channels every day, wielding significant power 
and influence. Our team rises to the challenge of connecting these facets of messaging in order to 
maximize exposure and media investments. 
 
The media landscape continues to evolve and grow, giving people unlimited choices in how, when and 
where they choose to receive information and entertainment. Consumers are not waiting for 
marketers to catch up. Find them, communicate to them in the way they choose, or lose them. It’s as 
simple (and as difficult) as that. 
 
Understanding the nuances that drive audience segments is critical to delivering content in a way that 
will be welcomed. It is not enough now to rely on reach. We need to engage and become part of the 
consumer’s conversation and experience. 
 
Fahlgren Mortine’s approach to media goes far beyond selection of vehicles. Our recommendations 
and points of view are formed through: 


− Defining and understanding the brand proposition 
− Identification of the best target audience segments 
− Determining the best times to start a conversation 


  







 


 


Pa
ge
53


 


When planning for communication with consumers, we consider all potential points of contact and 
how these are integrated to engage your consumer at the right time and place to favorably impact 
behavior. 


− Between consumer and brand: Receptivity to the brand message within communication 
vehicle 


− Between the consumer and communication vehicle: engagement with communication vehicle 
− Between the brand and communication vehicle: relevance of communication vehicle to the 


brand, objectives and task 
 


We put the consumer first by considering answers to these questions: 
− Who is the right audience?  
− How will the idea be expressed?  
− Which communication vehicles and disciplines can work most effectively together?  
− How do all the elements of a plan pull together for a cascading effect?  
− When/what is the framework for the deployment strategy?  
− Why/what tasks need to be accounted for and why are they important to the overall plan? 
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2. Raise awareness of Nevada as a compelling destination for domestic travelers; 
 
Our tourism experience positions us well to bolster awareness of Nevada as a compelling destination 
for domestic travelers. We understand that in order for a traveler to consider a destination, we have 
to reach them prior to when they are thinking about vacation (to make it into the consideration set for 
that trip). Our programs are designed to ensure connections throughout the stages of travel planning 
– from dreaming to planning to booking and experiencing.  
 
Our most successful programs are built around paid, earned, owned and shared executions that 
connect with the visitor throughout their journey and have the best opportunity to break through the 
cluttered environment to make connections with potential visitors. This means identifying strategies, 
tactics and appropriate KPIs for each stage of the journey-ensuring both the connection points and 
messages are appropriate for the traveler’s mindset.  
 
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
               Source: Google 
 
In the awareness or “dreaming” phase of engagement, the potential traveler is in more of a “lean 
back” mindset – they aren’t necessarily thinking about travel. We have found it is critical to connect 
with audiences in environments that are meaningful to them to make the connection between Nevada 
and their own interests. An example of these connections would be targeted partnerships with 
outdoor enthusiast publishers and networks, or arts and culture partnerships that engage the traveler 
in ways that connect their interests to what they will find on a trip to Nevada. It’s important at this 
stage to measure engagement and interaction with the brand to ensure interests are connecting.   
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3. Develop a research-based advertising program that conveys the brand while generating increased 
inquiry and engagement on www.TravelNevada.com through targeted campaigns; and 


Marketing leaders need to demonstrate ROI to their leadership team. Their jobs depend on it. Showing 
that strategies are paying off, awareness is increasing, preference is shifting – it’s all essential. That’s 
why we will work closely with you to develop purpose centered marketing plans, grounded in 
research, with metrics built in from the get-go.  
 
Near real-time, granular measurement tools are needed to track not only pieces but the online 
universe to provide a more holistic view of real effectiveness.  Access to the data is often the easy part.  
It’s deciding what really matters that drives responsive, data-powered actions. 
 
Our approach to justify the investments we plan to make on behalf of our clients starts with the 
desired outcome in mind.  Before a plan is crafted or a concept is sketched, we establish the metrics 
for what will constitute a successful campaign.  And while that will differ for each client, we have the 
tools and talent to deliver not only data but truly actionable information.   
 
Website and web activity is the hub of any destination’s communication with their customers and 
constituencies. From a consumer perspective there is no distinction between the online and offline 
world. They move seamlessly between the two every day. Consumers don’t live in a world that 
consists of online and offline activity; therefore as marketers, we must follow suit. Understanding this 
essential truth is crucial to developing a true analytics program for any client.   
 


Your website is an excellent source of information. It 
can not only provide insight into the success of a 
marketing program, but also it can provide insight into 
products/services that are interesting to customers as 
well as an understanding of messaging and content 
they find most compelling.    
 
While the website can provide a wealth of information, 
the Fahlgren Mortine analytics offering will link 
website knowledge with other relevant sources of data 
that can provide critical learning and insight. 
 
It’s vital to the success of any analytics program to 
incorporate as many sources of data and information 
as are available.   
 
Because we realize that customization is critical when it 
comes to measurement, we prefer to first have clearly 
identified and measurable objectives outlined for 
annual campaigns and individual projects where 
appropriate. We then work with our clients to develop 
appropriate measurement tools and frequencies for 



http://www.travelnevada.com/�
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analyzing the progress of our communications activities before, during and after an initiative so that 
we can accurately determine the success of these initiatives. This is almost always a combination of 
hard and soft metrics: leads, awareness, click-through, behavior change, impressions, interactions, 
etc.   
 
In addition, there are numerous methods to gauge overall effectiveness of your marketing programs. 
The following are examples of what we’ve employed in other destinations: 


− Lodging occupancy 
− Visitor spending in retail, attractions, food and beverage, transportation 
− Pre- and post-awareness studies 
− Inquiries 


− Web 
− Phone 
− Requests for more information 


− Advertising effectiveness 
− Advertising element tracking 
− Advertising equivalency 


 
The actual metrics are determined in collaboration with the client based upon their business and 
communication goals and associated strategies. 
 
 
4. Ensure that all tactical advertising execution seamlessly integrates with the related marketing 
components. 
 
At Fahlgren Mortine, we plan, create and execute integrated advertising and marketing campaigns 
every day. In fact, we recognized the move toward an integrated model a few years ago and knocked 
down the walls between our previously separated advertising, digital, media and public relations 
disciplines, and established one top and bottom line for the entire agency. This results in integrated 
teams with a holistic perspective on the entire paid, earned, owned and shared media landscape. 
 
Study after study tells us that consumers are decreasingly able to differentiate through which channel 
a brand’s message is reaching them. This will only become more difficult – and less relevant – with the 
growing number of touchpoints available to a brand. As such, we need to work in close collaboration 
with all marketing and communications disciplines to develop more opportunities to reach audiences 
when and where they most welcome it. 
 
The synergistic power that is generated by great minds working together across disciplines is 
something truly special, and it pays dividends not only to the clients who reap the benefits of beyond-
the-obvious ideas, but to the agency team members who are constantly learning, growing, and 
escaping the constraints of the past. Every program the Fahlgren Mortine team develops is done so 
with a constant eye to the broader implications of the program, and with a completely integrated 
perspective.   
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B. Activities and Deliverables 
 
Provide strategic direction, creative ideation, production and program management for the following 
activities: 
 
1. Strategic Planning – Contribute to the overall marketing strategic direction as identified by the 
Division of Tourism and develop the advertising portion of the plan. The strategy must detail how all 
marketing components integrate with one another to effectively propel the marketing efforts over the 
course of the annual plan period. 
 
