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Tab III – Vendor Information Sheet 
 
 
V1 Company Name The Glenn Group 


 
V2 Street Address 241 West Charleston Blvd, Suite 111 


 
V3 City, State, ZIP Las Vegas, NV 89102 


 


V4 Telephone Number 
Area Code:  702 Number:  256-0065 Extension:   


 


V5 Facsimile Number 
Area Code:  702 Number:  256-1660 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:  241 West Charleston Blvd, Suite 111, Las Vegas, NV 89102 
Email Address:  vglenn@theglenngroup.com 


 


V8 Telephone Number for Contact Person 
Area Code:  702 Number:  256-0065 Extension:   


 


V9 Facsimile Number for Contact Person 
Area Code:  702 Number:  256-1660 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: 7/13/16 
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Amendment 1 RFP 2109 Page 1 of 2 


State of Nevada  


  
 


Brian Sandoval 
Department of Administration Governor 
Purchasing Division  
515 E. Musser Street, Suite 300 Jeffrey Haag 
Carson City, NV  89701 Administrator 


 
SUBJECT: Amendment 1 to Request for Proposal 2109 


RFP TITLE: Marketing Services For Southern Nevada 


DATE OF AMENDMENT: July 6, 2016 


DATE OF RFP RELEASE: June 17, 2016 


OPENING DATE: July 13, 2016 


OPENING TIME: 2:00 PM 


CONTACT: Annette Morfin, Procurement Staff Member 
 
 
The following shall be a part of RFP 2109.  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. Section 1.1.1 Are northern Nevada agencies eligible to bid? 
 


The Governor’s Office of Economic Development (GOED) currently has a marketing firm 
that is based in northern Nevada.  For this RFP, the Office is seeking a firm that has a large 
presence in southern Nevada or who can be logistically available for meetings in southern 
Nevada.  


 
2. What is the budget allocated to marketing? 
 


GOED’s total marketing budget is $400,000, and that includes the marketing effort as well as 
the agency’s international trade initiatives as well as trade show presence. 


 
3. Which countries/markets are a priority in the international sector? 
 


The Office has dedicated time and trade mission activities in the following countries: The 
People’s Republic of China, the Republic of Korea, Israel, Italy, United Kingdom, Germany, 
Poland, Ireland, Canada, Mexico, Brazil, and Australia. 


 
4. Will GOED consider a media buy in Social Media? 
 
 The Office is open to considering new marketing ideas that deliver a Return on Investment.  


Media buys tend to be a considerable expense to the budget the Office has, but the Office is 
open to considering a pitch for why this would be an important dedication of resources.  
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5. 3.1.4 – Would any media buys be included in the anticipated $250,000 expenses? 
 


If there was a recommendation to do a media buy by the marketing firm, it would come out 
of the $250,000 allocation. 


 
6. 3.1.4 – Will the agency be expected to provide staffing for trade shows? 
  
 No, trade show staffing is done internally. 
  
7. Is there a timeline for the new branding and website development? 
 
 What improvements should be made to the existing GOED website should be determined 


starting in September of this year.  Those recommendations might also include a complete 
website re-do, which is fine. The Office would like a plan of attack for making these 
changes and then completing them beginning in the fall of 2016.  Ideally, the new GOED 
website would be completed prior to the start of the 2017 Legislative Session. 


 
 
 
 
ALL ELSE REMAINS THE SAME FOR RFP 2109. 


 
 


Vendor must sign and return this amendment with proposal submitted. 
 


Vendor Name: The Glenn Group 


Authorized Signature:  


Title: CEO & Principal Date: 7/13/16 
 
 
 
 


This document must be submitted in the “State 
Documents” section/tab of vendors’ technical proposal. 
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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 IB – Confidential Technical Information 
YES  NO  


Justification for Confidential Status 
 


 
A Public Records CD or Flash Drive has been included for the Technical and Cost Proposal 


YES  NO (See note below)  
Note:  By marking “NO” for Public Record CD or Flash Drive included, you are authorizing the State to use the 
“Master CD or Flash Drive” for Public Records requests. 


 
Part III – Confidential Financial Information 


YES  NO  
Justification for Confidential Status 


 
 
The Glenn Group 
Company Name  
    


Signature    
    
Valerie Glenn   7/13/16 
Print Name   Date 
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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   7/13/16 
Print Name   Date 
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Tab V - Attachment B, Technical Proposal Certification of Compliance with Terms and Conditions of RFP  
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   7/13/16 
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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WE ARE PIONEERS


First, as we begin to tell our story and how it intertwines with the Governor’s Office of Economic 
Development, we would like to take a moment and thank you for including The Glenn Group 
in your Request for Proposal. The thought of working with an organization like GOED excites us 
here at The Glenn Group, and we are pleased to respond.


But, before we tell you about who we are and what we do, we think it’s important to tell you 
what 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.


Tech and lifestyle startups that promise to transform communities. The biggest names in the 
gaming industry. Established companies that have lost their way and need to be reimagined.


They’ve all looked to us to help them build strong, sustainable brands. And one thing they all 
have in common is they are all pioneers.


Pioneers are leaders who think differently about their industries and environments, their brands, 
their products, their projects, their business models, their futures and the way they live in the 
minds of the public.
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These pioneering companies have turned to us because they recognize that we’re kindred 
spirits. Our deep Nevada roots have given us a reverence and respect for the trailblazers, 
dreamers and visionaries who built the strong foundations of our state, along with those who 
are building upon those foundations today.


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 for nearly 50 years.


 We also draw on the global power of imagination, innovation and influence through our 
membership in TAAN Worldwide, a collection of agencies, like ours, throughout the United 
States and 40 countries around the world. We believe in looking outside one’s backyard, 
beyond one’s boundaries, and this membership provides us with opportunities for international 
exposure, expanding our horizons and giving us perspective.


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.”


Being a Nevada company, we’ve watched you blaze a trail through the wilds of Nevada’s 
forefront with new thinking, tireless effort and pioneering spirits. Your organization is made up  
of the people we love to work with.


We’re ready to bring our pioneering thinking and passion to the Governor’s Office of Economic 
Development. We think we can make great things happen together.


PEOPLE


Agencies are only as good as their people. But an agency’s people are only as good as its 
culture. That’s where it all starts, so part of introducing you to our team is telling you a little  
more about our culture.


Since our company culture is based on being genuine, imaginative and enterprising, that 
is what you’ll find from our team. The most important thing to us, though, is being genuine 
people. A lot of agencies are exceedingly talented and capable, but we don’t believe that, 
alone, makes a good partner. To be a good partner you have to be humble, candid and 
open. You have to be genuine and genuinely interested in your client’s success. We hope 
that’s what our clients learn about us, first, on their way to discovering our imaginative and 
enterprising spirit.


Meet the team that would be working with the Governor’s Office of Economic Development. 
Their personality, passion, perseverance, experience, expertise and talent make us the agency 
we are.
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Valerie Glenn 
CEO, Principal


Specific involvement on GOED account 
STRATEGIC PLANNING


A long-time business and community leader in Nevada, Valerie’s  
accomplishments in advertising, public relations and beyond have  
been widely recognized including being named Master Entrepreneur  
of the Year by the Business Report, Marketer of the Year by the American 


Marketing Association, Hall of Fame recipient from the Public Relations Society of America 
(Sierra Nevada Chapter) and the Thomas C. Wilson, Lifetime Achievement Award by AAF Reno.


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 serving as Chairman of the Board of EDAWN and currently serves on the Government 
Affairs Committee for the Las Vegas Metro Chamber, the President’s Advisory Council  
for The Smith Center for the Performing Arts and as President of the Nevada Forum of the 
International Women’s Forum. 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.


B.C. LeDoux 
President & Partner


Specific involvement on GOED account 
STRATEGIC PLANNING, MESSAGING STRATEGY, MARKETING STRATEGY, 
INNOVATION STRATEGY AND CREATIVE OVERSIGHT


B.C. is a rare blend of strategic smarts and creative whimsy. 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 fresh-faced 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 directed and collaborated on a long 
list of effective, award-winning campaigns and initiatives for accounts such as Mandalay Bay 
Resort and Casino, THEhotel, Seminole Hard Rock Hotels and Casinos, Anthem Blue Cross Blue 
Shield, Tahoe Stand Up Paddleboards, Capriotti’s Sandwich Shop, the Food Banks of Nevada, 
The National Championship Air Races, Renown Medical Center, EMPLOYERS Insurance, the 
Nevada Commission on Tourism and many more. B.C. sits on the board of Junior Achievement 
of Southern Nevada, was the recipient of the 40 Under 40 Award in 2011 from In Business Las 
Vegas, is a graduate of Leadership Las Vegas 2012 and is a member of YPO International.
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Jennifer Evans 
EVP/Media, Partner


Specific involvement on GOED account 
STRATEGIC PLANNING, RESEARCH, MEDIA PLANNING & PLACEMENT


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. 


Flip Wright 
EVP/Strategy and Innovation


Specific involvement on GOED account 
STRATEGIC PLANNING, RESEARCH, MESSAGING STRATEGY,  
MARKETING STRATEGY AND INNOVATION STRATEGY


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, IL, Seminole Hard Rock located in Hollywood and Tampa, FL and Buffalo Thunder Resort 
and Casino in Santa Fe, NM. Flip also has extensive experience in event management and 
sports marketing working with the NBA and as a marketing consultant for Nike and Sportspal.  
He holds a Bachelor of Arts in Philosophy from the University of Arizona and his Master of Business 
Administration from the University of Oregon. Flip currently is a board member for the northern 
Nevada chapter of the American Marketing Association and The Glover Foundation. He is a 
2010 graduate of Leadership Reno/Sparks. 
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Brianna McCullough 
VP/Marketing & Connection Management


Specific involvement on GOED account 
STRATEGIC PLANNING, RESEARCH AND MARKETING STRATEGY


Brianna brings a unique “client-side” perspective to the marketing teams 
we work with, having acted as the both the Director of Hotel Marketing 
for Wynn Resorts and the Senior Vice President of Marketing and 
Communication for Nevada State Bank for a combined eight years. 


The fact that she has been responsible for creating and implementing integrated marketing 
strategies and multi-million dollar marketing budgets allows her to see marketing challenges 
through our clients’ eyes, provide valuable consultation, identify real opportunities to make an 
impact and give our team a comprehensive business understanding so we can come up with 
innovative and effective solutions that meet and exceed our client’s goals.


Brianna’s thorough understanding of gaming properties, based on her work for Wynn Resorts, 
is also key to the support she gives our casino and casino-resort clients. At Wynn Resorts she 
was responsible for driving occupancy, revenue and shareholder value through integrated 
marketing strategies targeting domestic and international leisure travelers. She also managed 
prospecting efforts, direct marketing programs and strategic partnerships, identifying potential 
luxury brand alignments and potential business opportunities, and she spearheaded creative 
development with partners such as American Express, the Mark Travel Corporation, US Airways, 
and Virgin Holidays.


Additionally, Brianna has worked as a marketing consultant for the Monte Carlo Resort and 
Casino and managed the advertising and digital marketing for the Las Vegas Convention  
and Visitors Authority while working for R&R Partners, giving her a great depth and breadth  
of experience in gaming, tourism and digital marketing.


Kelly Glenn 
VP/Account Management, Partner


Specific involvement on GOED account 
STRATEGIC PLANNING AND ACCOUNT MANAGEMENT 


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 intern 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. She currently serves on the board of directors for Western Industrial 
Nevada (WIN) and The First Tee and holds a Bachelor of Science in business administration  
from the University of Nevada. 
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Jen Merchant 
Account Supervisor


Specific involvement on GOED account 
STRATEGIC PLANNING AND ACCOUNT MANAGEMENT 


Jen’s success in marketing doesn’t come from luck – it comes from 
experience. She has spent many of her 15 years as a marketing 
professional working for companies like MGM Grand and Luxor Hotel 
and Casino in Las Vegas. At The Glenn Group, Jen oversees the 


strategic development of advertising campaigns and promotions for current clients including 
The Smith Center for Performing Arts, Grand Victoria Casino, T-Mobile Arena, Monte Carlo 
Resort & Casino and Brady Industries. Other companies she has worked with include Mandalay 
Bay Resort and Casino, Table Mountain Casino, Carnival Cruise Line, Casino Division, Cox 
Communications and Summerlin. 


Jen holds a Bachelor of Science in industrial psychology from California State University  
at Hayward and a Master of Business Administration from UNLV.


Mike Disbennett 
VP/Creative Director


Specific involvement on GOED account 
CREATIVE MESSAGING, CONCEPTS AND DEVELOPMENT


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. Today, Mike manages our Las Vegas creative department as 
VP/Creative Director and is a very important contributor to The Glenn Group’s recognized 
creativity. His talent and exceptional work ethic are invaluable to our agency. Mike’s work has 
been honored with National, District and Local ADDY Awards, American Gaming Association 
Voice Awards and has had work showcased in Creativity, Creativity-Online, Shoot magazine 
and US Ad Review. Mike is a graduate of Leadership Las Vegas 2014 and sits on the board of 
Our Lady of Las Vegas school.
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Jackson Edwards 
Digital Interaction Designer


Specific involvement on GOED account 
WEBSITE DESIGN, DEVELOPMENT AND MAINTENANCE,  
DIGITAL DESIGN AND DEVELOPMENT, INNOVATION STRATEGY


Jackson joined our team in 2013 shortly after graduating from the 
International Academy of Design and Technology. He has been an 
integral part of our creative team for clients like Grand Victoria Casino, 


Bally Technologies, American Gaming Systems and Stratosphere Hotel, Casino & Tower.  
After a year at Southern Illinois University Carbondale, Jackson moved out of the cold, went 
west and enrolled in the International Academy of Design and Technology to become a 
graphic designer. Towards the end of his college endeavor he became involved with the  
AAF and created an entire magazine for the ADDY Awards, which in turn ironically won him  
an ADDY award, as well as landed him an internship with us.


Once the internship ended, he ventured out and into the world and started designing for 3 
Martini Lunch Advertising, where he did work for companies like MGM Grand Hotel & Casino, 
Mandalay Bay Resort and Casino, The Mirage Hotel and Casino and Terry Fator, all while 
finishing up school to receive his BFA degree in Graphic Design.


William Crozer 
Director of Content Marketing


Specific involvement on GOED account 
CONTENT STRATEGY, SOCIAL MEDIA STRATEGY  
AND IMPLEMENTATION, INNOVATION STRATEGY


William has a long history of working in Nevada tourism that was 
founded in earning his Hotel & Casino degree at UNLV. After an early 
career working with “celebrity chefs,” he developed a marketing 


company focused on emerging marketing channels. As social media grew in importance for 
his clients, so did William’s focus to building and engaging with online communities. William 
brings experience in leading strategic consulting, training and implementation of social media 
campaigns for clients such as Station Casinos, Stratosphere Hotel Casino & Tower, Hard Rock, 
Palms Hotel & Casino, Riviera, El Cortez, Silver Legacy Resort Casino and Wynn. Notable clients 
beyond gaming include the Hard Rock Hotel San Diego, Meineke Car Care, Nordictrack, Reno 
Air Races and Wolf Creek Golf Course.







PAGE 16


WHAT WE DO


MARKETING & INNOVATION AUDITS (MIA) 
The Glenn Group can perform a complete or partial audit of your organization and various 
assets from a marketing and innovation perspective. Through this process, we’ll be able to 
identify what’s working and what’s “MIA.” Following the audit(s), our team will recommend  
the most strategic and appropriate solutions, based on your objectives.


• Brand Audit (Brand Position and Messaging) 
• Website Audit 
• Social Media Audit 
• Advertising Strategy Audit 
• Direct Marketing Audit 
• Promotional Audit 
• Customer Relationship Marketing Audit


BRAND STRATEGY 
Our strategy and innovation team is primarily focused on how your organization can generate 
and sustain a differentiated position and offerings. This team utilizes strategic processes and 
best practices to identify communication strategies, as well as innovative ways to clearly and 
distinctly position your organization in the competitive marketplace.


CREATIVE CONTENT 
Our creative team is extremely experienced in messaging and design. They work closely with 
our other divisions to create imaginative programs, tailored specifically to your audience and 
designed to stand out.


• Brand Identity (Names, Logos, Trade Dress) 
• Advertising (Broadcast, Motion, Print, Digital) 
• Social (Programs, Contests, Initiatives) 
• Websites (Design, Content) 
• Direct (Design, Content, Deployment) 
• Promotional (Ideation, Design, Messaging) 
• Experiential (Ideation, Implementation) 
• Social Impact (Ideation, Design, Messaging)


MOTION 
Our Motion Design department can provide all levels of motion graphics work, from high-end 
broadcast quality to simple, yet creative, promotional messages and elaborate, engaging and 
unique imagery.


• Broadcast (Brand, Promotional) 
• Online (Brand, Promotional)
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PAID MEDIA 
Our media team takes a 360-degree approach to paid media and considers a multitude  
of variables to determine the best approach for your media plan.


Our unbiased view and experience with available media options, coupled with our knowledge 
of the modern marketing environment enable us to deliver on your key objectives and to meet 
your critical success metrics.


PUBLIC RELATIONS 
Our public relations capabilities begin with the critical analysis of your current earned media 
program and its effectiveness. We will develop strategic recommendations, in earned and 
owned media, that will create stories, events and experiences to enhance and elevate your 
brand in the hearts and minds of your audiences.


SOCIAL IMPACT 
Social Impact (Cause-Related) Marketing is an incredible way to “plus” the giving back 
you’re doing in your community. Giving back through imaginative initiatives helps build your 
reputation, your brand, internal morale and has been increasingly proven to create more 
loyalty among customers.


SOCIAL MEDIA 
Our social media team will evaluate your current program, then can design a social strategy 
based on your brand and target audience(s). Our team of specialists will recommend the most 
strategic and innovative approaches, including lead-generation initiatives. From there, we can 
offer a number of implementation options, whether we handle implementation completely, 
provide guidance and strategic consulting while your team implements, or pass the reins to 
your team for full implementation.


• Social Audit 
• Social Strategy 
• Social Lead-Generation 
• Social Consulting 
• Social Implementation


CREATIVE TECHNOLOGY 
Where creativity and technology combine, you’ll find us. Our role is to provide you with 
the innovative technological ideas and solutions that are integrated with your marketing 
strategies and communications and will enhance your customer’s experience. We are adept 
at imagining, designing and developing web projects, mobile applications and other digital 
experiences and will work with you from prototyping through deployment and optimization to 
making sure these solutions help your customers experience your brand in a way they hadn’t 
previously imagined.


• Websites 
• Apps
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SECTION 3: SCOPE OF WORK
 


Before we talk specifically about the various marketing communications services we will 
provide based on the outlined scope of work in the RFP, let’s talk about how we will work 
together. In many ways, the degree with which we collaborate will more greatly impact  
our success than the services we provide.


It all starts with our incredible account management team. They are the hub that makes things 
move in our agency, and are responsible for keeping a finger on the pulse of your organization. 
While we have offices in Las Vegas and Reno, per your request, we would service your account 
from our Las Vegas office.


Our account team will work diligently to understand your objectives, the landscape and 
your stakeholders’ perspectives, so we can proactively and responsively identify your needs. 
We take great pride in building strong relationships through a collaborative spirit, and being 
effective and efficient stewards of our clients’ initiatives, timelines and budgets.


The modern marketing landscape is constantly changing, influencing the tools consumers use 
to communicate, how they gather information and the places they can be reached. Advances 
in technology continue to evolve the ways brands interact with their customers, learn about 
consumer behaviors and track success. We’re dedicated to helping our clients stay on top  
of these changes.


Our group of modern marketing experts are dynamic, nimble and ready to respond when 
opportunity knocks. We are accessible and available to collaborate with your team on all 
forms of marketing strategy and execution, whether it’s direct marketing, digital strategy,  
event marketing, public relations, media planning and buying, creative concepting and 
design or content marketing such as websites and social media.


When you combine that type of drive and ability to dream with the fact that we’ve worked in 
every type of market and situation imaginable, you get a partner that has the experience and 
expertise to deliver imagination with purpose. Whether you are lobbying Nevada stakeholders, 
educating the public about water resources or marketing aerospace programs, we can help 
you identify the most effective channels to use, the right message to deliver and the right time 
to deliver it. 


Now, that we’ve shared some information about us, let’s talk about the scope of work you have 
outlined in your RFP. You’ve identified the following areas that we’ll address in this section:


• 3.1 Marketing Strategy and Execution 
• 3.2 Design and Production Services 
• 3.3 Website Design, Maintenance and Optimization 
• 3.4 Social Media Services 
• 3.5 Collateral Design 
• 3.6 Miscellaneous 
• 3.7 General Information
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3.1 Marketing Strategy and Execution
RESEARCH AND ANALYSIS 
Our approach to marketing strategy starts with the research we will conduct as part of our 
brand strategy and strategic planning process. Before we can develop an effective marketing 
strategy, our team needs to understand how your organization works and how your brand 
is perceived. We will invite appropriate members of our team to collaborate with yours to 
develop this understanding. How do you operate? What does the business landscape look 
like? What are your strengths and weaknesses? Are there opportunities or challenges with 
your current structure or programs? Who are your stakeholders, and why are they important? 
What makes your programs or services unique, and how does this ultimately benefit your target 
audience? These are all questions that we ask as we learn about your organization. Information 
will be collected in the following areas, and more, in the initial phase of marketing strategy 
development:


• General Business and Operations 
• Strengths, Weaknesses and Differentiators 
• Market Conditions and Landscape 
• Geography, Population, Demographics 
• Consumer Behavior (as it relates to your programs and services) 
• Acquisition 
• Measurement 
• Legal Considerations


IDENTIFYING TARGET AUDIENCES 
Once a strong foundation has been established for your organization and operations, we 
will do a deeper dive into your analytics. Which groups offer the fewest objections to doing 
business in Nevada? Which provide the greatest barrier to entry? Are there common threads 
among industries or organizations considering Nevada? Which groups are most desirable 
or most valuable? Which ones are undesirable? As we group segments together based on 
these insights, we will look to identify common themes within segments. Common geographic, 
demographic, lifestyle and attitudinal attributes will be identified during this process, providing 
us with specific target audiences that are crucial to success. Identifying target audiences will 
accomplish two things. First, it will allow us to concentrate resources in areas that will make the 
most impact. Second, it will provide an opportunity to better understand what motivates your 
customers, which can be used to create more compelling marketing messages.


DEVELOPING MARKETING OBJECTIVES 
Our team will utilize findings in these three key areas (situation analysis, business needs and 
target audience insights) to develop tangible marketing objectives. These goals will be 
manageable and measurable, provide a road map for your overall marketing plan and 
support your overall business strategy. Goals may be focused in one or more of the following 
areas:


• Awareness 
• Consideration 
• Engagement 
• Perception
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STRATEGIES, TACTICS AND MEASUREMENT 
With the objectives identified, our team will map out one or more strategies to achieve the 
specified goals.


Our team of experts brings years of marketing experience, a broad foundation of technology 
and modern marketing principles and a deep understanding of consumer behavior to the 
table. This knowledge allows us to identify not only the most effective strategies to reach the 
goal, but the most efficient ones, as well. Areas of focus may include:


• Media Plan 
• Public Relations Strategy 
• Internal Communications 
• Sales Support 
• Content Marketing Strategy 
• Social Media Strategy 


Marketers have an endless well of options when it comes to modern marketing tactics.  
An optimal mix of traditional, digital, guerilla, earned and owned media will be designed  
to support the overarching strategy. These tactics will be developed to complement one 
another, ensuring a consistent message is delivered to the right audience at the right time.


IMPLEMENTATION PLAN 
Our account management team would then begin the process of working with your team to 
implement the plan. We believe in conducting regular status meetings with both of our teams 
to ensure the plan is on track, as well as to identify key milestones and considerations that 
will be mapped out for further discussion and action. In order to transition from planning to 
implementation, an initial timeline with high-level deadlines and deliverables will be outlined.


The following are case studies that demonstrate our focus  
on a strategic objective and the execution and results of the plan:
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COPIES OF THE CASE STUDIES WITH LIVE LINKS CAN BE FOUND ON THE ENCLOSED THUMB DRIVE.


EMPLOYERS® (EIG on NYSE) 
BRAND STRATEGY AND IDENTITY DEVELOPMENT


EIG Mutual Holding Company planned to conduct an Initial Public Offering on the New York 
Stock Exchange and in doing so, make the final transition from a state insurance fund of 
yesterday to today’s national EMPLOYERS®. Before that occurred, it was critical for the company 
to determine what would set them apart in a competitive national marketplace, and then 
develop a distinctive brand identity based on this information. EMPLOYERS charged The Glenn 
Group with this brand-building challenge.


The Glenn Group conducted its in-depth DNA Brandbuilding® process to help EMPLOYERS 
discover the uniqueness of its brand and strengthen its position for entry into a national 
marketplace. This process seeks to clarify a company’s current brand position by understanding 
the customer, the competition and the internal makeup of the company.


The first step of the DNA Brandbuilding process, the assessment phase, included gaining 
internal, consumer and competitive perspectives about the company. The Glenn Group 
brought together a wide variety of EMPLOYERS’ employees to discuss what they believed made 
their company unique. Ultimately, this internal perspective led to the development of unique 
selling propositions (USPs) for EMPLOYERS. These USPs were then tested via other research 
to determine whether they were truly unique to EMPLOYERS’ customers (both existing and 
potential). A competitive analysis also measured the effectiveness of the USPs.


Developing a strategy that could communicate how EMPLOYERS was different from its 
competition was the next key phase of the DNA Brandbuilding process. The assessment phase 
ultimately revealed a clear business strategy for EMPLOYERS. Based on this strategy, The Glenn 
Group provided EMPLOYERS with its brand platform, which included a mission, vision, key brand 
pillars and value propositions to both agents and small business customers.


CASE STUDIES


SALES COLLATERAL
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The Glenn Group’s DNA Brandbuilding process gave EMPLOYERS a strategic brand platform 
that The Glenn Group used to create a distinctive identity with verbal and visual elements. 
These included a tagline, logo, graphic standards and sales collateral. Given the size of 
EMPLOYERS, their rapid expansion and their pending IPO, it was critical that The Glenn Group 
quickly create, produce and manage the implementation of the new brand identity. Within 
two months, The Glenn Group created over 20 sales brochures and a sales kit, updated over 
10,000 forms, created a website, and designed brand advertising, a stationary package,  
a calendar and other marketing giveaways.


The Glenn Group worked with EMPLOYERS to launch the brand internally with nationwide 
employee meetings, webcasts, communication of new brand guidelines, online newsletters 
and other communications to ensure employees had a thorough understanding of the new 
brand position and how to communicate it and embrace it as a company.


In addition, a detailed Graphic Standards document was created. This document was 
developed as a reference tool for using the EMPLOYERS identity in a myriad of applications. 
This document specifically detailed the correct and incorrect ways to use the EMPLOYERS logo 
and tagline, including color specifics, clear space application, size and typography. Additional 
specifications were given for internal use (business cards, stationery, folders, notepads), marketing 
use (promotional items, trade show displays, print applications and online) as well as many other 
business-related applications.


SALES COLLATERAL
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THE SMITH CENTER FOR THE PERFORMING ARTS  
BRAND LAUNCH CAMPAIGN


Building the brand and launching the first and only world-class performing arts center  
in Las Vegas is no easy task – particularly when you think of the incredible amount of 
entertainment options and attractions available in Las Vegas. Beginning in September 2011,  
a general market brand awareness and positioning campaign launched introducing  
Las Vegas to the existence of The Smith Center and building awareness of the fact that it is 
indeed a world-class performing arts center. One of the first critical goals was to start building 
an emotional connection between The Smith Center and Las Vegas citizens based on the 
community’s enthusiasm for having what has been missing for so long – true performing arts 
for locals in a grand yet approachable environment. The initial communications also had to 
educate on the quality of the programming that would be provided, particularly stressing the 
fact that there would be a wide variety of entertainment offerings for all Las Vegans, not just 
Broadway shows.


The launch campaign had to create interest and build momentum toward subscribing/
purchasing tickets for the inaugural year of The Smith Center. Just like The Smith Center itself, 
the tone of the brand communications needed to exude sophistication while still remaining 
approachable and inspirational. When people viewed the campaign we wanted them  
to say – “It’s about time.”


OUTDOOR


HE   RTOF THE ARTS.THE


Debuting, March 2012
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HE   RTOF THE ARTS.OUR NEW


This will be the grand debut. The one everyone will talk about. The most brilliant. The very 
best. The one that will shape our community for generations—with education, inspiration, 
imagination and awe. In March, the curtain will finally rise on our very own world-class  
performing arts center, where our children can learn and we can marvel at the world’s  
greatest musicians, dancers, actors and performers. This one is for us. And years from now, 
you will be able to proudly say, “I was there.”


Debuting, March 2012    |    TheSmithCenter.com    |    facebook.com/TheSmithCenter


PRINT
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PRINT
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TELEVISION


“FOR US” bit.ly/TGG-TSC-1


“CENTER OF” bit.ly/TGG-TSC-2
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“FOR US” bit.ly/TGG-TSC-1


“CENTER OF” bit.ly/TGG-TSC-2


“TICK, TOCK, TICKETS” bit.ly/TGG-TSC3


“BROADWAY LAS VEGAS SERIES” bit.ly/TGG-TSC-4


TELEVISION







PAGE 28


COLLATERAL
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THE MOB MUSEUM  
BRAND LAUNCH CAMPAIGN


The Mob Museum in Las Vegas was going to be grand opening on St. Valentine’s Day 2012 and 
needed a brand launch campaign to break through the clutter of all the attractions already 
open in the city. The Mob Museum’s mission was to provide an entertaining and thought-
provoking look at the events, stories and people involved in the continuing battle between 
organized crime and law enforcement. The museum focuses not only on the historical impact 
of organized crime on Las Vegas, but also its impact on the world. With tales so intriguing 
they need no embellishment, the Museum reveals an insider’s look at the events and people 
on both sides of this continuing battle. True stories of mob history are brought to life in a bold 
and contemporary style via engaging exhibits and multi-sensory experiences – with the star 
being the building itself; the historic former federal courthouse and United States Post Office 
built in the 1930s. In 1950-51, the Kefauver Committee hearings on organized crime were held 
in 14 cities. In Las Vegas, the hearings were held in a courtroom in this very building and the 
courtroom has been recreated to appear as it did in 1950.


The competitive environment is unique as it pertains to “Mob” attractions in Las Vegas. The Mob 
Attraction had recently re-opened at The Tropicana and had positioned itself as more of a fun, 
Hollywood or Disneyland style attraction that included a collection of Mob artifacts. While  
The Mob Attraction had the first-mover advantage, the main objective of The Mob Museum’s 
brand launch was to differentiate it as a legitimate world-class museum and position it as more 
of an authentic Mob experience. But that was only part of the story we needed to convey.


The campaign demonstrated what we believe is one of the most compelling things about 
The Mob Museum – the authentic exploration of both sides of the law. That alone immediately 
differentiates it as a legitimate attraction with an intriguing story to tell. The initial executions make 
it extremely clear from the beginning that this museum is about the battle between organized 
crime and law enforcement, playing off the idea of a balance of power, the struggle between 
good and evil and the blurry lines in between. The true stories, from two perspectives.
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PRINT
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BUS WRAPS
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“OPENING” bit.ly/TheMobMuseumOpening


VIDEO
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SEMINOLE HARD ROCK  
“YOU KNOW” BRAND CAMPAIGN


The Seminole Hard Rock Hotels & Casinos needed to develop a new, integrated brand 
campaign for their two properties in Hollywood and Tampa, Florida. Because the Hard Rock 
brand is about so much more than just a hotel or casino experience, the campaign needed 
to reflect this special connection people have with the brand. It’s about rock and roll attitude, 
authenticity and nostalgia and everyone who walks through their doors feels a different version 
of that. With this campaign 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. We just wanted to let them know there is a casino-hotel where they can “rock” like 
they did back in the day – a place that “gets” them.


This integrated campaign was a combination of local/regional television and radio, outdoor 
boards, players’ publications, in-room guest-books and Facebook. The result was a cohesive, 
emotion-evoking campaign where the positive customer feedback and social interaction 
continues to be overwhelming.


Gambling Problem? Call 1.888.ADMIT.IT


Gambling Problem? Call 1.888.ADMIT.IT


Gambling Problem? Call 1.888.ADMIT.IT


OUTDOOR
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“FLOYD” bit.ly/SHRfloyd        “BILLY” bit.ly/SHRbilly        “IGGY” bit.ly/SHRiggy


TELEVISION
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TELEVISION
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seminolehardrock.com 


seminolehardrock.com 


PRINT 
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NEVADA COMMISSION ON TOURISM  
“ICON” BRAND CAMPAIGN


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.


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 
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.
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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.


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.


“ICONS” bit.ly/NCOTicons


TELEVISION
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EBLASTS
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PRINT
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PRINT
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WEB BANNERS
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NEVADA SESQUICENTENNIAL CELEBRATION
The Glenn Group was very proud to be the Agency of Record for all of the communications 
efforts surrounding the celebration of our state’s sesquicentennial. 