As noted in our response to question 3.2.1.2, our planning strategy is based in our understanding of 
audience behaviors and the stages of their travel planning journey. This allows us to create a  
well-rounded strategic plan that will touch the audience through all phases of their planning process 
and ultimately convert them into a visitor. Our chosen media channels and the messaging evolve with 
the audience as they make their way through the stages of travel planning to take them from 
“dreaming” to “experiencing” and “sharing.” 
 
 
2. Research Integration – Work closely with the Division of Tourism’s research firms to ensure all 
campaigns are based on the proprietary research as well as industry trends and consumer behavior 
external research; 
 
Fahlgren Mortine has deep experience in tourism-based research methodologies, and in working 
closely with existing client partners. We also have an in-house team dedicated to conducting and 
evaluating research on behalf of our clients. Our research capabilities encompass both generative and 
evaluative areas, with full-spectrum qualitative and quantitative research methodologies. Research is 
led and often fielded in-house, although Fahlgren Mortine will also use its extensive retained or 
trusted relationships with field facilities, secondary and syndicated research suppliers, and advanced 
analytics teams across the United States, when appropriate.  
 
The Fahlgren Mortine research team is led by strategists, each of whom averages 20 years of applied 
research experience. We know how to use research as strategic and tangible inputs into any market 
initiative. Fahlgren Mortine can define, quantify, and reach the best markets for our clients, from 
sophisticated and highly networked industries to broad-based consumer marketplaces. 
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Our spectrum of research capabilities includes: 
− Facilitation and moderation for in-depth interviews, focus groups, and executive worksessions 
− Research instrument development for any data collection mode: online, mail, telephone 
− Fieldwork for online survey and analysis 
− Hypothesis formulation and testing 
− Market segmentation studies 
− Market opportunity assessments 
− Brand audits, evaluation and valuation 
− Benchmarking and monitoring studies 
− Concept development and testing 
− Time studies and journaling 
− Behavior monitoring and analysis 
− Trend detection and future forecasting 


 
In addition, the agency has access to a variety of secondary research data including PRIZM, 
eMarketer, ORC International, MRI American Consumer Survey and Scarborough.  These tools, in 
conjunction with the research from the Department of Tourism’s partners enables us to ensure all 
campaigns are most effective, efficient and results-driven. Your team has taken the work of other 
research partners and incorporated their findings into strategic directives, and will certainly do the 
same for Nevada Tourism.  
 
 
3. Brand Development – Provide direction for evolving the current brand through messaging, creative 
execution and content delivery; create brand usage standards program for broad distribution. 
 
As noted in our response to question 3.2.1.2, we understand that audiences are open to, and need to 
hear, different messaging depending on what stage of the travel planning process they are in.  We 
would work in collaboration with Nevada to ensure that our creative messaging best aligned with 
these stages and could speak to the audience throughout their planning journey. We will take 
learnings from how the brand has historically handled creative execution and content delivery and, in 
combination with our knowledge and experience, evolve past executions as needed to ensure we are 
breaking through the clutter and making meaningful connections with potential visitors. 
 
Through the campaign evolution process it is critical that we identify core conceptual and executional 
elements that are integral to the campaign while reinvigorating what has previously been introduced. 
Ensuring brand consistency and campaign continuity through every touchpoint of the planning journey 
will be a large part of our initial exploration in campaign evolution. Leveraging more diverse 
experiential video treatments showcasing a wider range of attractions and activities while more 
intentionally connecting visitors to customized content tuned to their unique passions will be a key 
focus. During the early phases of ideation we will identify and recommend the potential inclusion of 
more intuitive tools while employing best practices in user experience for all content delivery. Our 
objective is to exploit what is working well currently, augment and enhance areas of the planning 
journey that are not effective, and offer a truly customized feeling at every phase of their journey. 
  







 


 


Pa
ge
59


 


4. Campaign Production – Develop and produce all creative elements of seasonal campaigns that drive 
inquiry and consumer purchase decision. 
 
Strong creative must intuitively resonate with audiences and ultimately change perceptions and 
behavior. Marketing and communications must first intrigue, create allure, and drive awareness 
inspiring audiences to dig deeper into preconceived notions of personal travel. To explore, desire, 
dream and to ultimately research, make decisions and return often. Rich customer insights are critical 
elements in directing our campaign platforms and assets. Vigilant researching core messaging is 
inextricably linked to our collective team immersion into the authenticity of any given brand. At 
Fahlgren Mortine, our cross-discipline team brings an enormous amount of personal passion in 
uncovering those unique elements that set us apart and allow us to create meaningful, authentic 
intrigue while inviting audiences to discover their unique vision for what travel experience means to 
them personally in this highly diverse state.  
 
Our approach is steeped in curiosity to truly understand our destination and diverse customer’s 
culture, marketplace dynamics, challenges and opportunity. The development of campaign elements 
resonates from a strong creative brief (the distillation of existing research, target audience, brand and 
competitive audits, brand objectives and collective goals). The next phase of campaign development is 
to generate a number of “creative approaches or platform,” all supporting the creative strategy stated 
in the brief. This approach allows greater range of ideas as well as enormous efficiency and initial 
team agreement so we are all accountable while avoiding inappropriate executional or tactical 
elements potentially squandering precious resources and time. At Fahlgren Mortine, we lead with big 
ideas, because any concept needs to communicate clearly across all mediums. We then extend the 
concept into other elements, such as broadcast, mobile, out-of-home, radio, etc.  
 
Seasonal approaches should not reflect a dramatic departure from the overall campaign. However, 
the message must be flexible to reflect seasonal differences. The physical environment of the 
destination could dictate using different visuals and attributes, and the target audience might create 
the need for a different message execution. No matter the season, brand essence and campaign 
integrity would be communicated in a consistent manner to further build brand equity. 
 
5. Creative development and execution to be determined based on the annual marketing plan; 
 
We will work collaboratively with Nevada Tourism and other invested partners on the annual 
marketing plan so we can develop creative that generates excitement and desired results. 
 
6. Video Production – In conjunction with the Division of Tourism, develop an inventory of video 
content for use on TravelNevada.com as well as at trade shows and other public forums; 
 
Audience characteristics and needs as well as clear business objectives and message nuance are key to 
developing powerful media for trade shows, travel agents and personal travel. At Fahlgren Mortine, 
our intent is to showcase genuine, high-energy brand consistency combined with “personalized wow 
factor” for each critical niche. Understanding these diverse constituents, personal drivers, motivations 
and core-objectives determine success. Building effective and accessible data asset management 
systems allow teams to leverage key tools for more fluid application and consistency. We start with an 
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informed and robust creative brief to understand the multiple points for specific needs while tuning 
messages appropriately for the needs of this diverse audience in the most efficient way possible. 
 
7. New Media – working in collaboration with PR (social media, digital, mobile and interactive) drive 
retail-based advertising campaigns within traditional and new media; 


We believe that any firm can develop an integrated plan – a document, a spreadsheet, a chart that 
checks the box as “integrated.” At Fahlgren Mortine, the difference is in our approach. We think 
together, plan together, and respect our colleagues and clients enough to remain committed to a 
singular direction. We ensure that our entire team has visibility to and understanding of all content 
plans and timing, which enables us to increase frequency, potency, efficiency and relevance of our 
message.  
 