The following 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 were to 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 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 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 with 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 Association to ensure that all of our media outlets were represented. This strategy 
proved successful as the two organizations developed their own programs to commemorate 
the celebration with their members. Media partners shared their stories through feeds to 
affiliate stations in both the northern and southern parts of the state. This 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.
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SAMPLING OF ONLINE AND PRINT PRESS CLIPS
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SAMPLING OF ONLINE AND PRINT PRESS CLIPS


RESULTS: 
The program for Nevada’s Sesquicentennial Celebration achieved great success. We built                            
Nevadans engaged through a variety of festivals, events and activities. More than 500 events 
were associated with the celebration – far exceeding the Governor’s goal of 150 events for  
the year-long celebration, including those through state parks, museums, schools/universities, 
civic and arts/culture organizations and many others.


Nevadans were inspired to attend events, share their stories, join our social media forums, and 
visit the website. 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, helped us tell the 
story of our heritage, culture and festivities. Weekly columns, features and news briefs were 
included in the three largest print outlets in the state. Our broadcast partners were creative 
in their support, finding ways to highlight Nevada treasures, businesses, parks, schools and 
people. 


Following are the earned media results of the PR campaign:
• 1,516 print stories with an advertising value of $11,287,306
• 369 broadcast stories with ad value of $290,599
• 851 online stories valued at $21,687,018 
• The Glenn Group generated 94 press releases as a tool for educating, sharing  


and inviting media to create and tell the stories of the Sesquicentennial.
• Eight proactive PR campaigns


Engaging with Nevadans through community outreach and grassroots support, the team 
collaborated with businesses such as Las Vegas Harley-Davidson to promote a donated 
Sesquicentennial-themed motorcycle, Wells Fargo supported the commemorative 
medallion program through a paid sponsorship and an in-branch educational program, 
and organizations such as the Nevada Women’s History Project supported 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 planned and celebrated with events throughout 
the state. Programs to select the design of each of the four commemorative medallions were 
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 versions of the medallions for the students and their teacher. 
A first grade class in Yerington won the contest. 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. We organically established a social media presence with nearly 2,000 
Facebook fans and 1,000 Twitter followers.
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NEVADA SECRETARY OF STATE’S OFFICE 
VOTER REGISTRATION PUBLIC EDUCATION CAMPAIGN
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 benefited 
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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SAMPLING OF ONLINE AND PRINT PRESS CLIPS
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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.


GAS PUMP TOPPER


POSTER
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GAS PUMP TOPPER


POSTER


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.


TELEVISION vimeo.com/99282759
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3.2 Design and Production Services
As we outlined in the “What We Do” section previously, The Glenn Group is fully staffed in all 
areas of creative concept, design and production for all mediums, whether for mass media 
advertising, digital content, collateral design or producing a video. In fact, The Glenn Group has 
earned and sustained a reputation for being one of the most creative agencies in the state.


But we also take pride in not being creative for creative’s sake. OUR CREATIVE SOLUTIONS 
ARE BASED ON WELL THOUGHT OUT STRATEGIES THAT ARE FOCUSED ON THE RECIPIENT OF THE 
MESSAGE, THE MEDIUM AND, MOST IMPORTANTLY, THE DESIRED OUTCOME. We work with our 
clients to complete a strategic creative brief that guides our creative execution, whether 
to define or hone a brand position, create a collateral piece to support a particular sales 
opportunity, design a website or create a trade magazine ad. We provide creative concept 
options to our clients that are based on the agreed upon strategic brief.


Following the approval of a strategic creative brief, the project heads into our creative 
department. The creative process we go through for any project, no matter the medium, 
or how large or how small, starts with notepads full of rough sketches and lots and lots of 
loose ideas. These first thoughts eventually coalesce themselves into a number of thoughtful, 
strategically sound, pioneering ideas, that we will then put through the paces to see if they 
make the cut.


We take all of these loose ideas, hone them, pare them down, debate them and reimagine 
them, then constantly measure them against the strategic brief, brand strategy and the 
competitive market to make sure our verbal and visual messaging is on brand and on target. 
This leaves us with only the strongest, smartest concepts, which is what is presented to you.


When we present creative, whether it’s for brand identity, print, a TV campaign, social media, 
website, video, or a mix of all of these, we’ll present a sound strategic rationale for each 
concept you see.


AND THIS IS WHERE IT GETS HARD. YOU HAVE TO CHOOSE A DIRECTION.


Some clients see something that fits right from the start. Others prefer to sit with all the various 
ideas for a while, get feedback from their team members and make a decision once a 
consensus is reached. After you decide on a direction, we’ll work with you and your team  
to hone the concepts even further.


While we aim to hit it out of the park on the first swing, we know that changes are part of the 
process. Your feedback and comments will be recorded in a change order. The creative team 
will make the recommended changes, and possibly suggest other options or ideas, during 
the process. A specific number of changes are built into each project, which assures a final 
product that we’re both proud to show to the world.


But, suffice it to say, our talented creative staff is equipped to concept, copywrite, design  
and produce materials for all of your marketing communications needs.
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THE FOLLOWING ARE SAMPLES OF SOME OF OUR CREATIVE WORK  
INCLUDING COLLATERAL EXAMPLES AND LOGOS:





City of Dreams 100% CONCEPT PRESENTATION 


SWIMMING POOL 


In Greek mythology Morpheus was the 


winged God of dreams. He took flight 


each night, traveling into the dreams of 


mortals, especially kings and heroes, 


taking any shape he wished so he could 


deliver prophetic and spectacular visions 


from the Gods—visions that were destined 


to become dreams come true.


 


Morpheus Resorts & Casinos embody the 


wondrous spirit of this mythology, having 


themselves risen from the prescient vision 


of dreamers to deliver enlightened 6-star 


experiences that would fill even kings and 


heroes with awe.


B R A N D 
D E S C R I P T I O N


P A R D O N  T H E  C O N S T R U C T I O N. 
W E ’ R E  B U I L D I N G  S O M E T H I N G  B E A U T I F U L .


A L L - N E W  H O T E L ,  O P E N I N G  S P R I N G  2 0 1 7


A ROUND AT WOLF CREEK IS GOLF LIKE YOU’VE NEVER EXPERIENCED IT BEFORE. 
IT’S RUGGED, IT’S SCENIC, IT’S CHALLENGING, AND MOST OF ALL IT’S MEMORABLE. 


IT’S WHY WE’VE BEEN CALLED ONE OF THE BEST COURSES IN AMERICA BY 


JUST ABOUT EVERY GOLF PUBLICATION THERE IS, INCLUDING BEING NAMED 


THE #1 COURSE IN AMERICA BY THE READERS OF GOLF DIGEST.


866.252.4653 • GOLFWOLFCREEK.COM 
THE WORLD’S ULTIMATE GOLF EXPERIENCE


IT’S WHY WE’VE BEEN CALLED ONE OF THE BEST COURSES IN AMERICA BY 


JUST ABOUT EVERY GOLF PUBLICATION THERE IS, INCLUDING BEING NAMED 


THE WORLD’S ULTIMATE GOLF EXPERIENCE M E S Q U I T E ,  N E V A D A


 BECAUSE  
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DON’T  


think a  


BOTTLE  
OF BOOZE 
should be a  
MORTGAGE  
PAYMENT.


 BECAUSE  


 YOU  


WOULD 


ONLY 
SPRAY-  


TAN 
 if you lost  


A BET.


Print 
Consecutive Pages


IT’S HIGH TIME  
WE TAKE A STAND  
for the everyman!  


VISIT  
TAKEVEGASBACK.COM  
AND SIGN THE  


EVERYMANIFESTO  
to pledge to help us rededicate  


VEGAS TO REAL FUN  
FOR REAL PEOPLE.  
YOU’LL GET THE REAL DEAL 


ROOM RATE AND 
A TAKE VEGAS BACK CARD 


FOR EPIC GOOD TIMES AT THE  


STRATOSPHERE, 
THE ULTIMATE  
MONUMENT  
TO THE EVERYMAN AND  
fun above all else. 
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2 0 14 –2 0 1 5  YE AR  I N  R E VI E W


This great city inspires us, and we have dedicated ourselves to returning the favor. From creating all-new,  
innovative productions right here in Las Vegas, to inviting the world’s most illustrious companies to share  
our stage, we work tirelessly to ensure that each and every one of our ballets will take your breath away.  


For tickets, call 702.749.2000 or visit NevadaBallet.org.


You’ve never known


a place like this –


at least not within


these city limits.


Inviting, eyecatching


and a lot like you.


1 , 1 1 8  l u x u r i o u s  o n e - b e d r o o m  s u i t e s  •  b a t h h o u s e  s p a  •  t h e  l o u n g e


THEa-list


877.632.7000  mandalaybay.com
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Fine dining meets the Wild West
Created by renowned chef mark miller, winner of the  
James Beard Award for Best American Chef - southwest.


505.455.7775  |  BuffalothunderResort.com 


This will be the grand debut. The one everyone will talk about. The most brilliant. The very 
best. The one that will shape our community for generations—with education, inspiration, 
imagination and awe. In March, the curtain will finally rise on our very own world-class  
performing arts center, where our children can learn and we can marvel at the world’s  
greatest musicians, dancers, actors and performers. This one is for us. And years from now, 
you will be able to proudly say, “I was there.”


Debuting, March 2012    |    TheSmithCenter.com    |    facebook.com/TheSmithCenter


HE   RTOF THE ARTS.OUR NEW
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B R A N D  P E R S O N A L I T Y  /  V O I C E


CONTEMPORARY v i s i ona r y 
           SOPH IST ICATED 


SOMEWHERE  
ALONG THE WAY VEGAS LOST ITS WAY.
A bottle of booze became a mortgage payment.
A POOL CHAIR BECAME A PRIVILEGE.
THE CITY FILLED UP WITH HUNDRED-DOLLAR HAMBURGERS, $3,000-DOLLAR PURSES
and people that care more about having a six-pack than drinking one.


THE ULTIMATE MONUMENT  
TO THE EVERYMAN AND  


THE STRATOSPHERE! 


A GREAT GETAWAY HAS BECOME A PHONY, FANCY-PANTS EGO TRIP.


WELL, IT’S HIGH TIME WE TAKE A STAND 
FOR THE EVERYMAN!
Visit TakeVegasBack.com


AND SIGN THE EVERYMANifesto TO PLEDGE
TO HELP US REDEDICATE VEGAS TO REAL FUN FOR REAL PEOPLE.


a Take Vegas Back Card for epic good times at
YOU’LL GET THE REAL DEAL ROOM RATE AND


fun above all else. 


Print 
Version 1


866.252.4653 • GOLFWOLFCREEK.COM  
THE WORLD’S ULTIMATE GOLF EXPERIENCE M E S Q U I T E ,  N E V A D A


AT MOST COURSES THE BIGGEST HAZARD IS A SAND TRAP,  
OURS IS A MOUNTAIN. SPECTACULAR CANYONS AND CLIFFS MAKE WOLF CREEK  


ONE OF THE MOST SCENIC AND CHALLENGING COURSES YOU’LL EVER PLAY.  


IT’S WHY WE’VE BEEN CALLED ONE OF THE BEST COURSES IN  


AMERICA BY JUST ABOUT EVERY GOLF PUBLICATION THERE IS,  


INCLUDING BEING NAMED THE #1 COURSE IN AMERICA BY  


THE READERS OF GOLF DIGEST. 


P A R D O N  T H E  C O N S T R U C T I O N. 
W E ’ R E  B U I L D I N G  S O M E T H I N G  B E A U T I F U L .


A  N E W  H O T E L  &  M O D E R N  G A T H E R I N G  P L A C E
O P E N I N G  S P R I N G  2 0 1 7


job #: 23063


client: Junior Achievement


title: Business Press Brand Ads – 1/4 Page
______________________________


release date: 9/13/13


release via: email
______________________________


technician: Pam


software: InDesign CS6


color: CMYK


fonts: American Typewriter, Grutch Shaded
______________________________


pub: Las Vegas Business Press


trim size: 4.9” x 4.875”


HI-RES MECHANICAL
______________________________


 initial date


CD 


CW 


AD 


prod mgr 


designer 


OK to produce


by: __________________________


date: ________________________
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3.3 Website Design, Maintenance and Optimization
In this section, we’ll talk about our approach to website design and development along with 
thoughts on optimization and content strategy.


The following outlines our 3-phase website development process:


PHASE 1: DISCOVERY & ASSESSMENT 
Each website development project begins with one or more discovery sessions. During these 
sessions, we will work closely with you to ensure that the requirements are fully understood, 
including user experience, target audiences, content needs, technology considerations and 
more. Once we have this information, the next step is to profile any targeted users , including 
current and future audiences. Using the wants, needs and expectations of these audiences, 
we will plan out the architecture of the site. Typically, any Content Management System 
recommendations are incorporated into this initial phase.


PHASE 2: DESIGN & DEVELOPMENT 
In Phase 2, we dive into the core of the project. Using the information and plans from Phase 1,  
we begin the design process with mood boards. This provides our team and yours with the 
opportunity to collaborate and shape the design direction together, without the burden of 
addressing all the nitty-gritty details of a comprehensive site design. Once a mood board is 
chosen, our team will develop a style guide for the project. This style guide provides a road map 
for the overall design elements of the site, and will incorporate design specifications for all of the 
elements of the project. Once the style guide is established, our team will complete the second 
phase of the project by designing each individual template needed for the site. Your team and 
ours will work closely together throughout this phase of the project, ensuring we are working 
toward a single shared vision for the strategy and overall design of the site, which is essential  
for ensuring an effective web product that achieves the brand and user experiences desired.


Development begins immediately after the design process is completed. At this point in the 
process, the Content Management System (CMS) is installed and configured, and the interactive 
page templates are built out for each section of the site. This is also where any special site 
functionality will be incorporated, including any custom plug-ins that may be required.


PHASE 3: LAUNCH & ANALYSIS 
The third and final phase of the project is where the final web product comes to fruition. With 
the development now complete, we will move into a private soft launch of the website via a 
staging server. This will provide private access to the new site for you and your team to do a 
thorough review of the final product. Our team will work closely with yours to address any final 
requests or revisions before your team provides the final approval to launch. Once the site is 
finalized and ready to go live, our team will provide full access and training to the chosen CMS, 
then work to launch the site publicly. 
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WEBSITES
ACCESS EVENT SOLUTIONS 
WWW.ACCESSEVENTSOLUTIONS.COM


Access Event Solutions is a combination creative print shop and technology company. They make  
passes for events. Recently, the passes started getting pretty high tech with RFID, NFC and custom  
event software. What Access wanted was a content driven website that would help generate fresh  
leads directly into their CRM. The final product speaks for itself. With built-in CRM integration, lead 
scoring, and marketing automation, they have been granted access to many new potential clients.
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NEVDEX 
WWW.NEVDEXPROPERTIES.COM


NevDex came to us with a concise request. They needed a modern website that focused on 
high-quality architectural imagery in order to display commercial rentals to potential clients 
in the field. It needed to work on mobile devices and it needed to show multiple commercial 
property spaces as case studies to help them in sales meetings. We built their responsive website 
on WordPress and developed a project portfolio for them to display rentals. The website has  
since become a key sales tool in the field for NevDex.
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THE DEPOT 
WWW.THEDEPOTRENO.COM


The Depot is a Craft Brewery, Distillery and Eatery in Reno. The building that they occupy is a 
historical train depot that was built in 1910. They were looking for a very rustic and minimal feel 
to their website. Through our design process, we ended up launching a beautifully minimal 
website that functions great on all devices. Everything from the logo to the small icons on this 
site is completely custom. The website has provided a way for people to do everything from 
check out the menus to booking reservations.
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AMERICAN GAMING SYSTEMS  
WWW.PLAYAGS.COM


American Gaming Systems (AGS) needed a new website that helped potential clients truly 
understand their game options while simultaneously helping existing customers get access  
to the marketing assets that they need. The solution was to build them a beautiful responsive 
site on WordPress that has a password protected “Asset Manager” for existing customers.
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WIDE AWAKE  
WWW.WIDEAWAKENV.COM


Wide Awake didn’t just need a creative and stunning website. They also needed it to be  
a highly autonomous lead generation tool and inbound marketing tool. The solution was to 
build a site that integrated with SalesForce CRM as well as the ActOn Marketing Automation 
Suite. Combined with a consistent content strategy, the result is a lethal sales tool that literally 
brought clients right to Wide Awake.
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EMPLOYERS® 
WWW.EMPLOYERS.COM


Following the acquisition of a competitor, EMPLOYERS® wanted to increase leads and provide 
an integrated brand experience online. At the same time, there was a critical need to have 
a user-friendly content management system to provide EMPLOYERS with greater flexibility and 
control for adding new content to the site over time.


In order to accomplish these objectives, The Glenn Group created a new site presence for 
EMPLOYERS, including a content management system and complete online marketing plan to 
drive more visitors and leads to the site after launch. It was a complete bundled offering, where 
we planned and executed all aspects of the site build (including CMS) and post-launch online 
marketing. This gave EMPLOYERS the ability to focus on its core business issues and new business 
integration, while at the same time getting a new, exciting, results-driven online presence.
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OPTIMIZATION & MAINTENANCE:


MAINTENANCE 
The work for an effective and efficient website doesn’t end when the site goes live. Any number 
of things can impact an end users web site experience, such as a shift in marketing strategy, 
target audience interests, emerging technology and more. Ongoing maintenance and 
optimization are necessary to ensure a website is meeting the needs of its visitors, delivering 
content effectively, and drawing users into appropriate conversion pathways. Our team 
will work with you to establish a maintenance strategy for your site based on your business 
objectives and target audience needs.


OPTIMIZATION 
A sound digital marketing strategy will integrate appealing user experiences across multiple 
devices, conversion pathways for business objectives, an up-to-date website design architecture, 
regularly updated on-site content that is distributed through a number of channels – such as 
email marketing, social media, paid digital and social media advertising – and regular reporting. 
SEO plays a critical role in drawing new users into the conversion pathway. Content updates, 
multi-device access and SEO considerations will be incorporated into site optimization. 


ON AN ONGOING BASIS, SEO INCLUDES THREE BASIC ACTIVITIES: 


1. BUILDING HIGH-QUALITY LINKS. Trustworthy sites tend to link to other trusted sites. Through 
links, search engines can analyze the popularity of websites and pages based on the number 
and popularity of pages linking to them, as well as metrics like trust, spam and authority.  
The link profile of a website is essential to gaining traction, attention and traffic, and link 
building is among the top tasks required to improve search ranking and traffic volume.


2. ANALYZING RESULTS AND ADJUSTING ACCORDINGLY. Measurement is critical to long-term 
success. Tracking data on rankings, referrals, links and more provides a way to analyze the 
search engine optimization strategy and create additional pathways for success. 


3. REGULARLY DELIVER HIGH-QUALITY, COMPELLING AND CREDIBLE CONTENT. “Freshness”  
is a key criterion used by search engines to determine if a website is relevant. “Freshness”  
is determined by the amount of time that has passed since the last evaluation by the search 
engine and how much it has changed since it was last measured. Developing a sustainable 
content marketing strategy is critical for websites to improve their search engine ranking.


Initial and recurring SEO techniques are related to providing users with the information they seek 
in an environment that is easy to use, navigate and comprehend. Users who reach a website 
via searches are primarily non-commercial and non-transaction oriented. To these visitors, the 
information itself is the goal, so interaction beyond clicking and reading should be limited.


Another area of focus for potential optimization is the fact that web traffic is now mobile 
dominant. Recent figures indicate that 56% of consumer web traffic is mobile, so SEO tactics 
should be reflective of this usage. A website designed to be responsive and optimized to 
mobile screens will not only increase conversion, engagement and overall traffic, but will also 
appeal to search engines like Google, which have specifically begun hindering the results  
of websites that are not optimized for mobile. 
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CONTENT MARKETING STRATEGY 
Content marketing is the process of creating and distributing valuable and insightful 
information to attract, acquire and engage a clearly defined target audience. Content 
marketing is essential for effective SEO, email marketing, social media and paid digital 
advertising.


The production of original, thought-provoking and stimulating content will attract the attention 
of both search engines and website visitors. Short videos, webinars, infographics, podcast 
interviews and white papers can be repurposed across multiple distribution channels, including 
the website, email marketing, ad networks, social media posts and more. New content is also 
one of the primary factors in driving search engine optimization. 


Great content can provide a target audience with a reason to engage with GOED and begin 
the journey down a conversion path. Our team will collaborate with GOED to consider all of this 
and more as we develop an effective content marketing strategy.


Section 3.4 Social Media Services
The Glenn Group’s holistic approach to social media is centered on matching business goals 
to social media outcomes. Metrics like page likes and post shares are useful only when they 
directly affect the organization’s goals.


In the case of the Governor’s Office of Economic Development, a desire to engage in more 
social media opportunities begins with identifying the critical communications objectives that 
will provide the foundation for a social media marketing strategy.


The overall strategy should allow social media to reach consumers in every stage of their journey 
through the marketing funnel. With this encompassing strategy, our team will recommend 
strong content and engagement tactics, rooted in research and analysis, that drive awareness, 
interest, consideration, engagement and, ultimately, conversion to GOED’s goals.


Social media can be a useful tool for the Governor’s Office of Economic Development to 
communicate the organization’s vision and objectives, to update the community on the success 
of recent projects, and to alert stakeholders of new opportunities that grow Nevada’s economy.


EVERY SOCIAL MEDIA MARKETING PROJECT WITH  
THE GLENN GROUP INVOLVES FOUR DISTINCT PHASES: 
• Assess 
• Strategize 
• Create and Connect 
• Analyze


PHASE 1: ASSESS 
It is during this initial phase that the background of knowledge is developed. This stage focuses 
on revealing the organization’s goals and objectives and uncovering previous processes and 
results. It will also clarify the key elements of the brand tone and personality necessary. 
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This information is compiled from existing research, social media channel reporting, qualitative 
assessments, competitive research and in-depth interviews with stakeholders. The key 
deliverable is a social media audit that arranges the findings into a summary report.


PHASE 2: STRATEGIZE 
The next phase begins the process of translating the social media audit into an actionable 
plan. At this point it is important that your team and ours are in agreement about the strategy 
and how we see moving forward with messaging, social media channel selection and tactics. 
The key deliverable for this phase is a social media strategic brief that will outline the necessary 
tactics to achieve the business goals.


Shortly after solidifying the recommendations of the social media strategic brief, initial ideas  
and concepts related to the organization’s social media brand identity are provided. 
Key deliverables include sample posts, messaging calendars, a visual strategy and a 
recommendation for effectively using paid social media.


PHASE 3: CREATE AND CONNECT 
This phase synthesizes the research from earlier phases and creates the guide for day-to-day 
operations. Key deliverables for this phase include developing and reviewing posts to social 
media channels, reviewing opportunities for brand monitoring of direct and indirect mentions, 
extending the reach and impressions of content through social media ad campaigns and 
ensuring results are in line with business objectives.


PHASE 4: ANALYZE 
The last phase serves as a counterbalance to Phase 3. Performance results are quantified 
through consistent reporting and analysis. Regular reporting allows our team and yours to 
validate the strategy and tactics. The key deliverables of this phase are weekly and monthly 
reporting that quantify efforts and measure the results.


PAID SOCIAL MEDIA ADVERTISING: 
Facebook, Twitter, LinkedIN and Instagram have defined social media marketing. Each 
platform has developed a user base measured in hundreds of millions, as well as algorithms 
that control what their users see when logged in. Each platform is also an entity designed to 
use advertising to economically support their users’ experiences. In recent years, some social 
media platforms have used algorithms that show less content from businesses and other 
organizations to their users, in part to improve user experience and in part to generate revenue. 


Paid social media advertising can provide an opportunity to find new potential audiences 
through a users’ own shared interest information. Rather than reactively targeting users who 
search a certain term, social media advertising proactively targets relevant users before they 
begin a search. Organizations like GOED can use social media advertising to target their 
content to the people who matter most. 


For these reasons, a modest budget for paid social media advertising is critical to generating 
social media engagement, awareness for GOED activities and traffic to the website.


The following are some of our Social Marketing case studies:
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COPIES OF THE CASE STUDIES WITH LIVE LINKS CAN BE FOUND ON THE ENCLOSED THUMB DRIVE.


RENOSSANCE MAN 
SILVER LEGACY RESORT & CASINO


SITUATION: 
Reno is a destination on the rise, and national publications like The New York Times have noted 
the gentrification taking place downtown, the numerous outdoor activities that visitors enjoy, 
the rise of tech focused businesses that are building in the area (Tesla) and the world-class 
gaming that the town has always been known for.


PROBLEM: 
While Reno has received terrific press for the changes taking place, no casinos were taking a 
position to capitalize on the revitalization. The Silver Legacy was at the heart of all of the activity 
in the middle of downtown. As a mature brand, they could stake a claim to the growing “cool” 
factor and create a position as a thought leader to selflessly steer people in the right direction.


SOLUTION: 
The Renossance Man was created to be a semi-independent thought leader that would be the 
“face” of the “Renossance” and would serve as a guide for visitors. In addition to a dedicated 
micro website and blog, social media was a critical factor to the campaign’s success because 
of the ability to have granular conversations on social media channels like Facebook, Twitter 
and Instagram. These channels provided enough space to develop a voice that could make 
recommendations for dining, entertainment and shopping while still promoting similar choices 
on property.


The Renossance Man is a unique voice with a specific point of view, a wry sense of humor and 
a thirst for margaritas. For example, he loved Reno so much - he married it. The Renossance 
Man would have a presence at events like the Reno Rodeo, the Great Hot Air Balloon Race, 
Reno Aces baseball games, Hot August Nights and the Reno Air Races. Most importantly,  
when the day was done, the Renossance Man lived at the Silver Legacy.


RESULTS: 
The impact of the Renossance Man for the Silver Legacy has been significant. The Renossance 
Man social media allows the Silver Legacy to promote and draw equity from the growing 
awareness of the destination without compromising the integrity of the Silver Legacy brand. 
Events like the annual BBQ Blues & Brews Festival draws tens of thousands of visitors, but since 
it is hosted by a competitor, drawing on the attraction of the event is complicated, at best, 
without having the independent voice of the Renossance Man. The informed advice and 
recommendations of the Renossance Man has allowed the accounts to attract thousands  
of followers. The Silver Legacy blog is also written as the Renossance Man.


CASE STUDIES
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SOCIAL MEDIA
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SOCIAL MEDIA SOCIAL MEDIA
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O F F I C I A L  H E A D Q U A R T E R S  O F  T H E  R E N O S S A N C E
#renossance


RAISE A GLASS  
TO THE  


BUT FIRST, 
LET’S MAKE 
SURE THAT  


IT’S FILLED WITH A MARGARITA.
—  R E N O S S A N C E  M A N


I’D LIKE TO 
PERSONALLY 
WELCOME YOU 
TO THE 


O F F I C I A L  H E A D Q U A R T E R S  O F  T H E  R E N O S S A N C E
#renossance


I
PERSONALLY 
WELCOME YOU 


—  R E N O S S A N C E  M A N


THIS  
   


REALLY ROCKS,  
DOESN’T IT?


—  R E N O S S A N C E  M A N


Barenaked Ladies  
APRIL 25


O F F I C I A L  H E A D Q U A R T E R S  O F  T H E  R E N O S S A N C E
#renossance


PRINT AND SIGNAGE


OFFICIAL HEADQUARTERS OF THE RENOSSANCE


LET ME BE YOUR GUIDE 
TO GOING BIG IN THE


NOT THAT I THINK YOU 
NEED ONE. 


LET ME BE YOUR GUIDE 
TO 


NOT THAT I THINK YOU 


—  R E N O S S A N C E  M A N


There’s a Renossance going on, which 


means there’s a lot more on the Biggest 


Little City’s fun buff et than ever before. Like world-class dining, a thriving cocktail & 


bar scene, art just about everywhere you look, big time entertainment and so much 


more. And the best thing is, the Silver Legacy is located right in the middle of it all.


renossance.com � silverlegacy.com


Show me how you go big in the
Biggest Little City #renossance


BIGGEST LITTLE CITY.
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OUTDOORPRINT AND SIGNAGE
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STRATOSPHERE CASINO, HOTEL & TOWER
SITUATION: 
The Stratosphere was preparing to reposition itself in the market to the “Everyman.” A key 
component of the repositioning campaign was to utilize social media. The social media effort 
at the time lacked dedicated budgetary resources and a cohesive strategic approach to 
posting and monitoring. Our previous work with casino social media programs, within the 
gaming industry, informed our prescribed social media strategy that would generate the 
necessary results.


PROBLEM: 
An example of the Stratosphere’s social media problems was easily seen in the approach to 
content. Where competitors were posting seven to 10 times per week on average to Facebook, 
the Stratosphere would post five times a week. Some weeks may only have two posts while 
others would have 15 posts. Investigation revealed that line managers in various departments 
were posting directly to the page and there was not a unified voice or content plan to organize 
all of the messages. Additionally, many of the posts featured proprietary stock photos that did 
not reflect the target market of the repositioning campaign or a recent remodel of amenities.  
In order for the “Take Vegas Back” repositioning campaign to be successful, it would be necessary 
to have a cohesive content calendar by post topic, lead generation and regular reporting.


SOLUTION: 
Given the lack of focus, the first step was to organize the entire social media effort. A content 
calendar was developed based on revenue centers, such as “Thrill Rides,” “Live Shows,” “Ultra 
Lounge,” “Fine Dining,” “Gaming” and so forth. A balanced schedule was struck that would 
allow for 1.5 posts to the primary Facebook page each day plus an additional five customized 
tweets. Post topics were arranged in a logical order to create a diverse stream of timely and 
engaging content.


A separate visual strategy was built alongside the post scheduling. A review of available images 
was conducted with pictures being sorted by content category and out of date images were 
removed. After the image inventory was complete, posts were identified that did not have a 
supporting image so that a photo shoot could be arranged to get the necessary photos.


A “selfless” posting campaign was launched to provide more useful content to the community 
that could be easily shared. These posts featured relevant travel news articles, inspirational 
quotes, pictures of jackpot winners and text that asked for comments to a question. Internal 
“Digital Rockstars” were activated to take photos of captivating moments from the field. 
This produced dozens of usable photos and was successful in generating engagement and 
humanizing the brand.


RESULTS: 
Within two months, the Stratosphere’s focused social media effort developed an engaged 
community. On Facebook, Daily Engaged Users increased by 29% and Organic Daily Reach 
increased 17%. The average post engagement has increased as well: Comments by 97%, Likes 
by 63% and Shares by 26%. On Twitter, Impressions increased 367%, Traffic increased 67% and 
Retweets increased 98%. Months later, when the brand repositioning campaign was launched, 
social media played a crucial role in developing tens of thousands of sign-ups for the “Take 
Vegas Back” campaign plus tens of thousands of impressions from lead generation activity  
with Las Vegas visitors.
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WEB BANNERS


Web Banner 
Animated


160 x 600


728 x 90


Web Banner 
Animated


160 x 600


728 x 90
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WEBSITE


Website 
Home Page - part 1
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Website 
Age Verification Page


WEBSITE WEBSITE


Website 
Facebook Pop-Up Page


Website 
Thank You Page


Website 
Facebook Pop-Up Page


Website 
Thank You Page







PAGE 78


“YouTube Video” vimeo.com/94708046     “Blackjack” vimeo.com/94708051


TELEVISION
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SIGNAGE AND OUTDOOR


“YouTube Video” vimeo.com/94708046     “Blackjack” vimeo.com/94708051


TELEVISION
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3.5 Collateral Design
Please see Section 3.2, Design and Production Services, as it addresses our creative process 
and approach related to the points made in this section as well as examples of collateral.


3.6 Miscellaneous
You have indicated the need to have an agency that will be positioned, on occasion,  
to respond quickly to a variety of market-driven, opportunistic initiatives for marketing support.  
We are prepared to be your partners in these situations and will do everything we can to 
support your efforts.


3.7 General Information
The Glenn Group is well staffed in all areas to support the Governor’s Office of Economic 
Development with your marketing communications needs. We are eager to be proactive 
as well as responsive to your needs and, as said earlier in this document, we believe that by 
establishing regular communications in the form of weekly or bi-weekly status meetings that  
we can attend to your needs in a timely fashion.


While we understand there will be times when a fast turnaround is required, and while we are 
prepared to provide that, it is not ideal to always be working that way. So it will be important for 
both of us to openly communicate so we can attend to your needs in a timely fashion, but also 
with the intention of giving the agency time to do the quality of work GOED deserves. We will 
strive to clearly communicate the nature of the scope of work so there is a clear understanding 
and expectation from everyone in terms of deliverables, timelines and deadlines. And we 
would ask your team to, whenever possible, provide the agency with adequate lead time  
to do our work.


We believe we have a good understanding of the Governor’s Office of Economic 
Development’s priorities and needs at this stage, including the desire to create a new branded 
look for the agency that might include a brand identity refresh, a redesign of the website, 
and collateral and other support for the opportunities you identify. We are also excited about 
the opportunity of potentially providing marketing services for some of your GOED-supported 
initiatives such as WaterStart, the Nevada Institute of Autonomous Systems and the Nevada 
Center for Advanced Mobility. 


The Glenn Group is keenly aware of the importance of the economic development, 
diversification and retention efforts of GOED and the economic development authorities 
around our state. We are very excited at the prospect of working with you to support those 
efforts and playing a role in Nevada’s business success. 