Ultimately, our objective is to create a rich and immersive experience across all media ensuring our 
audience feels compelled to discover and explore at every phase of their journey with the brand. Our 
big ideas transcend all technology and communication while engaging our audiences in the most 
authentic way possible.  
 
So when it comes to new media, we expect to be speaking to our consumers organically, while 
understanding the importance of paid content, native content, visual content and retail-based 
advertising in the same platform. In today’s environment, there is little separation in the eyes of our 
key audiences.  
 


8. Provide administration for identified subcontractors and detailed monthly marketing budget 
expenditure reporting; and 


Fahlgren Mortine’s lead account architect will communicate accordingly with the subcontractor, 
including providing detailed monthly marketing budget expenditure reporting. Fahlgren Mortine and 
The Abbi Agency will work together as one collaborative team. For more information on working with 
our proposed subcontractor, please reference section 4.2. 
 


9. Work with the Division of Tourism to develop tracking and reporting metrics (as close to real-time 
as possible).  


As noted in our response to question 3.2.1.2, we strongly believe in a “continuous beta mentality” as 
part of our measurement of programs. So many things can be optimized and adjusted as part of a 
program today that this constant look is more critical than ever. In order to execute this, we have 
developed dashboards for our clients that are updated in almost real-time in addition to the daily 
monitoring our team conducts. This is complemented by our monthly comprehensive reporting with 
insights and recommendations for optimizations.   
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3.2.1.3 MEDIA BUYING 


A. Objectives 
1. Create and execute a media buy that laser pinpoints target audiences as defined in the annual 
marketing plan;  
 
 As stated in 3.2.1.2, Fahlgren Mortine’s planning philosophy starts and ends with one thing: knowing 
your audience. Our approach to media plan development is focused on understanding the audience 
and connecting with them in relevant spaces and places in order to surround them and create 
engagement. We know how important it is to have a consistent look, feel and message no matter the 
medium. All of our programs involve integration of various media vehicles in order to ensure this 
connection.  
 
We have come a long way from the days in which advertisers could only reach consumers via three TV 
networks and print. Today, our efforts can be targeted across dozens of vehicles, within specific 
content that is most popular with their respective target audiences, no matter where that content 
lives. Fahlgren Mortine utilizes all the targeting techniques available in order to reach audiences when 
our client’s message will have the most impact.  
 
Every media program the Fahlgren Mortine team develops is customized based on the objectives and 
needs of the client and specific program/message. Every program is grounded in research and created 
with the goals and objectives in mind to ensure the program is delivering on those needs. This means 
that we don’t have a “template” approach to media plans.  
 
In fact, one of the ways Fahlgren Mortine differentiates in delivering communications solutions for 
clients is through our media planning process. The function and ultimate goal of this process is to 
apply a combination of explorations to help identify insights and opportunities that will engage 
consumers, customers and prospects with a brand. This adds value to the client’s business by 
increasing the effectiveness of the communication efforts and maximizes efficiencies within 
appropriate channels. It is important to recognize, however, that this is done in collaboration with 
other agency disciplines and our clients.  
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A simplified view of this process looks like this: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Discovery Phase 


- Exploration of: 
- Client’s business 
- Market dynamics 
- Consumer understanding 
- Brand positioning 


Distillation Phase 
- Defining success 
- Establishing benchmarks and  measurements 
- Developing actionable consumer insights 


Development Phase 
- Media strategy and plan development 
- Strategic action plan 


Deployment Phase 
− Media buy negotiations and placement  
− Ongoing measurement and optimization 


 
Our goal in this process is to deliver a single, client-focused point of view that blends the collective 
talent and expertise from the client and agency. Not only does this uncover stronger strategic 
initiatives, but it also leads to better connection solutions. 
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2. Identify legacy, emerging and growth markets and identify opportunities to maximize outreach in 
each as appropriate; and 
 
The agency’s experience in the tourism industry puts us in a unique position to help the Tourism 
Division not only identify markets for outreach, but to prioritize and capitalize on the market 
differences. We have worked with multiple destinations in determining the right approach for market 
expansion and understand many factors lead to the decision to focus on specific markets.   
 
Once those markets have been identified, we want to ensure we have an understanding of the lifestyle 
and motivations of the target audience in that market. Using tools like Scarborough, we can get 
insight into the similarities and differences to ensure our marketing efforts will be most effective in 
those markets. This not only affects the media partners we may select in a market – it may mean that 
one market gets a heavier paid emphasis while another is more reliant on earned efforts. Ultimately, 
it’s about identifying the opportunity in each market and building a model for efficient and effective 
use of resources.   
 
3. Provide a buy that uses funding in the most efficient and strategic manner possible. 


We pride ourselves on understanding the intricacies within each media market and applying our  
real-world knowledge to current market conditions. Our working mantra, especially when it pertains 
to spot-market media is to know a market as if we lived there. To accurately plan for varied market 
conditions, our standard operating procedures include: 
 
- Analysis of one year of ratings data for all broadcast media (more for niche, high-profile 


broadcasts such as Olympics, sports, etc.). 
- One year trend of web traffic and review of key site metrics (page views, engagement, etc.) along 


with evaluation of past performance and opportunities for integrated partnerships.  
- Analysis and trending of a minimum of two years of circulation data for all print elements. 
- Review of DEC & EyesOn trends for all out-of-home elements. 
- Review of past performance in terms of purchased schedules and value added delivery prior to 


making recommendations. 
 
One of our fundamental beliefs is that we will never be wildly successful without viewing the media as 
a partner, as opposed to a vendor. Our media connections department has extremely strong ties to, 
and experience with, every traditional media vehicle, as well as many unconventional outlets. This 
real-world, day-in-and-day-out interaction with our media partners has established levels of trust that 
are unparalleled. This trust gives us the ability to negotiate not only for the most cost-effective rate 
structure(s), but also for additional consumer extensions that go above and beyond including value-
added. Value-added is an integral part of our negotiating process. We have been successful, typically 
delivering 30 – 40 percent added value beyond the paid program.  
 
Fahlgren Mortine has significant experience in the travel industry as well as within the online media 
space. With all our work throughout these industries, we have strong relationships and actively 
communicate with the media in the space. This affords us access, knowledge and clout within the 
marketplace.  







 


 


Pa
ge
64


 


The following list includes examples of negotiated tourism value-added elements:   
− Online:  Exclusive proprietary ideas, customized merchandising, promotions, sweepstakes, custom 


sponsorships, bonus impressions, email   
− Broadcast: Sweepstakes, promotions, online banners, email blasts  
− Print (consumer/trade): Bonus space, email blasts, online exposure, sweepstakes, guerilla 


marketing, consumer/trade show exposure, research 
 


B. Activities and Deliverables 
1. In collaboration with the internal team and the Commission on Tourism, create a campaign media 
plan that includes media outlets, flight dates, funding per channel/outlet. Plan must be completed on 
or before 45 days prior to campaign start date; 
 
As outlined in question 3.2.1.3, the Fahlgren Mortine media planning process includes four key phases 
– Discovery, Distillation, Development and Deployment. The Discovery phase is done in collaboration 
with other disciplines throughout the agency as well as the client. This is ongoing and the core of what 
fuels all our marketing efforts.  
 
The Distillation and Development phases are where the media plans are created. Each campaign 
effort will start with a definition of success, development of actionable consumer insights and 
establishment of benchmarks and measurements. These benchmarks and measurements are specific 
to the objectives set forth in the campaign and will likely evolve over time. The development of the 
media plan includes detailed strategies for use of media vehicles as well as the tactical 
recommendations for partners, campaign elements, timing and budget breakdowns.  In addition, we 
provide an outline of the action plan for implementation of the programs.   
 
 
2. Work closely with the Division of Tourism research group to manage campaign tracking 
implementation, ensuring all tracking mechanisms are identified at least fourteen (14) days prior to 
the start of the buy, and implemented at least seven (7) working days prior to the start of the buy; 
 
Our team is well versed in incorporating tracking mechanisms for each element of a campaign.  
Establishing benchmarks as well as implementing tracking pixels, codes and setting up defined 
analytics mechanisms is a standard part of our deployment phase and necessary to provide ongoing 
measurement of campaign efforts.   
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3. Provide ongoing campaign monitoring to ensure all channels are working at the highest level of 
efficiency possible; and 
 
As noted, the fourth part of our media planning process is the deployment which includes the ongoing 
measurement and optimization of programs. Our standard practice is to monitor programs daily 
during the launch of the campaign and provide initial reporting and insights to our clients within the 
first 2-3 weeks of campaign launch. Once the campaign is established, a near-real-time dashboard can 
be set up to provide consistent access to our clients on available stats and metrics. We will monitor 
consistently and will provide detailed insights and optimization recommendations on a monthly basis 
throughout the program. In addition, our close relationship with our partners ensures that they are 
constantly monitoring as well and making adjustments based on our goals.   
 
4. Provide a post-campaign measurement that includes information needed for the advertising 
effectiveness study conducted by marketing partner TNS. 
 
At the end of every campaign, we will provide a detailed overview of the campaign including post-buy 
analysis, engagement metrics, video views, identified conversion goals (sign-ups, etc.), site analytics 
during the campaign period and more. We often have to provide information for effectiveness studies 
and will be able to provide whatever metrics necessary to TNS.   
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3.2.1.4 DIGITAL 


A. Digital marketing and support are critical needs for the Division of Tourism. The contracted vendor 
will be responsible for working with the Division of Tourism staff to create successful digital marketing 
campaigns that drive visitors to the Division of Tourism websites and promote activities and lodging in 
Nevada.  
 
The contracted vendor also will be responsible for providing strategic direction based on nationwide 
best practices to ensure the Division of Tourism’s digital efforts are innovative, engaging, and create a 
strong return on investment. 
 
We believe that a proper foundation of understanding our client’s business, competitors and the 
consumer are key elements to developing effective and successful marketing programs. Fahlgren 
Mortine employs digital processes that allow us to gather the insights we need to provide our clients 
with strategic recommendations, and help guide us as we shape these strategic recommendations into 
interactive solutions that deliver results.  
 
We are also aware that in the digital world, the only constant is change, whether that change is in 
software, hardware or end-user behaviors. To that extent, we firmly believe that the best process is a 
flexible process and one that can evolve as our clients’ needs mature. 
 
With a full-service digital offering from strategy through specialized technical development, quality 
control and analytics services, we are often asked to partner with clients in different capacities based 
on their own internal abilities or existing relationships with other partners.  
 
At the onset of any relationship, we meet to discuss the problem(s) we are helping to solve. At that 
stage we work with our clients to identify the key success metrics and constraints whether technology, 
timing or budgetary. These findings will dictate our proposed approach and a defined process to 
execute and required deliverables. 
 
We also collaborate with online and traditional media to support data capture efforts for success 
measurement as well as user conversion tracking or engagement with CRM systems. Once a project is 
launched in the digital space we can establish scheduled analysis of analytics, technical support as 
well as retainers for technical maintenance and creative/content enhancements. Depending on 
requirements we may also recommend vendor and travel professional partnership opportunities 
specific to the digital space to bring the best overall digital experience to Nevada’s customers. 
 
Every digital marketing program at Fahlgren Mortine begins and ends with the same, critical element: 
people. You may hear the term “users” or “consumers” or even more specific profile names like “Chief 
Household Officer” or “Digital Native.”  But make no mistake, we aren’t communicating to an 
aggregate. Technology is a powerful toolset for participation, interaction and dialogue on a personal, 
targeted level. A brand isn’t created so much as curated. What was once a monologue has evolved 
into something far more dynamic, across many Web spaces.  It’s all a single flow for the person 
interacting -- from a starting point in a rich media banner, or a social media presence, to a target 
landing page or destinations site.  It’s what we call a “branded user experience.”   
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We approach any online marketing program as an extension of the overall marketing communications 
strategy. The same research, insight and processes that yield competitive distinction and creative 
solutions serve as inputs for online programs. We don’t translate, we transform. Our online programs 
are built on a philosophy that design is more than just a great visual layer. Great design is a platform 
to bring together our best insights into people, technology and actions. 
 
The Fahlgren Mortine team has been developing online advertising campaigns for clients since 2002.  
These programs have evolved with the media and have incorporated everything from static and rich 
media display campaigns to exclusive proprietary ideas, customized merchandising, promotions, 
sweepstakes, custom sponsorships, comprehensive promotional efforts, paid influencer programs and 
native advertising. Campaigns have incorporated mobile, search and ad networks in addition to direct 
relationships with publisher sites. All of our programs are developed with the end goal in mind and we 
utilize the most sophisticated targeting, campaign and payment (CPC, CPL, CPE, CPM) methods as 
appropriate for the effort.   
 
As noted in question 3.2.1.3, our campaigns are constantly monitored and adjusted based on the 
outcomes we are seeing. This means looking at more than simply how many users we drive to a site. 
We want to know if they’re qualified users so we look at our metrics from all digital campaign 
elements to determine which placements and messages are driving the traffic, time on site, 
conversions and engagement for the destination. 
   
Based on our digital process, during our discovery phase, an overarching digital strategy will be 
developed to drive the execution of all digital tactics required for a truly integrated campaign. We 
believe in accurate measurement of engagement by defining success metrics in the discovery phase 
that are the anchor for all creative and user experience development throughout the lifecycle of the 
project. 
 
We will develop personas that we can use to filter our creative and user experience against to ensure 
we are not only providing measurable results but true value to ends users. 
 
We will explore developing unique experiences for each segment of target users that bring the most 
relevant content and touch points (mobile, tablet, etc.) together in a way that is unique for the 
Nevada Tourism brand. 
 
Per DMO best practices, we envision leveraging social media APIs to aggregate rich and authentic  
user-generated content such as Yelp reviews and Google Maps. We also see potential to develop 
sample itineraries that match defined personas’ expectations. Ultimately, we want to build an online 
presence that can live across multiple digital properties by leveraging iconography and user interface 
elements that allow for quickly identified related tools and experiences. 
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A. Objectives 
1. Work with the Division of Tourism marketing and IT staff to continue to develop and enhance www. 
TravelNevada.com and its sub-sites; 
 
As an agency with both creative/marketing and technical/IT staff in-house, we understand the 
importance of early collaboration and communication with IT to comply with technical standards as 
workflow expectations. Our Discovery and Definition phases create a blueprint of all websites created 
and managed within the organization, allowing us to strategically map out future phases of 
development. Critical to this ‘future roadmap’ is the selection and management of a CMS that 
accommodates these needs. Though both open-source and license-based CMS systems have the 
capabilities to handle this type of project, we work closely with both the marketing and IT teams to 
identify current and future needs, data sources and integration points (CRM, etc) to determine the 
best solution. 
 