Thank you again for including us in your request.
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Tab VII– Section 4 – Company Background and References 
 
4.1 VENDOR INFORMATION  
4.1.1 Company Profile 


 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 


 
 
 
 
 
 
 
 
 


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:  47 
List of top officers:  Valerie Glenn, CEO & Principal 


BC LeDoux, President & Partner 
Gina Brooks, EVP/Operations & Partner 
Jennifer Evans, EVP/Media & Partner 
Kelly Glenn, VP/Account Management & 
Partner 
Flip Wright, EVP/Strategy & Innovation 
Brianna McCullough, VP/Marketing & 
Connection Strategy 
Mike Disbennett, VP/Creative Director 
Brett Rhyne, Creative Director 
William Crozer, Director of Content 
Marketing 


Location of company headquarters:  50 Washington Street, Suite 200 
Reno, NV 89503  


Location(s) of the company offices:  241 West Charleston Blvd., Suite 111 
Las Vegas, NV 89102 
 
50 Washington Street, Suite 200 
Reno, NV 89503 


Location(s) of the office that will provide 
the services described in this RFP:  


241 West Charleston Blvd., Suite 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:  


241 West Charleston Blvd., Suite 111 
Las Vegas, NV 89102 
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4.1.3 Nevada Business License Number 
Question Response 
Nevada Business License Number: NV19691001772 
Legal Entity Name: MPR 
 
Is “Legal Entity Name” the same name as Agency is doing business as? 
Yes  No X 
MPR is the legal entity name, doing business as The Glenn Group.   
 
4.1.5 Has the Agency ever been engaged under contract by any State of Nevada agency? 
Yes X No  
	
Question Response 
Name of State Agency: Nevada Sesquicentennial Celebration 
State agency contact name: Pam Robinson 
Dates when services were performed: June 2013 to December 2015 
Type of duties performed: Public Relations, Event Planning, Social 


Media 
Total dollar value of the contract: $530,000 
	
Question Response 
Name of State Agency: Nevada Secretary of State 
State agency contact name: Ross Miller 
Dates when services were performed: 8/14/12 to 10/31/12 
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: 3/8/11 to 2/28/15 
Type of duties performed: Media Planning & Placement 
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 to April 2011 
Type of duties performed: Public Relations, Event Planning, English 


and Spanish Advertising Campaigns (print, 
television, radio, out-of-home, Internet), 
Collateral, Plan and Place Media throughout 
the State of Nevada, Website Design and 
Development 


Total dollar value of the contract: $4,050,000 
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Question Response 
Name of State Agency: Nevada Commission on Tourism 
State agency contact name: JoLyn Laney 
Dates when services were performed: 2003 to 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: Nevada Office of Veteran Services 
State agency contact name: Tim Tetz 
Dates when services were performed: 1/1/2009 – 1/1/2010 
Type of duties performed: Website Design & Development 
Total dollar value of the contract: $49,999 
 
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. 
Yes  No X 
 
4.1.8 Vendors must review the insurance requirements specified in Attachment E, Insurance Schedule  
for RFP 2109.  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. 
 
On January 1, 2008, two long-time Nevada competitors, the Rose/Glenn Group and DRGM Advertising, 
merged to create The Glenn Group, a statewide marketing and innovation firm, with offices in Las Vegas 
and Reno, that helps pioneering companies build and creatively position their brands, share compelling 
stories and solve problems through imaginative integrated programs and experiences.  The agency offers 
expertise in brand positioning, marketing communication strategy, customer insights, identity design, 
advertising content creation, media strategy and placement, digital and social marketing, public relations 
and website development. 
 
 So Why The Glenn Group? 
 
• The Glenn Group is a proven, experienced, full-service, integrated marketing communications company 
successfully doing business in Nevada for over 45 years. 
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• The Glenn Group has experience working at the national, regional and local levels, garnering positive 
results for clients, regardless of the scope. 
 
• At The Glenn Group, everything flows directly from strategic thinking, with the objective of developing the 
right differentiated brand positioning and marketing communications strategy for every client, regardless of 
whether it’s an advertising, digital or public relations effort. 
 
• The Glenn Group does not take a cookie cutter approach to our marketing initiatives. The Glenn Group is 
creative, innovative and constantly seeks out the most effective strategic and tactical approaches to achieve 
maximum results for our clients. 
 
• The Glenn Group is very engaged and hardworking when it comes to working with clients.  
 
• And finally, The Glenn Group is highly involved and committed to the communities in which they do 
business. A philosophy of doing business that brings added credibility and value to clients. 
 
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. 
The company is well-qualified and fully staffed in all areas of marketing communications to provide the 
services described in this RFP.   
 
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 clients with a full range of 
integrated marketing solutions, regardless of the scope. 
 
4.2 SUBCONTRACTOR INFORMATION: 
Does this proposal include the use of subcontractors? 
Yes  No X 
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4.3 BUSINESS REFERENCES: 
We are pleased to provide the following references to attest to our work and service on their behalf.  
We would love for you to contact them. 
 


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: Pam Robinson 
Street Address: 101 North Carson Street 
City, State, Zip: Carson City, NV 89701 
Phone, including area code: 775-684-5670 
Facsimile, including area code:  
Email address: probinson@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: 


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: December 2015 
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? 


All projects were completed within 
budget or under budget. 
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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: 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, Media 
Planning & 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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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: Renown Health 


Primary Contact Information 
Name: Stacy Kendall 
Street Address: 400 S. Wells Ave. 
City, State, Zip: Reno, NV 89502 
Phone, including area code: 775-982-4651 
Facsimile, including area code:  
Email address: skendall@renown.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 provides integrated 
marketing services for this client.  
Services include:  Advertising, Media 
Planning & Placement, Public 
Relations, Event Planning 


Original Project/Contract Start Date: 2007 
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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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: 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: 2014 
Original Project/Contract Value: Confidential 
Final Project/Contract Date: 2014 
Was project/contract completed in 
time originally allotted, and if not, 
why not? 


All projects were completed on time. 


Was project/contract completed 
within or under the original budget/ 
cost proposal, and if not, why not? 


All projects were completed within 
budget or under budget. 
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PROPOSED STAFF RESUME FOR RFP 2109 
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: 27 # of Years with Firm: 27 
 


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 recognized including being named Master 
Entrepreneur of the Year by the Business Report, Marketer of the Year by the American 
Marketing Association, Hall of Fame recipient from the Public Relations Society of America 
(Sierra Nevada Chapter) and the Thomas C. Wilson, Lifetime Achievement Award by AAF Reno. 
 
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 serving as Chairman of the Board of EDAWN and currently serves on the Government 
Affairs Committee for the Las Vegas Metro Chamber, the President’s Advisory Council for The 
Smith Center for the Performing Arts and as President of the Nevada Forum of the International 
Women’s Forum. 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 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. 
 
2007 - Present – Renown Health 
CEO 
Strategic planning, consultation, client service, public relations 
 
2013 - Present – Silver Legacy Resort and Casino 
CEO 
Strategic planning, consultation, client service 
 
2008 - 2009: Nevada Commission on Tourism 
CEO 
Strategic planning, consultation 
 
1998 - 2001: Reno-Sparks Convention & Visitors Authority 
President & CEO 


Revised:  09-25-13 Resume Form Page 2 of 2 


Strategic planning, consultation, client service 
 
2001 - 2002: Regional Marketing Committee 
President & CEO 
Strategic planning, consultation, client service 
 
 


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 
  


CERTIFICATIONS 
Information required should include: type of certification and date completed/received. 


 
N/A 
 


REFERENCES 
A minimum of three (3) references are required, including name, title, organization, phone number, fax number 


and email address.   
 
Mary Beth Olson 
Director of Advertising 
Silver Legacy Resort Casino 
775-348-3788  
molson@silverlegacy.com 
  
Pam Robinson 
Policy Director 
Governor Brian Sandoval 
775-684-5670 
sprobinson@att.net 
 
Suzanne Chabre 
Vice-President, Marketing and Communications 
The Smith Center for the Performing Arts 
(702) 749-2334 
SChabre@thesmithcenter.com 
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Strategic planning, consultation, client service 
 
2001 - 2002: Regional Marketing Committee 
President & CEO 
Strategic planning, consultation, client service 
 
 


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 
  


CERTIFICATIONS 
Information required should include: type of certification and date completed/received. 


 
N/A 
 


REFERENCES 
A minimum of three (3) references are required, including name, title, organization, phone number, fax number 


and email address.   
 
Mary Beth Olson 
Director of Advertising 
Silver Legacy Resort Casino 
775-348-3788  
molson@silverlegacy.com 
  
Pam Robinson 
Policy Director 
Governor Brian Sandoval 
775-684-5670 
sprobinson@att.net 
 
Suzanne Chabre 
Vice-President, Marketing and Communications 
The Smith Center for the Performing Arts 
(702) 749-2334 
SChabre@thesmithcenter.com 
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PROPOSED STAFF RESUME FOR RFP 2109 
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 & Partner 
# of Years in Classification: 16 # of Years with Firm: 16 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
B.C. is a rare blend of strategic smarts and creative whimsy. 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 fresh-faced 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 directed and 
collaborated on a long list of effective, award-winning campaigns and initiatives for accounts 
such as Mandalay Bay Resort and Casino, THEhotel, Seminole Hard Rock Hotels and Casinos, 
Anthem Blue Cross Blue Shield, Tahoe Stand Up Paddleboards, Capriotti’s Sandwich Shop, the 
Food Banks of Nevada, The National Championship Air Races, Renown Medical Center, 
EMPLOYERS Insurance, the Nevada Commission on Tourism and many more. B.C. sits on the 
board of Junior Achievement of Southern Nevada, was the recipient of the 40 Under 40 Award in 
2011 from In Business Las Vegas, is a graduate of Leadership Las Vegas 2012 and is a member 
of YPO International. 
 


RELEVANT 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 - Present – Silver Legacy Resort and Casino 
President 
Account Management, Brand Strategy, Messaging Strategy, Creative Direction 
 
2011 - Present – The Smith Center for the Performing Arts 
President 
Messaging Strategy, Creative Direction 
 
2011 - 2013 – The Mob Museum 
President 
Messaging Strategy, Creative Direction 
 
2003 - 2009 – Nevada Commission on Tourism 
Creative Director 
Strategic Messaging and Creative Ideation/Implementation 
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2000 - 2008 – Mandalay Bay Resort & Casino 
Copywriter, Creative Director 
Messaging Strategy, Creative Ideation/Implementation 
 
2013 – 2016  – Stratosphere Resort and Casino 
President  
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 
  


CERTIFICATIONS 
Information required should include: type of certification and date completed/received. 


 
N/A 
 


REFERENCES 
A minimum of three (3) references are required, including name, title, organization, phone number, fax number 


and email address.   
 
Myron Martin 
CEO 
The Smith Center for the Performing Arts 
702-614-0109 
mmartin@thesmithcenter.com 
 
Jonathan Ullman 
Executive Director & CEO 
The Mob Museum 
702-724-8625 
jullman@themobmuseum.org 
 
Scott Voeller 
President 
Voeller Group 
702-792-4600 
scott@voellergroup.com 
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PROPOSED STAFF RESUME FOR RFP 2109 
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: 36 # of Years with Firm: 34 
 


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 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. 
 
2003 – 2009 – Nevada Commission on Tourism 
EVP/Media 
Media research, planning and implementation across a variety of media, to include both offline 
and online channels, both in-state and regionally. 
 
2012 – Nevada Secretary of State Voter Education 
EVP/Media 
Media research, planning and implementation of a statewide integrated media campaign, to 
include television, radio, outdoor, out-of-home and online display channels, with the objective of 
educating the public on the importance of voter registration. 
 
April 2011 – Present - The Smith Center for the Performing Arts 
EVP/Media 
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Media research, planning and implementation across a variety of media, to include television, 
radio, print, search and online display with the objective of maximizing ticket sales for the 
constant stream of performances appearing at The Smith Center and its various venues. 
 
June 2015 – Present - River Spirit Casino Resort, Tulsa, OK 
EVP/Media 
Media research, planning and implementation of an integrated media plan to include television, 
radio, print, outdoor, search, online display, online video, etc., across multiple markets to grand 
open the expanded casino resort property. 
 
 


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 
  


CERTIFICATIONS 
Information required should include: type of certification and date completed/received. 


 
N/A 
 


REFERENCES 
A minimum of three (3) references are required, including name, title, organization, phone number, fax number 


and email address.   
 
Mary Beth Olson 
Director of Advertising 
Silver Legacy Resort Casino 
775-348-3788  
molson@silverlegacy.com 
 
Marilou Pilman 
Advertising & Public Relations Manager 
Grand Victoria Casino 
847-531-7810  
mpilman@gvcelgin.com 
 
Suzanne Chabre 
Vice President of Marketing & Communications 
The Smith Center for the Performing Arts 
702-749-2334 
schabre@thesmithcenter.com 
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PROPOSED STAFF RESUME FOR RFP 2109 
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: 15 # of Years with Firm: 11 
 


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 intern 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. 
She currently serves on the board of directors for Western Industrial Nevada (WIN) and The First 
Tee and holds a Bachelor of Science in business administration from the University of Nevada.  
 


RELEVANT 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. 
 
2008 - Present – Renown Health  
VP/Account Management 
Account management and strategy, oversee activities with client including production, photo 
shoots, television shoots, etc. 
 
2004 – Present – National Championship Air Races 
VP/Account Management 
Account management and strategy, oversee day-to-day activities with client including 
production, photo shoots, television shoots, public relations and media coordination.  
 
2011 – 2013 – The Mob Museum 
VP/Account Management 
Account management and strategy, oversee activities with client including production, photo 
shoots, television shoots, etc. 
 
June 2013 – December 2015 – Nevada Sesquicentennial Celebration 
VP/Account Management 
Account management and strategy, oversaw day-to-day activities with client including 
production and public relations efforts. 
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April 2011 – Present - The Smith Center for the Performing Arts 
VP/Account Management 
Account management and strategy, oversee activities with client including production and client 
interface.  
 
2012 - Nevada Secretary of State Voter Education 
VP/Account Management 
Account management and strategy, oversee activities with client including production and client 
interface.  
 
2014 – Present - Brady Industries 
VP/Account Management 
Account management and strategy, oversee activities with client including production and client 
interface.  
 


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 
  


CERTIFICATIONS 
Information required should include: type of certification and date completed/received. 


 
N/A 
 


REFERENCES 
A minimum of three (3) references are required, including name, title, organization, phone number, fax number 


and email address.   
 
Mary Beth Olson 
Director of Advertising 
Silver Legacy Resort Casino 
775-348-3788  
molson@silverlegacy.com 
  
Lisa Blauth 
Interim Marketing Director 
Renown Health 
775-982-5201 
lblauth@renown.org 
  
Pam Robinson 
Policy Director 
Governor Brian Sandoval 
775-684-5670 
sprobinson@att.net 
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PROPOSED STAFF RESUME FOR RFP 2109 
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 & Innovation 
# of Years in Classification: 22 # of Years with Firm: 10 
 


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. He holds a Bachelor of Arts in Philosophy from the University of Arizona and 
his Master of Business Administration from the University of Oregon. Flip currently is a board 
member for the northern Nevada chapter of the American Marketing Association and The Glover 
Foundation. He is a 2010 graduate of Leadership Reno/Sparks.  
 


RELEVANT 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. 
 
2008 - 2009 – Nevada Commission on Tourism 
VP/Brand Strategy and Account Planning 
Account planning and brand positioning 
  
2007 - Present – Renown Health 
EVP/Strategy and Innovation 
Account Planning, Campaign Messaging Strategy, Brand Strategy and Communication Planning 
 
2013 - 2016 – Stratosphere Resort and Casino 
EVP/Strategy and Innovation 
Account Planning, Campaign Messaging Strategy, Brand Strategy and Communication Planning 
 
2013 - Present – Silver Legacy Resort and Casino 
EVP/Strategy and Innovation 
Account Planning, Campaign Messaging Strategy, Brand Strategy and Communication Planning 
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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 
  


CERTIFICATIONS 
Information required should include: type of certification and date completed/received. 


 
N/A 
 


REFERENCES 
A minimum of three (3) references are required, including name, title, organization, phone number, fax number 


and email address.   
 
Mary Beth Olson 
Director of Advertising 
Silver Legacy Resort Casino 
775-348-3788  
molson@silverlegacy.com 
 
Lisa Blauth 
Interim Marketing Director 
Renown Health 
775-982-5201 
lblauth@renown.org 
 
Lucinda DiNovo 
Director of Sales & Marketing 
The Mill Casino 
541-756-8800, ext. 2288 
ldinovo@themillcasino.com 
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PROPOSED STAFF RESUME FOR RFP 2109 
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: Brianna McCullough Key Personnel: 
(Yes/No) Yes 


Individual’s Title: VP Marketing & Connection Strategy 
# of Years in Classification: 16 # of Years with Firm: 1 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Brianna brings a unique “client-side” perspective to the marketing teams we work with, having 
acted as the both the Director of Hotel Marketing for Wynn Resorts and the Senior Vice President 
of Marketing and Communication for Nevada State Bank for a combined eight years. 
  