We take a technology-agnostic approach to digital development and follow standards defined by 
internal IT organizations when provided, or help to develop and inform standards when they are not 
already established. We work with licensed and open-source technologies and have broad experience 
with many development languages, platforms and hosting environments. 
 


2. Assist with the Division of Tourism’s IT staff to ensure all sites are fully functional and easily 
navigable; 
 
Fahlgren Mortine’s Definition Phase dives deep into not only a single site’s architecture and usability, 
but also the interaction of that site with others within your business. The result is a consistent, concise 
experience across all the devices a traveler may use to plan their trip. 
 
Our UX/Design and Technology team members, partnered with your IT staff, will review and discuss 
modifications to site loading speeds (code efficiency), scalability of existing site architecture across 
devices (responsive vs. mobile detect) and any existing needs/issues with the CMS.  
 
As part of our Development and Deployment phases, Fahlgren Mortine ensures all sites are 
functioning as expected. This includes comprehensive cross-browser and platform quality assurance 
and quality control testing through a formalized bug ticketing and tracking system that provided 
detailed documentation of all quality control activity. We define the required development target 
browsers and hardware and test against those prior to any launch. This work is performed by an 
experienced team focused on quality control alone for a comprehensive subjective view of the project. 
Once all bugs have been addressed in full the project is approved for launch. We find this to be the 
most critical stage in the launch of any digital property. 
 
Involvement with a digital initiative doesn’t stop when a new site or component is deployed. Fahlgren 
Mortine provides ongoing support and maintenance on all sites after launch. This includes analysis of 
site traffic and metrics tracking, customized maintenance retainers and overall site support. 
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3. Develop digital advertising, search engine marketing and search engine optimization plans and 
executable strategies in partnership with the Division of Tourism’s staff; 
 
As outlined in 3.2.1.4, our digital advertising programs are collaborative, comprehensive and well-
defined. That extends to our search engine marketing and optimization programs as well.   
 
Our philosophy at Fahlgren Mortine is simple: place yourself in the mind of the searcher. Our goal is to 
drive traffic to websites via relevant search terms and ads that are representative of the target 
audience with the intention that users will not only visit, but also spend time on the site, navigate to 
various pages, interact with the content and perform the desired calls-to-action. 
 
Because we can’t predict exactly what people will be searching (as Google reports: 16 percent of daily 
queries searched on its search engine have never been seen before), we build each program to be as 
comprehensive as possible to capture users at all stages of the search consideration funnel. This allows 
us to gather a high volume of data that’s used to further test and optimize accordingly in order to 
consistently achieve quality and relevancy.   


 
Our team strives to promote websites in a way that allows 
search engines to naturally pick up updates and assign higher 
levels of relevance for target queries via better correlation 
between on page and off site elements and content. This 
process has proven to create better opportunities for higher 
rankings, increased visibility and more traffic. 
 
SEO is a long-term initiative and influencing organic search 
engine rankings is (and should be) a natural process. While 
we cannot promise or guarantee rankings, we can work 
closely with the Division of Tourism to implement best 
practices and strategies that we know have the ability to 
improve rankings and increase the volume of organic traffic 
over time. 
 







 


 


Pa
ge
70


 


 
Measuring success is a key component of every program. With a wide variety of data available, our 
team monitors each effort over time to track trends and opportunities.  
 
And it’s not about data for data’s sake. Our experts have a firm understanding of not only evaluating 
metrics from a performance standpoint, but also relating that data back to the user experience and 
identifying opportunities for future success.  
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4. Develop and execute a best practices mobile strategy that helps drive consumer retail offerings for 
all agencies; and 
 
With the prominence of mobile usage among all demographics, we 
have taken a mobile-first stand point for Web development. We 
recommend that responsive design be implemented for optimal 
viewing across all devices as well as providing a future-friendly 
approach for screen resolutions yet to hit the market. This mindset 
provides an optimal environment for your ‘on the go’ audience 
accustomed to an optimized mobile experience. In addition to a fully 
responsive design, a consistent navigation and design structure across 
all web properties helps bring together look, feel and brand 
cohesiveness.  
 
In addition to developing a strategy that considers all user devices, 
we believe there is great benefit in using customized apps to 
stimulate interest (and enhance experiences) in travel. 
 
When developing an app experience, Fahlgren Mortine firmly believes 
the most critical step is determining what the end users want and 
expect the app to do for them. To achieve clarity for this critical 
insight, we develop research methodologies to gather feedback, user 
input and clearly defined expectations. The results of this research 
pave the way for a successful app launch and lifecycle. We typically 
recommend identifying signature user interactions and focusing 
efforts to keep the app experience simple and engaging. This affords 
the ability to build upon a simple and successful experience in the 
future versus trying to accommodate for every desired function an 
app could provide. This phased approach is common in app 
development and provides the most cost effective way to achieve a 
valuable end result for users and marketers. 
  
Once we understand the experience the app needs to deliver, we plan 
for the technical approach accordingly. Understanding and embracing 
technical constraints, rather than ignoring them, can help us better 
shape the user experience and create a successful application. We 
consider where the data to populate an app comes from and how it 
will be created and managed. We also heavily consider hardware, 
potential opportunities and challenges. From here we develop a 
technology architecture that meets the user requirements as well as a 
path to success from a development and lifecycle management 
perspective. 
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As part of our research and development methodology we firmly believe that early and frequent user 
testing is a critical step to delivering a quality and valuable user experience. Development of a 
functional prototype early, then gaining direct feedback from actual users is critical information that 
will guide the user experience and technical development. 
  
After we have validated our user experience and technology approach through prototype testing and 
iterative feedback we execute technical development in a structured and disciplined team approach. 
Once development is completed we test our app through a rigorous QC process to document and 
eliminate any unexpected bugs or flawed user experiences.  
  
We recommend a soft launch of an app to allow time to get it active in the marketplace prior to heavy 
promotion and official launch materials being deployed. This helps to create the best overall first 
impressions critical in an app’s initial success, user ratings and long-term user adoption. 
 


 
  


As an initial concept, we have 
focused a recommendation around 
Nevada road trip destinations and 
associated activities based on user 
preferences and filtering of 
relevant content. These mock-ups 
are solely to provide a glimpse of 
the potential functionality and 
engagement while weighing the 
constraints of a non-data 
connected mobile app. 
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5. Identify opportunities and execute programs for reaching travel professionals through mobile or 
interactive outreach.  
 
Understanding that travel professionals through mobile and interactive media is an important piece of 
the overall strategy, we will work with you to recommend specific programs. 
 


B. Activities and Deliverables 


As part of the overarching marketing strategy, the digital contracted vendor will provide the following 
activities and deliverables: 
 
1. Review all current websites and provide recommendations for improvement (incorporating web 
usability and other applicable research conducted by an outside firm). Recommendations must be 
accomplishable within the specified budget and outlined in the annual marketing plan; 
 
Comprehensive website, peer and competitive audits are part of our initial Discovery and Definition 
Processes. Understanding audiences, markets and success metrics are key. Initial internal research is 
paired with key stakeholder and consumer interviews to formulate recommendations on site 
architecture and functionality.  
 
In addition to the standard audience/stakeholder/usability reviews, we work collaboratively with the 
team across all channels to ensure the websites and digital communication tools are compatible (now 
and future) with the programs and campaigns being discussed. 
 
As part of our overall process detailed budgets, deliverables and timelines are prepared prior to 
kickoff, and all revisions and final approvals secured.  
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2. Provide ongoing updates regarding the best practices of other tourism marketing organizations, 
consumer brands and award-winning development programs for the Web and mobile applications; 
 
Fahlgren Mortine continually monitors not only our client’s verticals, but all things digital. As new 
apps and technology are introduced, we continue to evaluate and ask if/how we can improve the 
experience that currently exists.  
 
We believe that the day a site launches is the first day of its life. It will continue to grow and change as 
needed over its lifespan. In order to make these changes efficient, we build our sites for frequent and 
easy updates utilizing the most current best practices in development and deployment. 
 
We also believe that measurement and analytics are the key to knowing where to spend money and 
effort on updates. Regular strategic assessment of digital properties usage is the key to informing 
what do to next and in what priority. Our in house analytics experts partner with our digital execution 
team to ensure measurement is happening correctly as well as to inform where future efforts will 
drive the most success and ROI. 
 
Our technology, user experience and design teams have a wealth of experience in creating digital 
experiences across media, from Web to Tablet and smartphone mobile applications. That expertise is 
brought to every engagement we service. 
 


3. Develop strategic recommendations on best-of-breed architecture for each website; 


Through our comprehensive audit of existing and competitive digital properties, we identify where 
market baseline currently is, as well as where we can make the most impact to stand apart.  We then 
work to clearly understand who is coming to your site, how they are arriving and what they are 
consuming. We leverage historic analytical data and match it against the user personas and success 
metrics to narrow our focus. Our digital strategy and user experience team members partner with you 
to create those success scenarios and create the architecture and experiences to see them through.  
 
Stakeholder and user interviews as well as site and competitive audits help to frame the initial 
sitemap (blueprint). We also leverage integration of existing brand positioning and content hierarchy. 
We then begin to develop the structure of the site’s pages. 
 
We look for ways to create digital experiences that deliver content in context. We also realize that the 
digital brand experience needs to be consistent across properties and devices while taking advantage 
of expected user behavior, as well as context of where they are consuming the content and their mind 
set and expectations at the time of engagement. While each web property may have unique 
objectives, they should all be built to the same quality and experience standards to ensure consistency 
no matter what digital property a consumer touches first. 
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4. Coordinate with advertising, media buying, and external communications; teams to ensure 
successful integration with www.TravelNevada.com and other of the Division of Tourism online 
properties; 
 
As a full-service agency, our collaboration process mirrors this on all our projects. From banner 
advertising to corporate communications to campaign development; we ensure all properties are in 
sync. 
 
We also recommend exploring landing page strategies to optimize goals and conversion tracking once 
a user arrives from an outside source such as banners, social links, email or referring sites. Whatever 
conversation or engagement that sparks the initial interest should deliver on that expectation once 
the user get to the page that was linked to. 
 
In addition to the ensuring cohesive design and integration of ad/media campaigns, Fahlgren Mortine 
pays close attention to the tracking and metrics across these channels. Ensuring consistent and 
accurate tracking from digital banner campaigns to website to sign up or purchase is critical in 
understanding use patterns.  
 
 
  



http://www.travelnevada.com/�
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5. Work with the Division of Tourism to maintain and improve all websites; 
 
A holistic review of all web properties is part of our Discovery and Definition phases. Including site and 
competitive audits, keyword and SEO recommendations and overall site stability and scalability.  
 
During our comprehensive digital audit we will fully assess the web properties as a whole to 
determine what aspect of the current properties are working and where improvements can be 
achieved through current best practices, industry trends, analytics and user research. These findings 
will then be developed into an overall strategy that will guide the websites toward defined and 
measurable future success.  
 
Post-launch, we recommend scheduled ongoing metrics and analytics reviews that allow us to 
understand the user experience and modify that experience based on those metrics for continual and 
incremental improvements. 
 
 
6. Work with staff to develop content management tools on www.TravelNevada.com and its sub-sites 
that effectively disseminate vibrant content to consumers; 
 
We recommend leveraging existing and proven syndication tools and features such as RSS feeds, and 
trackable “share this” functionality to leverage easy access to users email and social networks. 
Sometimes this functionality will be part of the chosen CMS solution and can easily be leveraged to 
enhance distribution of content outside of the website. We have also made these recommendations 
within the Press Room section of this response and will work to ensure whatever the chosen solution, 
that it is implemented consistently across the site(s). 
 
 
7. Develop and enhance back-end administrative tools for www.TravelNevada.com and its sub-sites 
that allow the Division of Tourism staff to update the site as needed; 
 
Fahlgren Mortine has deep experience across a wide variety of licensed and open source content 
management systems. We do not believe in development of proprietary CMS solutions and believe 
that the decision should be one made in partnership with the client’s internal IT staff. We also consider 
hosting to be a critical aspect of the decision on how the CMS and site content is managed. We can 
help inform the decision as much as necessary or take direction from existing IT technical 
specifications and standards. 
 
Part of our decision-making effort will be driven by the requirements of content administration user 
management and approval processes. Many times business requirements of an organization will help 
to determine what CMS solutions will be appropriate. 
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8. Create and develop tactical digital components that support integrated strategy; 
 
We operate under the digital mantra of building tools not toys, meaning that we define key 
interactions and engagement in digital by how effectively we are leveraging the features and 
functions that the digital channel affords us. We will never recommend doing something in digital just 
because we can, but rather because it makes it easier for the end user to get true value from the 
interaction. 
 
We have a wealth of experience in building digital tools that simplify the most complex stories, 
energize otherwise boring content and provide insight to ROI through metrics and measurements. All 
of these successes start with an overarching digital strategy that manifests itself in individual tactics 
online, in mobile apps, touch screen kiosks and other custom digital experiences.  
 
 
9. Provide a monthly web analytics report (components to be determined at a later date); and 
 
Based on key success metrics defined in the discovery step of our digital process, monthly reports will 
be generated using Google Analytics data. As part of our Discovery and Definition phase, Fahlgren 
Mortine will document these metrics for future measurement. 
 
Based on required delivery, these reports may come in the form of a secured online interactive 
dashboard, presentation document and/or hard copy.  
 
 
10. Work as part of the overall strategic planning team to 
ensure all interactive solutions are mapped and cohesive 
with all marketing efforts; and 
 
As a full service agency strategic planning informs all 
aspects of an integrated campaign from traditional to 
digital. Any digital tactic proposed will be aligned to help 
achieve the defined goals.  
 
We determine who the key stakeholders are from the 
client side and keep them informed as to what the 
strategic intent of each digital tactic executed is, prior to 
beginning execution. If there are any questions, concerns 
or doubts we work directly with those stakeholders to 
revise our plan until there is consensus on the approach 
and expected measurable outcomes. 
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11. Assist with developing and creating executable strategies for search engine marketing 
programming.  
 
As outlined in 3.2.1.4.A. #3, our search engine marketing efforts are part of the collaborative digital 
process.  Our approach always starts with development of strategies and defining KPIs and actionable 
metrics.  The integrated agency approach extends to SEM efforts and enables our team to be truly 
immersed in the goals and objectives of our clients and ensures all SEM efforts are research-based and 
strategically sound with an eye to results.  
 