The fact that she has been responsible for creating and implementing integrated marketing 
strategies and multi-million dollar marketing budgets allows her to see marketing challenges 
through our clients’ eyes, provide valuable consultation, identify real opportunities to make an 
impact and give our team a comprehensive business understanding so we can come up with 
innovative and effective solutions that meet and exceed our client’s goals. 
  
Brianna’s thorough understanding of gaming properties, based on her work for Wynn Resorts, is 
also key to the support she gives our casino and casino-resort clients. At Wynn Resorts she was 
responsible for driving occupancy, revenue and shareholder value through integrated marketing 
strategies targeting domestic and international leisure travelers. She also managed prospecting 
efforts, direct marketing programs and strategic partnerships, identifying potential luxury brand 
alignments and potential business opportunities, and she spearheaded creative development 
with partners such as American Express, the Mark Travel Corporation, US Airways, and Virgin 
Holidays. 
  
Additionally, Brianna has worked as a marketing consultant for the Monte Carlo Resort and 
Casino and managed the advertising and digital marketing for the Las Vegas Convention and 
Visitors Authority while working for R&R Partners, giving her a great depth and breadth of 
experience in gaming, tourism and digital marketing. 
 


RELEVANT 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, Oct 2015 – Present 
VP/Marketing & Connection Strategy 
Client: River Spirit Casino Resort, Tulsa OK 
-Branding, advertising, database growth and CRM strategies, content marketing. 
Client: Brady Industries 
-Branding, communications, marketing strategy, cause marketing. 
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Nevada Volunteers, June 2014 - Present 
Commissioner 
2015 GPOL Co-chair 
Marketing strategy, branding, communications, sponsorships and special event planning for 
Governor’s Points of Light Awards.  
 
Nevada State Bank, December 2011 – October 2015 
SVP, Marketing & Communications 
Strategic oversight of branding, advertising, media and marketing for consumer, small business 
and corporate audiences of Nevada’s oldest and largest state-chartered bank.  
  
Wynn Resorts, 2008 - 2011 
Director of Hotel Marketing 
Oversee marketing and advertising, targeting domestic and international leisure travelers. 
Managed prospecting efforts, direct marketing programs and strategic partnerships, identifying 
potential luxury brand alignments and potential business opportunities. 
  
R&R Partners, 2000 - 2008 
Account Manager 
Client: Las Vegas Convention and Visitor’s Authority 
Provide account management and full marketing support for government entity with $40mm 
marketing budget. Oversee and execute marketing initiatives across all channels and marketing 
segments, including business, consumer and international audiences.  
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
N/A 
  


CERTIFICATIONS 
Information required should include: type of certification and date completed/received. 


 
N/A 
 


REFERENCES 
A minimum of three (3) references are required, including name, title, organization, phone number, fax number 


and email address.   
 
Brig Lawson 
Director of Business Partnerships 
Las Vegas Convention and Visitors Authority 
702-349-0018 
blawson@lvcva.com 
 
Lisa K. Santwer 
Director of Marketing & Public Relations 
Comprehensive Cancer Centers of Nevada 
702-526-2017 
Lisa.Santwer@USONCOLOGY.COM 
 
Glen Scott 
Group Creative Director 
VML 
702-538-3004 
Glen.scott@vml.com 
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PROPOSED STAFF RESUME FOR RFP 2109 
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: Mike Disbennett Key Personnel: 
(Yes/No) Yes 


Individual’s Title: VP Creative Director 
# of Years in Classification: 24 # of Years with Firm: 19 
 


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. Today, Mike manages our Las Vegas creative department as VP/Creative Director and is 
a very important contributor to The Glenn Group’s recognized creativity. His talent and 
exceptional work ethic are invaluable to our agency. Mike’s work has been honored with National, 
District and Local ADDY Awards, American Gaming Association Voice Awards and has had work 
showcased in Creativity, Creativity-Online, Shoot magazine and US Ad Review. Mike is a graduate 
of Leadership Las Vegas 2014 and sits on the board of Our Lady of Las Vegas school. 
 


RELEVANT 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. 
 
2003 - 2009 – Nevada Commission on Tourism 
Art Director/Associate Creative Director 
Strategic Messaging and Creative Ideation/Implementation 
 
2011 - Present – The Smith Center for the Performing Arts 
VP/Creative Director 
Messaging Strategy, Creative Direction 
 
2011 - 2013 – The Mob Museum 
VP/Creative Director 
Messaging Strategy, Creative Direction 
 
2000 - 2008 – Mandalay Bay Resort & Casino 
Art Director, Associate Creative Director 
Messaging Strategy, Creative Ideation/Implementation 
 
2013 - 2016 – Stratosphere Resort and Casino 
VP/Creative Director 
Messaging Strategy, Creative Direction 
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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 
  


CERTIFICATIONS 
Information required should include: type of certification and date completed/received. 


 
N/A 
 


REFERENCES 
A minimum of three (3) references are required, including name, title, organization, phone number, fax number 


and email address.   
 
Myron Martin 
CEO 
The Smith Center for the Performing Arts 
702-614-0109 
mmartin@thesmithcenter.com 
 
Jonathan Ullman 
Executive Director & CEO 
The Mob Museum 
702-724-8625 
jullman@themobmuseum.org 
 
Scott Voeller 
President 
Voeller Group 
702-792-4600 
scott@voellergroup.com 
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PROPOSED STAFF RESUME FOR RFP 2109 
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 Merchant Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Account Supervisor 
# of Years in Classification: 15 # of Years with Firm: 9 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Jen’s success in marketing doesn’t come from luck – it comes from experience. She has spent 
many of her 15 years as a marketing professional working for companies like MGM Grand and 
Luxor Hotel and Casino in Las Vegas.  
 
At The Glenn Group, Jen oversees the strategic development of advertising campaigns and 
promotions for current clients including The Smith Center for Performing Arts, Grand Victoria 
Casino, T-Mobile Arena, Monte Carlo Resort & Casino and Brady Industries. 
 
Other companies she has worked with include Mandalay Bay Resort and Casino, Table Mountain 
Casino, Carnival Cruise Line, Casino Division, Cox Communications and Summerlin.  
 
Jen holds a Bachelor of Science in industrial psychology from California State University 
at Hayward and a Master of Business Administration from UNLV. 
 


RELEVANT 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 - Present - The Smith Center for the Performing Arts 
Account Supervisor 
Account management, marketing strategy, oversee day-to-day marketing activities 
 
2015 - Present – Brady Industries, Las Vegas, NV 
Account Supervisor 
Account management and strategy, oversee day-to-day marketing activities 
 
2015 - Present – Monte Carlo Resort and Casino 
Account Supervisor 
Account management and strategy, oversee day-to-day marketing activities 
 
February 2016 - Present - T-Mobile Arena, Las Vegas, NV  
Account Supervisor 
Account management and strategy, oversee day-to-day marketing activities 
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EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
University of Nevada at Las Vegas, Las Vegas, NV - Masters of Business Administration, 
Marketing 2005 
California State University at Hayward, Hayward, CA - Bachelor of Science, Industrial Psychology, 1996 
 


CERTIFICATIONS 
Information required should include: type of certification and date completed/received. 


 
N/A 
 


REFERENCES 
A minimum of three (3) references are required, including name, title, organization, phone number, fax number 


and email address.   
 
Suzanne Chabre 
Vice President of Marketing and Communications 
The Smith Center for the Performing Arts 
702-749-2334  
SChabre@thesmithcenter.com 
  
Marilou Pilman 
Advertising & Public Relations Manager 
Grand Victoria Casino 
847-531-7810 
mpilman@gvcelgin.com 
 
Lauren Burnett 
Director of Marketing 
Monte Carlo Resort and Casino 
702-730-7705  
LBurnett@montecarlo.com 
 







PAGE 103Revised:  09-25-13 Resume Form Page 1 of 2 


PROPOSED STAFF RESUME FOR RFP 2109 
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: Director of Content Marketing 
# of Years in Classification: 6 # of Years with Firm: 2 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
William has a long history of working in Nevada tourism that was founded in earning his Hotel & 
Casino degree at UNLV. After an early career working with “celebrity chefs,” he developed a 
marketing company focused on emerging marketing channels. As social media grew in 
importance for his clients, so did William’s focus to building and engaging with online 
communities. William brings experience in leading strategic consulting, training, and  
implementation of social media campaigns for clients such as Station Casinos, Stratosphere 
Hotel Casino & Tower, Hard Rock, Palms Hotel & Casino, Riviera, El Cortez, Silver Legacy Resort 
Casino and Wynn. Notable clients beyond gaming include the Hard Rock Hotel San Diego, 
Meineke Car Care, Nordictrack, Reno Air Races and Wolf Creek Golf Course. 
 


RELEVANT 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. 
 
2015 to Present – National Championship Air Races 
Director of Content Marketing 
Social Media Marketing Account Management, Content Marketing and Messaging Strategy, Brand 
Monitoring, Paid Social Media Ad Placement, Management and Reporting 
 
2015 to Present – River Spirit Casino, Tulsa, OK 
Director of Content Marketing 
Social Media Marketing Account Management, Content Marketing and Messaging Strategy, Brand 
Monitoring, Paid Social Media Ad Placement, Management and Reporting 
 
2015 to Present – Wolf Creek Golf Course, Mesquite, NV 
Director of Content Marketing 
Social Media Marketing Account Management, Content Marketing and Messaging Strategy, Brand 
Monitoring, Paid Social Media Ad Placement, Management and Reporting 
 
2016 to Present - Carson City Health District 
Director of Content Marketing 
Paid Social Media Ad Placement, Management and Reporting 
 
2016 to Present - Washoe County Health District 
Director of Content Marketing 
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Paid Social Media Ad Placement, Management and Reporting 
 


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 
  


CERTIFICATIONS 
Information required should include: type of certification and date completed/received. 


 
N/A 
 


REFERENCES 
A minimum of three (3) references are required, including name, title, organization, phone number, fax number 


and email address.   
 
Darren Stanek 
General Manager  
Wolf Creek Golf Club 
702-345-6718 
Darrens@golfwolfcreek.com 
 
Mary Beth Olson 
Director of Advertising 
Silver Legacy Resort Casino 
775-348-3788  
molson@silverlegacy.com 
 
Lea Ann Hiller 
Sr. Manager of Marketing Communications  
River Spirit Casino 
918-995-8230 
leaann.hiller@riverspirittulsa.com 
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Paid Social Media Ad Placement, Management and Reporting 
 


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 
  


CERTIFICATIONS 
Information required should include: type of certification and date completed/received. 


 
N/A 
 


REFERENCES 
A minimum of three (3) references are required, including name, title, organization, phone number, fax number 


and email address.   
 
Darren Stanek 
General Manager  
Wolf Creek Golf Club 
702-345-6718 
Darrens@golfwolfcreek.com 
 
Mary Beth Olson 
Director of Advertising 
Silver Legacy Resort Casino 
775-348-3788  
molson@silverlegacy.com 
 
Lea Ann Hiller 
Sr. Manager of Marketing Communications  
River Spirit Casino 
918-995-8230 
leaann.hiller@riverspirittulsa.com 
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PROPOSED STAFF RESUME FOR RFP 2109 
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: Jackson Edwards Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Digital Interaction Designer 
# of Years in Classification: 4 # of Years with Firm: 2 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


Jackson joined our team in 2013 shortly after graduating from the International Academy of 
Design and Technology. He has been an integral part of our creative team for clients like Grand 
Victoria Casino, Bally Technologies, American Gaming Systems and Stratosphere Hotel, Casino 
& Tower. 


After a year at Southern Illinois University Carbondale, Jackson moved out of the cold, went west 
and enrolled in the International Academy of Design and Technology to become a graphic 
designer. Towards the end of his college endeavor he became involved with the AAF and created 
an entire magazine for the ADDY Awards, which ironically won him an ADDY award, as well as 
landed him an internship with The Glenn Group. 
 
Once the internship ended, he started designing for 3 Martini Lunch Advertising, where he did 
work for companies like MGM Grand Hotel & Casino, Mandalay Bay Resort and Casino, The 
Mirage Hotel and Casino and Terry Fator, all while finishing up school to receive his BFA degree 
in Graphic Design. 
 


RELEVANT 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/Wide Awake 
January 2015 – Present  
Digital Interaction Designer 
Digital strategy, design, and development of digital assets, websites and display campaigns for 
National Championship Air Races, River Spirit Casino, Greg Anderson Photography, Wide 
Awake, American Gaming Systems, Feather Falls, The Mill Casino, Stratosphere and T-Mobile 
Arena 
 
The Glenn Group 
April 2013 – January 2015 
Jr. Designer 
Created graphic designs for traditional and digital collateral for The Smith Center for the 
Performing Arts, Renown Health, Grand Victoria Casino, American Gem Society and Junior 
Achievement of Southern Nevada  
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3 Martini Lunch Advertising & Design 
August 2012 – April 2013, Las Vegas, Nevada Area 
Graphic Design/Production Artist 
Created graphic designs for traditional and digital collateral and managed production of those 
products for MGM International, Mirage, Terry Fator, Mandalay Bay and Circus Circus  
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
2012 Bachelor, Graphic Design, IADT International Academy of Design and Technology 
  


CERTIFICATIONS 
Information required should include: type of certification and date completed/received. 


 
N/A 
 


REFERENCES 
A minimum of three (3) references are required, including name, title, organization, phone number, fax number 


and email address.   
 
Greg Anderson 
Owner 
Greg Anderson Photography 
gregandersonphoto@icloud.com 
702-856-9272 
 
Tom Duffy 
President at StreamWorks, Inc. 
tom@streamworks.com 
775-501-2104 
 
Lauren Ruggeroli 
Membership Manager at The American Gem Society 
lruggeroli@ags.org 
702-255-6500 
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Part IA – Technical Proposal
RFP Title: Marketing Services for Southern Nevada
RFP: 2109
Vendor Name: MassMedia LLC


Address:
2230 Corporate Circle, Suite 210 
Henderson, NV 89074


Proposal Opening Date: July 13, 2016
Proposal Opening Time: 2:00 PM
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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.
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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.


 Attached pages 8-9


  B. Attachment A – Confidentiality and Certification of Indemnification with an original signature  
by an individual authorized to bind the organization.


 Attached page 10


  C. Attachment C – Vendor Certifications with an original signature by an individual authorized to 
bind the organization.


 Attached page 11


  D. Copies of any vendor licensing agreements and/or hardware and software maintenance 
agreements.


 N/A


  E. Copies of applicable certifications and/or licenses.


 N/A
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The ACORD name and logo are registered marks of ACORD


CERTIFICATE HOLDER


© 1988-2014 ACORD CORPORATION. All rights reserved.
ACORD 25 (2014/01)


AUTHORIZED REPRESENTATIVE


CANCELLATION


DATE (MM/DD/YYYY)CERTIFICATE OF LIABILITY INSURANCE


LOCJECT
PRO-POLICY


GEN'L AGGREGATE LIMIT APPLIES PER:


OCCURCLAIMS-MADE


COMMERCIAL GENERAL LIABILITY


PREMISES (Ea occurrence) $
DAMAGE TO RENTED
EACH OCCURRENCE $


MED EXP (Any one person) $


PERSONAL & ADV INJURY $


GENERAL AGGREGATE $


PRODUCTS - COMP/OP AGG $


$RETENTIONDED


CLAIMS-MADE


OCCUR


$


AGGREGATE $


EACH OCCURRENCE $UMBRELLA LIAB


EXCESS LIAB


DESCRIPTION OF OPERATIONS / LOCATIONS / VEHICLES  (ACORD 101, Additional Remarks Schedule, may be attached if more space is required)


INSR
LTR TYPE OF INSURANCE POLICY NUMBER


POLICY EFF
(MM/DD/YYYY)


POLICY EXP
(MM/DD/YYYY) LIMITS


PER
STATUTE


OTH-
ER


E.L. EACH ACCIDENT


E.L. DISEASE - EA EMPLOYEE


E.L. DISEASE - POLICY LIMIT


$


$


$


ANY PROPRIETOR/PARTNER/EXECUTIVE


If yes, describe under
DESCRIPTION OF OPERATIONS below


(Mandatory in NH)
OFFICER/MEMBER EXCLUDED?


WORKERS COMPENSATION
AND EMPLOYERS' LIABILITY Y / N


AUTOMOBILE LIABILITY


ANY AUTO
ALL OWNED SCHEDULED


HIRED AUTOS
NON-OWNED


AUTOS AUTOS


AUTOS


COMBINED SINGLE LIMIT


BODILY INJURY (Per person)


BODILY INJURY (Per accident)
PROPERTY DAMAGE $


$


$


$


THIS IS TO CERTIFY THAT THE POLICIES OF INSURANCE LISTED BELOW HAVE BEEN ISSUED TO THE INSURED NAMED ABOVE FOR THE POLICY PERIOD
INDICATED. NOTWITHSTANDING ANY REQUIREMENT, TERM OR CONDITION OF ANY CONTRACT OR OTHER DOCUMENT WITH RESPECT TO WHICH THIS
CERTIFICATE MAY BE ISSUED OR MAY PERTAIN, THE INSURANCE AFFORDED BY THE POLICIES DESCRIBED HEREIN IS SUBJECT TO ALL THE TERMS,
EXCLUSIONS AND CONDITIONS OF SUCH POLICIES. LIMITS SHOWN MAY HAVE BEEN REDUCED BY PAID CLAIMS.