C. General Account Management 


Account management within the State agency environment is unique and must be followed by the 
contracted vendor(s). All respondents should note the amount of administration required to service 
this account. In addition to the specific program administration elements noted in each discipline in 
Section 3.2.1.4 B – Activities and Deliverables, the Division of Tourism requires its contracted 
vendor(s) to provide the following:  
 
1. Monthly activities report with hours for each team member and project identified; 
 
Fahlgren Mortine has developed reporting tools to ensure that our clients receive information in a 
consistent manner at regular intervals. Further, our account architects are organized and provide 
regular account updates through weekly, bi-weekly or monthly status meetings; internal reporting; 
and regular check-ins from senior management.  
 
 
2. Monthly budget usage spreadsheet(s) showing YTD budget used and available budget remaining; 
 
Our account architects work with their clients throughout the year on budget management. Just as the 
program elements need to be scalable, so does the budget, to flex for incremental or reduced 
spending at a moment’s notice. We believe the regular reporting of agency spend against total budget 
provides an open environment for strategies and tactics intended to maximize the Division of 
Tourism’s investment in marketing and communications.   
 
This organizational structure and account management philosophy maintains consistency, 
accountability and transparency across all levels and beyond geographic boundaries. Instead of 
worrying about office locations or titles, we can concentrate on meeting goals and delivering results.  
 
 
3. Participate in a monthly all-agency conference call (more frequent as needs arise); 
 
Your team will be available for monthly conference calls, and we expect to interact much more 
frequently.  
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4. Participate in quarterly in-person meetings at the Division of Tourism’s office in Carson City; and 
 
We look forward to participating in quarterly in-person meetings at the Division of Tourism’s office in 
Carson City.  
 
5. Attend the Division of Tourism’s educational conferences, including, but not limited to: Governor’s 
Conference on Tourism (fall) and Rural Round-up (spring) by selected team members.  
 
We understand the importance of the Governor’s Conference on Tourism and the Rural-Round-up, and 
plan to have a visible and involved presence at both events – as well as others deemed necessary. Not 
only are these events great opportunities to educate stakeholders on our latest initiatives and results, 
but we have found through previous relationships that events such as these can also be used to aid in 
authentic story mining among key partners.  
 
 





		3.1.1.1 Three (3) definitive Case Studies demonstrating a proven ability to develop and execute a results-driven integrated marketing campaign.

		3.1.1.2 Vendors should include actual work or links associated with the campaign, including the integrated components such as advertising, external communications, digital products, media methodology and any other relative materials associated with the efforts.

		3.1.2.1 Contracted vendor(s) must provide a detailed strategic approach to accomplishing the program as provided in Section 3.1 Scope of Work and Deliverables;

		3.1.2.2 If the vendor(s) are responding as a single, integrated firm, the  vendor must provide examples of full-scale integration for other clients; and

		Though we are submitting as an integrated firm, we are an agency with capabilities that span the entire paid, earned, owned and shared media spectrum, and are flexible in our engagement with clients and find ourselves partnering with other agencies on behalf of some clients.

		3.1.3.2 Vendors do not need to provide creative for the Division of Tourism campaign, however; the vendors invited to provide an in-person oral presentation will be tasked with a creative challenge that will require on-the-spot ideation.

		Vendors must carefully review the entire RFP to ensure all required documentation is provided with the proposal.

		Objectives

		1. Ensure consistent and compelling overarching messages and specific messaging for each target audience;

		2. Ensure that all public relations efforts seamlessly align and integrate with overall marketing strategy;

		3. Generate significant coverage in traditional and digital outlets, ensuring appropriate message inclusion (measures to be determined);

		4. Educate all key stakeholder groups on the value of tourism;

		5. Provide a resource for the Nevada tourism industry for learning how to maximize public relations in their marketing mix; and 

		B. Activities and Deliverables

		6. Stakeholder Communications/Public Affairs – Develop and administer materials and programs that reach the Division of Tourism’s key stakeholders.





		Fahlgren Mortine’s lead account architect will communicate accordingly with the subcontractor, including providing detailed monthly marketing budget expenditure reporting. Fahlgren Mortine and The Abbi Agency will work together as one collaborative team. For more information on working with our proposed subcontractor, please reference section 4.2.

		Fahlgren Mortine has developed reporting tools to ensure that our clients receive information in a consistent manner at regular intervals. Further, our account architects are organized and provide regular account updates through weekly, bi-weekly or monthly status meetings; internal reporting; and regular check-ins from senior management. 

		Our account architects work with their clients throughout the year on budget management. Just as the program elements need to be scalable, so does the budget, to flex for incremental or reduced spending at a moment’s notice. We believe the regular reporting of agency spend against total budget provides an open environment for strategies and tactics intended to maximize the Division of Tourism’s investment in marketing and communications.  

		We look forward to participating in quarterly in-person meetings at the Division of Tourism’s office in Carson City. 

		We understand the importance of the Governor’s Conference on Tourism and the Rural-Round-up, and plan to have a visible and involved presence at both events – as well as others deemed necessary. Not only are these events great opportunities to educate stakeholders on our latest initiatives and results, but we have found through previous relationships that events such as these can also be used to aid in authentic story mining among key partners. 
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PART 1A – Technical 


 
 
RFP TITLE:   Integrated Marketing Agency of Record 
RFP:    2084 
VENDOR NAME:  Fahlgren, Inc. (DBA Fahlgren Mortine) 
ADDRESS:  4030 Easton Station, Suite 300 


         Columbus, Ohio 43219 
OPENING DATE:  November 24, 2014 
OPENING TIME: 2:00 P.M. 


 













Fahlgren, Inc. (DBA Fahlgren Mortine) 
RFP 2084 


Program Component Annual Cost Description of Cost 
Media Buying $3.8M Year One 


 
$5.8M Year Two 
 
$5.8 M Year Three 


Strategic plan development, 
management of campaign 
tracking implementation, 
ongoing/active campaign 
monitoring, post-campaign 
measurement including 
collaboration with TNS, and any 
out-of-pocket media costs 
(specific costs TBD based on 
informed strategy) 


Creative Development/Execution $500,000 Year One 
 
$750,000 Year Two 
 
$750,000 Year Three 


Strategic planning, research 
integration, brand development 
and standards, campaign 
production, video production, 
new media production, account 
administration, required agency 
travel (specific costs TBD based 
on informed strategy)  


External Communications/PR 
(including social media)  


$300,000 Year One 
 
$400,000 Year Two 
 
$400,000 Year Three 


Approximately $183,000 in fees 
in year one ($216,000 in year 
two), and $117,000 in year-one 
out-of-pocket expenses 
($184,000 in year two) based on 
proposed scope of work.  
 
Estimated year-one expenses 
include Governor’s Conference 
fees ($50,000), group press 
trip/media trip/agency travel 
costs ($18,000); news release 
distribution ($5,000); 
clipping/monitoring ($17,000); 
promotional expenses ($4,000); 
event costs/travel ($8,000); social 
media contest/sweepstakes 
support ($15,000)  


Digital Development/Execution $250,000 Year One 
 
$500,000 Year Two 
 
$500,000 Year Three 
 


Strategic digital plan, audits and 
development of all Division of 
Tourism sites; ongoing updates 
and management; architecture 
recommendations (all sites); CMS 
tool development/customization; 
back-end development of 
TravelNevada.com; tactical digital 
components including 
customized app development; 
monthly web analytics reports; 







Fahlgren, Inc. (DBA Fahlgren Mortine) 
RFP 2084 


overall integration; required 
agency travel  


CRM/Direct Marketing $150,000 Year One 
 
$150,000 Year Two 
 
$150,000 Year Three 


Strategic planning; assessments 
of holistic emarketing and CRM 
efforts; brand/communications 
audit of email program; niche 
audience development and 
specific best-practice 
recommendations (subsequent 
development of branded 
program including research-
based plans including timing, 
frequency, content plan)  


   
 


*We understand that agency travel costs are pursuant to GSA expense rates and policies. 








 
ATTACHMENT I – COST SCHEDULE 


 
In many cases, the activities listed on the form below will have a point person, but will be executed by a 
team of associates. We have listed all key leaders for the various program elements, and have indicated 
when they will be supported by team members. 
 
Hourly Rates: Our standard hourly rates vary from $75 to $300 per hour depending on our associates’ 
level of experience/seniority and the technical difficulty of the task at hand. To simplify our relationship 
and further demonstrate our commitment to your business, we are proposing a discounted, fixed hourly 
rate of $160.  
 
Creative Development  
Program Element Team Member Title/Level Hourly Rate Estimated 


Percentage of Time 
on Account Per 
Month 


Strategic Planning Dave Bowers 
Team 


Chief Creative 
Officer 


$160 20% 


Research Mike Exner 
Team 


Associate 
Creative 
Director 


$160 40% 


Brand 
Development 


Bill Marconi 
Team 


Associate 
Creative 
Director 


$160 40% 


Production TV Michelle Spalding Broadcast 
Producer 


$160 20% 


Production Print Tim Shoaf Print Production 
Manager 


$160 30% 


Production Other  Tim Shoaf Print Production 
Manager 


$160  


Video/Content 
Production 


Bill Fioritto 
Team 


Senior Art 
Director 


$160 20% 


New Media Sean Cowan 
Team 


SVP, Digital 
Experience 
Director 


$160 20% 


Account 
Administration 


Jennifer Jenkins 
Team 


VP, Creative 
Services Director 


$160 30% 


 
  







 
 
External Communications (PR/PA)  
Program Element Team Member Title/Level Hourly Rate Estimated 


Percentage of 
Time on Account 
Per Month 


Strategic Planning Neil Mortine 
Marty McDonald 
Team  


President and CEO 
SVP, Tourism Practice 
Lead 


$160 10% 
50% 


Communications 
Action Plan 
Development 


Neil Mortine 
Marty McDonald 
Abbi Whitaker 
Team 


President and CEO 
SVP 
President 
 


$160 10% 
50% 


Consumer Media 
Relations 


Ann Marcum 
Kimberly Miles 
Abbi Whitaker 
Team 


Senior Counselor 
Media Specialist 
President 


$160 50% 


Trade Media 
Relations 


Ann Marcum 
Team 


 Senior Counselor $160 15% 


Public Affairs Abbi Whitaker 
Tim Miller 


President 
SVP 


$160 20% 


Social Media Constance Aguilar 
Team 


Director/Strategist $160 40% 


Online Press Room 
Development 


Erin Maggied Account Supervisor $160 15% 


Industry Education Marty McDonald 
Abbi Whitaker 
Team 


SVP 
President 
 


$160 30% 


Governor’s 
Conference on 
Tourism Planning 


Abbi Whitaker 
Team 


President $160 40% 


Account 
Administration 


Jeff Scott Vice President $160 50% 


 
Digital Development 
Program Element Team Member Title/Level Hourly Rate Estimated 


Percentage of 
Time on Account 
Per Month 


Competitor/Best 
Practice Review 
and 
Recommendation 


Aaron Reiser 
Team 


VP, Creative Director $160 15% 


TravelNevada.com 
Enhancements/Dev
elopment 


Sean Cowan 
Team 


SVP, Digital 
Experience Director 


$160 25% 







Nevada Tourism 
Ancillary Sites 
Development 


Steve Parker 
Team 


Sr. Digital Designer $160 35% 


Back-end 
Administration 
Development 


Sean Cowan 
Team 


SVP, Digital 
Experience Director 


$160 45% 


Mobile App 
Development 


Greg Wilson 
Team 


Sr. Art Director and 
UX 


$160 40% 


Account 
Administration 


Ryan Longbrake Senior Digital 
Account Specialist 


$160 20% 


 
 
Customer Relationship Management (CRM/Emarketing) 
Program Element Team Member Title/Level Hourly Rate Estimated 


Percentage of 
Time on Account 
Per Month 


Strategic Planning Sean Cowan 
Team 


SVP, Digital 
Experience Director 


$160 20% 


Account 
Administration  


Ryan Longbrake  Senior Digital 
Account Specialist 


$160 25% 


Materials 
Development (as 
identified in plan) 


Aaron Reiser 
Team 


VP, Creative 
Director 


$160 40% 


Materials 
Distribution (as 
identified in plan) 


Ryan Longbrake 
Team 


Senior Digital 
Account Specialist 


$160 35% 


 
Media Buying 
 
Media buying respondents may submit the cost using one of two cost options:  
 
Option 1 - Commission plus fees schedule 
 
Fahlgren Mortine’s preferred compensation structure for media planning and buying is a hybrid fee and 
commission structure.   
 
The fee will be derived from the amount of hours for development of the strategic media 
recommendation. Media plan development includes the discovery, distillation and development phases.   
 
A media commission of 4% of the gross media costs on the allocated media spend will be included in the 
plan recommendation costs to cover the following services: buy negotiation, placement, asset delivery 
and maintenance/optimization (deployment phase).  We charge a flat commission across all media 
channels.   
 
 
 







Media Type  Agency Commission (please 
note if the agency charges a flat 
commission, if the commission 
is dependent on the media 
channel or if the commission is 
dependent on the spend level) 


Hourly Rate for Fees (spot 
duplication, creative 
production, tracking, etc.) 


Broadcast Spot Television – 
market level 


4% 
 


$160 


Broadcast Spot Television – 
national level 


4% 
 


$160 


Cable Spot Television – market 
level 


4% 
 


$160 


Cable Spot Television – national 
level 


4% 
 


$160 


Digital 4% 
 


$160 


Print 4% 
 


$160 


Radio 4% 
 


$160 


Out of Home 4% 
 


$160 


Events/Sponsorship 4% 
 


$160 


 
   
Option 2 – Fees Only – this option assumes Nevada Tourism will pay no commission to the agency, but 
may pay fees for work done to support the buys 
 
Program Element Team Member Title/Level Hourly Rate Estimated 


Percentage of Time 
on Account Per Buy 


     
     
     
     
     
     
 
 
 













 


 


 


 


PART II – COST PROPOSAL  


 
 
RFP TITLE:   Integrated Marketing Agency of Record 
RFP:    2084 
VENDOR NAME:  Fahlgren, Inc. (DBA Fahlgren Mortine) 
ADDRESS:  4030 Easton Station, Suite 300 


         Columbus, Ohio 43219 
OPENING DATE:  November 24, 2014 
OPENING TIME: 2:00 P.M. 


 