INSD
ADDL


WVD
SUBR


N / A


$


$


(Ea accident)


(Per accident)


OTHER:


THIS CERTIFICATE IS ISSUED AS A MATTER OF INFORMATION ONLY AND CONFERS NO RIGHTS UPON THE CERTIFICATE HOLDER. THIS
CERTIFICATE DOES NOT AFFIRMATIVELY OR NEGATIVELY AMEND, EXTEND OR ALTER THE COVERAGE AFFORDED BY THE POLICIES
BELOW. THIS CERTIFICATE OF INSURANCE DOES NOT CONSTITUTE A CONTRACT BETWEEN THE ISSUING INSURER(S), AUTHORIZED
REPRESENTATIVE OR PRODUCER, AND THE CERTIFICATE HOLDER.
IMPORTANT: If the certificate holder is an ADDITIONAL INSURED, the policy(ies) must be endorsed. If SUBROGATION IS WAIVED, subject to
the terms and conditions of the policy, certain policies may require an endorsement.  A statement on this certificate does not confer rights to the
certificate holder in lieu of such endorsement(s).


COVERAGES CERTIFICATE NUMBER: REVISION NUMBER:


INSURED


PHONE
(A/C, No, Ext):


PRODUCER


ADDRESS:
E-MAIL


FAX
(A/C, No):


CONTACT
NAME:


NAIC #


INSURER A :


INSURER B :


INSURER C :


INSURER D :


INSURER E :


INSURER F :


INSURER(S) AFFORDING COVERAGE


SHOULD ANY OF THE ABOVE DESCRIBED POLICIES BE CANCELLED BEFORE
THE EXPIRATION DATE THEREOF, NOTICE WILL BE DELIVERED IN
ACCORDANCE WITH THE POLICY PROVISIONS.


INS025 (201401)


6/20/2016


National Insurance Access, LLC
139 E Warm Springs Rd


Las Vegas NV 89119


Guy Fiore
(702)736-2659 (888)818-8743


gfiore@partnersnv.com


MassMedia, LLC, DBA: MassMedia
2230 Corporate Drive
Suite 210
Henderson NV 89074


Liberty Mutual Insurance


2016


A


X


X


X


BZS57193163 6/1/2016 6/1/2017


1,000,000


1,000,000


15,000


1,000,000


2,000,000


2,000,000
Employee Benefits


A


X X
BZS57193163 6/1/2016 6/1/2017


1,000,000


A


X


USO57193163 6/1/2016 6/1/2017


1,000,000


1,000,000


Insured's Copy 
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TAB V – AT TACHMENT 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.


 Attached page 16


  B. If the exception and/or assumption require a change in the terms or wording of any section of  
the RFP, the contract, or any incorporated documents, vendors must provide the specific language 
that is being proposed on Attachment B.


  C. Only technical exceptions and/or assumptions should be identified on Attachment B.  


  D. The State will not accept additional exceptions and/or assumptions if submitted after the proposal 
submission deadline. If vendors do not specify any exceptions and/or assumptions in detail at time  
of proposal submission, the State will not consider any additional exceptions and/or assumptions 
during negotiations.
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TAB VI – SECTION 3 – SCOPE OF WORK
GOED marketing shall be focused on telling Nevada’s story as an attractive place to do business, with innovative 
and creative initiatives to support lead generation of out-of-state and in-state prospects, promote GOED’s 
Knowledge Fund projects and workforce development programs, and support the growth of GOED’s targeted 
industries while supporting the diversification of Nevada’s economy while driving positive communication and 
accountability to Nevada’s stakeholders.  The term “Nevada stakeholders” is used to define the in-state audience 
that GOED communicates to for accountability – in a generic sense, the public and the Nevada Legislature are 
members of GOED’s “Nevada stakeholders” as are elected officials, and Nevada business owners. Estimated 
program expenses are $250,000.00 over two (2) years through the end of the fiscal year ending June 30, 2019.   
The contracted vendor(s) shall be prepared to participate in the following:


3.1 MARKETING STRATEGY AND EXECUTION


  3.1.1 The contracted vendor(s) will be expected to participate and coordinate with GOED staff and 
others in development of comprehensive and ad hoc marketing strategies;


  3.1.2 Vendors should describe who would be involved in strategy sessions, who would manage 
execution of plans and activities, and who would perform the execution;


  MassMedia was established in 1997 in Las Vegas, Nevada. We are a full-service agency offering an integrated 
approach to marketing. Our team includes specialists in strategic planning; public relations; earned, owned  
and paid media; digital initiatives; creative; and grassroots/events. Our passion is partnering with our clients  
and delivering results for Nevada businesses.
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Paula Yakubik


Justin Woolard Dee Anna Paredes


Lisa Montague


Zachary Krassin
Leads team and is responsible 
for seamless execution of all 
specialties 


Manages website strategy  
and digital design


Manages execution of creative, 
collateral and media 


Manages all paid media 
initiatives 


Project manages all digital 
initiatives


Melissa Castillo
Manages execution of all 
direct marketing, digital 
and email marketing


 Plan Management and Execution


 Your GOED MassMedia team will include: 


 Account Strategy


Paula Yakubik Kassi Belz Georgeann Pizzi Casey Floyd Tommy DiGioia


 *Full resumes are available in Attachment G
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 Tactics and Implementation


 *Full resumes are available in Attachment G


Victoria Moore
Graphic design and production 


Rebecca Heiner
Media planning and buying 


Kelly Jensen
Social media, content 
strategy, content creation


Reuben Montoya
Video


Chris Smith
Copywriting


Jason Holte
Social media, content 
creation


Pablo Rodriguez
Graphic design, web 
programming and website 
maintenance 


Tommy DiGioia
Creative direction and 
graphic design  


Lisa Montague
Media planning and buying 


Zachary Krassin
Digital marketing


Justin Woolard
Website, digital


Casey Floyd
Digital strategy


  3.1.3 Multiple marketing approaches will be needed to include support for local, national and 
international campaigns that appeal to businesses across targeted sectors, as well as, to all 
Nevada stakeholders; and
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  3.1.4 Strategies may include direct marketing, email marketing, print advertising, (including media 
buying), trade show attendance, and other innovative marketing strategies.


 3.1.5 GOED has identified seven (7) industries for targeted development and those industries are:


  3.1.5.1 Aerospace and Defense;


  3.1.5.2 Natural Resource Technologies;


   A. Water;


   B. Energy; and


   C. Agriculture.


  3.1.5.3 Health and Medical Services;


  3.1.5.4 Information Technology;


  3.1.5.5 Manufacturing and Logistics;


  3.1.5.6 Mining;


  3.1.5.7 Tourism, Gaming, and Entertainment.


  3.1.6 Additionally, GOED is developing clusters – concentrated areas of focus that are within 
industries – around Unmanned Aerial Systems (UAS), Autonomous Vehicles, and water innovation/
technologies.


   3.1.6.1 These industries do not represent the sole focus of the state for economic development, 
but rather identify Nevada’s strengths to an outside audience and help to target in-state 
resources to further economic development in these areas.


 3.1.7 The entire state is a focus of economic development – south, north, and the rurals.


   3.1.7.1 Each area has strengths that are communicated both by GOED and the designated 
Regional Development Authorities (RDAs) with the regions.


   3.1.7.2 Under the umbrella of GOED, economic development is a statewide, cohesive mission 
that involves private and public agencies and organizations from all levels – local, regional, 
and state.


  3.1.8 Through GOED, there are incentives available to companies that wish to relocate to or expand 
their existing operation in Nevada.


   3.1.8.1 There are requirements on what types of business can qualify for these incentives such 
as primary job creation numbers, hourly wage, exporting, capital investment, etc.


   3.1.8.2 These requirements are identified in statute and are included in each company’s 
application to the GOED Board.
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   3.1.8.3 It is important to note than any abatement received is only applicable to the new revenue 
generated by that company for the outlined time period of the abatement, even if the company 
already resides in Nevada; this again is outlined in statute.


  3.1.9 The Regional Development Authorities and GOED work with interested companies to see what 
incentives are applicable to their operation, should they be interested in applying.


   3.1.9.1 There is not a targeted marketing effort to promote incentives outside of individual 
conversations with an interested business by either an RDA or GOED.


  3.1.9.2 The GOED newsletter is the agency’s current way of promoting industries in our state.


    A. The newsletter is drafted in-house by GOED and the design is laid out by the agency’s 
current marketing firm of record which will continue to be retained for various initiatives 
such as the letter and planned collateral development.


    B.  GOED sends out this newsletter by email and PDF every other month via its own database.


  3.1.10 GOED is charged with promoting industries in our state and the Invest in Nevada message – at 
this point, GOED has gone through a website redevelopment, but would like to do this again as well 
as further development of our collateral arsenal.


   3.1.10.1 The success of the marketing agency is dependent upon the speed and quality of the 
work that GOED requests to be completed.


   3.1.10.2 The requests for the marketing agency are done on a case-by-case when it is determined 
what is needed for an upcoming event or meeting.


   3.1.10.3 GOED has a limited marketing budget so rather than spend money on things they do not 
have a need for, GOED sticks to creating collateral when it is needed.


   3.1.10.4 GOED is looking to engage a southern Nevada marketing firm to make GOED’s marketing 
proactive rather than reactive.


   3.1.10.5 GOED is looking for ideas on what they could be doing better and solutions to help them 
achieve this.


   From what we can ascertain from this RFP and our own independent research, we conclude that  
currently GOED is targeting multiple stakeholder markets and audiences. Current strategies include 
direct marketing, email marketing, limited print advertising and trade show attendance. That being said, 
it is difficult with limited information to fairly evaluate how GOED could better allocate its resources. If 
retained, MassMedia’s first objective would be to conduct a discovery session and communications audit  
to learn GOED’s marketing goals to gain a full understanding of what is being done, what is working and 
what can be improved. We then would make strategic recommendations identifying and establishing  
goals and metrics around each marketing initiative and develop a plan, timeline and budget to  
accomplish these objectives. 
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   Marketing Nevada to out-of-state companies and generating leads is no easy task. By identifying and 
segmenting sectors, GOED has established a solid base from which to start. Several opportunities to 
supplement current initiatives exist:


   1. Refining key messaging to better communicate Nevada’s economic advantages: Nevada has a lot to  
be proud of, including a host of attractive benefits to doing business in the Silver State. We are a  
first-class resort destination, with a diverse, vibrant economy. Unfortunately, the current GOED website 
and marketing materials fail to sufficiently highlight these benefits graphically or aesthetically. The best 
economic development agency websites feature marketing visuals that reinforce their states’ brand 
position, make it easy for visitors to navigate and generate excitement through stimulating pictures and 
videos. They waste no time exposing visitors to hard-hitting yet interesting messages that articulate 
the benefits of doing business in their states. If retained, MassMedia will work quickly to refine GOED’s 
marketing materials to arouse enthusiasm and drive home Nevada’s unique selling points. 


   2. Developing and distributing testimonials: The Silver State is home to several companies and business 
units on the cutting edge of innovation. Apple, Zappos, Tesla, Microsoft, etc. have taken advantage of 
the state’s technology sector, energetic workforce, favorable tax laws and other business-friendly 
attributes. We believe we can tap into these powerful iconic brands and use them to tell our state’s story, 
lending credibility to our message. MassMedia can use testimonials and case studies to capture the 
reasons entrepreneurs such as Tony Hseih, Elon Musk, and Bill Gates know Nevada means business. 
We are confident our team can capture this compelling content and distribute it though every possible 
channel, including videos, newspaper articles, magazine features, brochures, blog posts, social  
media posts, and digital advertising.


   3. Trade show integration marketing tactics: GOED’s current tactic of attending and presenting at trade 
shows is a sound one. When these events bring an industry or market sector together in one place, there 
is a great opportunity to market to primary identified targets. The MassMedia team can optimize GOED’s 
trade show marketing effort, taking it to the next level with our proprietary trade show media targeting 
and digital advertising targeting show participants and vendors. 


   First, specialized media typically attend trade shows. These are the reporters that cover a certain 
industry. These reporters work for national trade publications that our target audiences are reading.  
We would work with the trade shows’ representatives to obtain lists of all media requesting credentials 
to cover the conferences and exhibitions. By researching their publications and beats, our experts can 
then identify tactics and angles for stories and profiles on Nevada as a business destination that will 
resonate with each journalist. We would also collect publications’ media kits and editorial calendars so 
we can work proactively to pitch story ideas that will generate coverage on Nevada throughout the year. 
Finally, MassMedia would identify key reporters and opinion leaders on its media list with an aim  
toward hosting the most influential for media tours in Nevada. 
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   Leveraging our digital, graphics, IT and micro-targeting expertise, MassMedia can geofence trade show 
locations and serve targeted digital ads through display advertising, mobile advertising, paid search and 
social adverting to all attendees at the show, capturing leads through targeted lead generation tactics. 


   Our trade show initiatives targeting media, early adapters, business leaders and opinion makers focuses 
on three specific outcomes:


    • Attract – identify and reach the right people


   • Amplify – tell a compelling story


   • Engage – drive actions that matter


   From the information we gather from the trade show attendees clicking our ads, we will identify trends, 
identify patterns and capture insights that we can use to further refine our marketing strategy. We will 
develop and establish an audience profile that will guide our proactive target marketing moving forward. 


   Working with GOED’s staff, MassMedia would create and evaluate opportunities at trade show events to 
put the Nevada brand at the forefront of  attendees’ consciousness, setting the stage to present our story 
through a variety of media and partnerships:


   • Sponsorships


   • Private events


   • Advertorials/Advertising in trade show materials


   • Email lists of attendees


   • Other targeted marketing opportunities 


  3.1.11 Direct marketing, email marketing, print advertising, etc. are currently second-tier in 
GOED’s marketing approach.


  3.1.12 There are trade shows in which GOED has a presence, and the marketing materials for these 
trade shows are designed when needed, depending on the show and the message GOED is looking 
to pass onto attendees.


   3.1.12.1 To keep costs down, GOED will often try to partner with other Nevada representatives 
at these shows.


   3.1.12.2 GOED has started to develop trade show booths that can be ready for use, when 
needed, and easily transportable.


    A. Currently, this is only available for one (1) industry which is health care; however, GOED 
would like to keep this development going for other industries as needed.
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3.2 DESIGN AND PRODUCTION SERVICES


  3.2.1 The contracted vendor(s) will be expected to have copywriting, graphic, photographic and 
video graphic services available to support GOED’s marketing programs.


   3.2.1.1 Proposing vendors should describe who would provide design and production services 
across media; and


   MassMedia employs a full creative, digital, video and production team. The following would provide these 
services to the GOED account:


Victoria Moore
Graphic design, production


Reuben Montoya
Video shooting and editing


Chris Smith
Copywriter


Kelly Jensen
Video shooting


Pablo Rodriguez
Graphic design, production, 
photography


Justin Woolard
Creative design


Tommy DiGioia
Creative direction, graphic 
design and photography


Zachary Krassin
Design and production 
management


Casey Floyd
Digital creative direction


 *Full resumes are available in Attachment G
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   3.2.1.2 Proposing vendors should be able to develop, articulate, and produce a singular, 
branded look and feel across different marketing media and should submit examples of 
branded looks across different media in their Technical Proposal and/or recommendations  
on a GOED-branded look.


HENDERSON INTERNATIONAL SCHOOL


Different is what we do best.


hendersonschool.com


It’s one thing to learn. It’s quite another to live for learning. That’s the spirit we instill  


in our students at Henderson International School – a private preschool through 8th  


grade institution that is part of the prestigious Meritas Family of Schools. Through  


rigorous academics, a full complement of athletics, inventive art and music programs,  


and a focus on building both strong character and powerful minds, we create the  


learners of today who will be the leaders of tomorrow. 


I could be the next


or perhaps 


or


or even


Mozart


PICASSO


Einstein


twain.


I could be the next


or perhaps 


or


or even


Winfrey


FRIDA


Armstrong


serena.


Different is what we do best.


hendersonschool.com


It’s one thing to learn. It’s quite another to live for learning. That’s the spirit we instill  


in our students at Henderson International School – a private preschool through 8th  


grade institution that is part of the prestigious Meritas Family of Schools. Through  


rigorous academics, a full complement of athletics, inventive art and music programs,  


and a focus on building both strong character and powerful minds, we create the  


learners of today who will be the leaders of tomorrow. 


PRINT AD PRINT AD


OUTDOOR BOARD
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HE ALTHCARE PARTNERS NE VADA


– JOHN,  ACTUAL PATIENT


I DIDN’T LET MY 
HEART GET IN THE WAY 
OF WHAT I LOVE.


As a cardiac patient at HEALTHCARE PARTNERS, John gets the care  


he needs – so  he can live life without slowing down. It happens through the  


TOTAL CARE MODEL. From his primary care doctor who noticed his irregular  


heartbeat to his HealthCare Partners cardiologist who diagnosed his atrial  


fibrillation and also fitted him with a pacemaker. This quality, comprehensive  


approach helped John get better – and live better, too. 


ACT NOW! Visit ChooseTotalCare.com
or Call Us at 702.605.3430


TOTAL CARE
MODEL


MEDICARE  
OPEN ENROLLMENT


OCTOBER 15 – DECEMBER 7


PRINT AD


OUTDOOR BOARD


TV SPOT
H C P N V  2 0 1 5  O E  O N L I N E  B A N N E R  A D S


3 0 0 X 2 5 0  ( H I K E R S )  V 1


3 0 0 X 2 5 0  ( F R A M E  1 )


3 0 0 X 2 5 0  ( F R A M E  3 )


3 0 0 X 2 5 0  ( F R A M E  2 )


3 0 0 X 2 5 0  ( F R A M E  4 )


DIGITAL BANNER AD
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WEBSITE MAIN PAGE


SOCIAL MEDIA - FACEBOOK
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ABQ HE ALTH PARTNERS


Great healthcare is a big part of your life – and a significant  
part of your family’s happiness. You can keep wellness in the  
picture with ABQ Health Partners. Our Total Care Model  
means a whole team of professionals collaborate for you and  
your family’s complete health. 


Green Apple. Good Health. Se habla espanol


Feel the green  
apple difference.


abqhp.com 
505-262-7000


PRINT AD


OUTDOOR BOARD


TV SPOT


Feel the green  
apple difference.


LEARN MORE


DIGITAL BANNER AD
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WEBSITE MAIN PAGE


SOCIAL MEDIA - FACEBOOK
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L A S VEGA S DOME


@supportlasvegasdome@supportlvdome


Now is our time, Las Vegas. Our time to build something bigger. Something better.  
A 60,000 + seat dome stadium for huge concerts. Pro sports. Big-time events.  
This is our time to build the city we were meant to be. To make the community  


we all deserve. And to answer our call to greatness.


Get behind a better Vegas. Join us at  
supportlasvegasdome.com


DOME SWEET DOME.


#DOTHEDOMETHING


PRINT AD


OUTDOOR BOARD


728X90 BANNER 1


728X90 BANNER 2


728X90 BANNER 3


728X90 BANNER 4


M A S S M E D I A  >  M A R K E T I N G  >  A D V E R T I S I N G  >  P R 


CLICK NOW


DOME-INATE.


DOME SWEET DOME.


DO THE DOME THING.


SUPPORT THE LAS VEGAS DOME.


S A N D S  -  L A S  V E G A S  D O M E  


D I G I T A L  B A N N E R  H T M L  C A M P A I G N  B


TESTIMONIAL VIDEO


DIGITAL BANNER AD
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WEBSITE MAIN PAGE


SOCIAL MEDIA - FACEBOOK
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VALLE Y ELECTRIC A SSOCIATION


Together, we’re doing powerful things. 
I  LEARN MORE AT VEA .COOP  I


gr   wth.


Meet the power company that puts Nevadans first.
We’re Valley Electric Association, the utility company that’s for Nevadans, by 


Nevadans. As a nonprofit, member-owned co-op, we’re using our unique position 


to help strengthen our economy by securing renewable energy projects and 


putting people in our state to work. The result is more business activity across 


a broad spectrum of industries, all across the state. It’s how renewable 


energy turns into a more sustainable economy. 


PRINT AD


OUTDOOR BOARD


TV SPOT


LEARN MORE


p   tential.


DIGITAL BANNER AD
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WEBSITE MAIN PAGE


SOCIAL MEDIA - FACEBOOK


LEARN MORE


gr   wth.
LEARN MORE
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VALLE Y ELECTRIC A SSOCIATION


Valley Electric Is An Integral Partner  
For Our Organization.


– Bob Marchand, General Manager US Ecology Nevada – Beatty


VEA
We’re Better


Together.


Bob Marchand knows Valley Electric is a reliable business partner. He also knows that means more than  


power, too. With a progressive vision for the future, a dedication to affordable energy, and a focus on growing 


jobs and local businesses, we’re here to move our communities forward. We do it in partnership with people  


like Bob – all because we’re better together. 


Go to vea.coop to learn more.


PRINT AD


OUTDOOR BOARD


TV SPOT


M A S S M E D I A  >  M A R K E T I N G  >  A D V E R T I S I N G  >  P R 


V E A  2 0 1 6  D I G I TA L  B A N N E R S  -  B E AT T Y


300x250 BANNER 1


We’re Better 
Together


with Beatty


We’re Better 
Together


with Beatty


We’re Better 
Together


with Beatty
Learn 
More >


300x250 BANNER 2 300x250 BANNER 3DIGITAL BANNER AD
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WEBSITE MAIN PAGE


SOCIAL MEDIA - FACEBOOK


LEARN MORE


VEA
We’re Better


Together.
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3.3 WEBSITE DESIGN, MAINTENANCE, AND OPTIMIZATION


  3.3.1 GOED has gone through two (2) redesigns of its website, a major component of its strategy for 
lead development, as well as, the source of accountability for Nevada stakeholders, but is highly 
interested in a new website look and format that will ensure success stories are easily promoted, 
GOED’s Nevada story is easily told, and the website content is fresh, innovative, and interesting to  
a wide-variety of audiences.


   3.3.1.1 Additional, ongoing website optimization and maintenance should be geared toward 
improvements and new ways to engage various audiences online.


   3.3.1.2 GOED is not interested in a status-quo website or stagnant content.


  3.3.2 GOED will require contracted vendors to perform technical services in both the redesign and 
maintenance of the website, including template changes and regular maintenance/requests as 
needed.


   3.3.2.1 Proposing vendors should be prepared to define their proficiencies in website creation, 
maintenance, and optimization, as well as, recommendations to GOED in their proposal.


  3.3.3 GOED shall require ongoing maintenance and optimization.


  3.3.3.1 Optimization will include Search Engine Optimization activities.


  3.3.4 Proposing vendors should submit with each copy of their technical proposal examples of 
other websites they have created, either as screen shots, on flash drives, or via links.


  MassMedia provides the full spectrum of digital marketing services, which includes website development, 
maintenance and optimization. At MassMedia, our digital team is skilled in guiding businesses through 
digital communications planning and implementation. Our team has the knowledge and experience to 
leverage the ever-evolving technologies, platforms and channels that help clients improve outcomes  
and ROI.


 Our services include:


  •  Digital brand auditing and planning


  • Website strategy and development


  • Search strategy (paid and organic)


  • Mobile strategy


  • Social media strategy


  • Content strategy


  • Video production


  • Planning and analytics


  • Measurement and optimization
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DIGITAL CASE STUDY


HCPNV OPEN ENROLLMENT 2015
SITUATION:


Over the past four years, MassMedia has played an integral role in developing a cohesive brand for HealthCare 
Partners Nevada (HCPNV), positioning the organization as a trusted leader in the local healthcare industry. 
Beyond brand positioning, MassMedia was tasked to GROW the HCPNV Medicare Advantage (MA) patient 
population throughout the Medicare Open Enrollment Period. In 2015, in conjunction with public relations, 
traditional media advertising, grassroots events and in-clinic strategies, MassMedia developed a thoughtful 
digital plan to reach this senior market with compelling results vindicating the online presence of this  
audience and their comfort navigating the medium.   


STRATEGY: 


MassMedia used a mix of digital channels that included display, search, and social to drive traffic to a campaign 
website for engaging information, email capture and call volume. Geo-targeted tactics were deployed to  
high-density senior residential areas of the Las Vegas market. Content was developed for the specific targeted 
areas for personalization, positioned against competitor messaging, and A/B tested against generic brand 
content. Daily optimizations were made towards clicks, calls and email capture for continuous grab of the most 
engaged audience and measured against performance metrics per channel. Social media content consisted of 
promotional in-clinic grassroots events, physician spotlights, educational infographics on advantages of MA, 
and HCPNV “Total Care” models. Additional geo-targeted promotions included event invitations for “Doc Talks” 
and healthcare insurance meet-ups. YouTube pre-roll ads ran against healthcare search and category views.  A 
variety of creative was put in place through social channels including educational videos, in-clinic photography, 
leveraged TV spots, and gifs to stand out against audience news feeds. The campaign landing page was 
developed with a simple user experience for the senior population and offered HCPNV advantages, frequently 
answered questions on MA, and educational videos. All clicks and calls across channels and website were 
tracked, measured and sourced to provide transparent insights and reporting.


OUR RESULTS:


539.8K
DIGITAL MEDIA 
ENGAGEMENTS


28.5K
CAMPAIGN  
PAGE SESSIONS


 SOCIAL COMMUNITY  


 GROWTH
11% 
FACEBOOK


9% 
TWITTER


6,486 
MA PATIENTS


86% 
OF THE MARKET
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16 MILLION 
IMPRESSIONS


25,700  
CLICKS


472,300  
COMPLETED 
VIDEO VIEWS


DISPLAY  


BANNER AD


FACEBOOK 


STATIC/MOTION CONTENT


2 MILLION 
IMPRESSIONS


7,800  
CLICKS


5,100  
COMPLETED 
VIDEO VIEWS
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SEARCH  


TOP RESULTS


WEBSITE 


TOTAL PAGE TR AFFIC


415,500,000 
IMPRESSIONS


10,400  
CLICKS


28,485 
WEB SESSIONS







40  |  100% Recycled Paper


DIGITAL CASE STUDY


NDOI WEBSITE AND MOBILE APP 2013-2014


SITUATION:


Most Nevadans were not aware of the Nevada Division of Insurance (NDOI) or its consumer 
protection services. Additionally, while the division’s website housed valuable information regarding 
insurance and options available to Nevadans, this information needed to be more accessible and 
understandable.


The majority of the NDOI’s information was readily available on its website, but even those who were 
aware of the division had difficulty locating and understanding the resources available.  
A traditional website was not an option. MassMedia was tasked to design a website that would  
allow consumers to easily find and understand their insurance options, and do so within the confines 
of the state’s existing web system.  


STRATEGY: 


MassMedia’s team determined it was necessary to demystify insurance. By simplifying the process, 
audiences would be more receptive to information, and therefore more likely to visit the NDOI website 
to learn more.


MassMedia’s first task was to develop an online rate tool within the state’s existing website system 
that would allow consumers to easily search and compare all approved insurance plans available  
to them. With pressure mounting from state officials and agencies, MassMedia worked alongside the 
division’s IS teams to quickly develop and launch the rate review tool and re-designed home page in 
the fall of 2013. 


The following year, a national study revealed that only 14% of Nevadans were considered “ insurance 
literate,” so NDOI tasked MassMedia with ways to make the rate review more accessible while also 
educating the public on the basics.


With a limited budget available, MassMedia proposed the development of two new digital resources 
to promote and educate on the division’s services prior to the 2014-2015 Exchange Open Enrollment 
period. First, MassMedia would develop an educational microsite, NVInsurance101.com. The microsite 
included an interactive user experience based on various healthcare scenarios consumers face. Users 
would interactive with the site mascot throughout various environments while describing the ways  
in which insurance is utilized throughout, in practical terms. The site also encouraged visitors to 
jump to the NDOI’s rate review tool to compare insurance options.
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Secondly, as the majority of NDOI’s target user were also smartphone users, MassMedia would 
develop a mobile app version of the division’s rate review tool for use on iPhone and Android. The 
mobile apps translated all of the functions of the rate review site into a fully-functional mobile  
app that users could download for free to compare insurance options. 


With a goal to launch and promote both tools for the 30 days leading up to the 2014-2015 Exchange 
Open Enrollment, both tools launched in September 2014 and were promoted exclusively through  
a highly-targeted digital advertising campaign. Advertisements including some display advertising 
as well as a Facebook advertising campaign that allowed users to download the mobile app directly 
from Facebook.


2013


2014


FROM OCTOBER-DECEMBER  
TRAFFIC TO THE NDOI’S 
WEBSITE INCREASED BY


THE SOCIAL MEDIA CAMPAIGN 


DROVE MORE THAN 6,000 CLICKS  


IN JUST TWO MONTHS AT A COST  


EFFECTIVE RATE OF OVER  


$1 PER LEAD


BY APRIL 2015,  
APP INSTALLATIONS RANKED  


IN THE 20TH PERCENTILE  
OF ALL FACEBOOK AD  


CAMPAIGNS


116% & 170%


VISITORS TO THE HE ALTH R ATES 
PORTION OF THE WEBSITE WA S UP: 


YE AR-OVER-YE AR OVER 2012


15%THE NDOI’S  
TOTAL WEB 
TR AFFIC 
WAS UP: FROM THE  


PRE VIOUS YE AR
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MOBILE APP


TABLET & CELLPHONE


WEBSITE


EDUCATIONAL MICROSITE


WEBSITE


R ATE RE VIE W TOOL
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WEBSITE


R ATE RE VIE W TOOL


SUPPORTLASVEGASDOME.COM


HEALTHRATES.DOI.NV.GOV


E X AMPLES OF WEBSITE DESIGNS 
CREATED BY MASSMEDIA



http://supportlasvegasdome.com

http://healthrates.doi.nv.gov
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EVENTPATH.NET


VALLEYCOM.COM



http://eventpath.net

http://valleycom.com
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SMARTCITYNETWORKS.COM



http://smartcitynetworks.com
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 GOED Website Recommendations:


  Site objective: The goal of the GOED website is to provide the information that business owners, large and 
small, need regarding relocating to a vibrant city where their businesses will thrive.


  Review of current site: The current site houses a vast amount of information but can be complicated for a 
user to navigate. There are many links and the purpose of some is unclear, there is too much formal text and 
there are not enough visuals, GOED branding is not prominent enough, and the website is not responsive 
across all devices. Entrepreneurs and business owners tend to use mobile devices and tablets just as much, 
if not more, than desktops, making a lack of responsive design detrimental to the user experience. There  
are also prominent typos which make the website look less official than it should be.


  Opportunities for improvement: MassMedia has identified multiple opportunities for improvement that will 
help the GOED website achieve its main goal:


  1. User Experience –


   • Convert website to a responsive design across all devices.


   •  Make navigation consistent – the current primary navigation drop downs do not always match 
left-hand secondary navigation, causing confusion and possibly stunting further exploration of  
the website.


   • Highlight the links that are used the most or garner the most engagement.


   •  Add more movement to the site (i.e. stock videos, sliders on the home page and subdirectory 
pages).


   • Create a unique URL that pushes the correct messaging (i.e. ChooseLV).


  2. Visual Appeal –


   •  Create an immersive experience using photography and video content to better illustrate 
Nevada’s culture and lifestyle. This will evoke aspirational thoughts in the visitor and cause  
them to connect on an emotional level.


   •  Present statistical data using infographics and visuals to improve engagement and digestion  
of key points.


  3. Content –


   •  Revise tone of the website to be less formal and more welcome. Potentially reduce large areas 
of copy wherever possible, particularly on initial pages. Dense copy should be presented on 
request; otherwise communications should be kept at a high-level.


   •  Use color blocks to better differentiate content areas. This encourages interaction and creates 
visual cues for different types of information, which prioritizes content according to client goals.
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   •  Feature the clients currently doing business here more prominently, rather than at the bottom  
of the page as an afterthought.


   •  Incorporate testimonials from businesses currently doing business in Nevada, with a focus 
on those that moved from outside of the state to their benefit. This is a perfect opportunity to 
incorporate video content.


   •  Ensure that content changes not only help the user navigate the website and receive the 
information they are looking for but also help to optimize search engine traffic and results.


  4.       Social Media –


   •  Create opportunities to share website content on social media.


   •  Incorporate a blog to push new and exciting information and help with organic search traffic.


  5.       Resources –


   •  Create a more interactive experience for location comparisons.


   •  Introduce the option to get more granular with business-specific data (e.g. prospective 
businesses could enter data that is specific to them to get a report illustrating how doing 
business in NV would change/affect them). Make sure all of these reports are visual in  
nature for a more positive user experience.


  MassMedia Commitment: MassMedia brings a wealth of experience and commits to a completely transparent 
workflow and project steps to ensure all opportunities above meet your expectations. MassMedia is 
proficient in user experience and responsive design, social media integration, custom CSS, as well as HTML 
and Javascript, open-sourced content management system (i.e. WordPress) and copywriting. MassMedia has 
worked on a number of websites (screenshots provided) that highlight design and aesthetics, functionality, 
content and user experience. MassMedia maintains a plethora of websites and is constantly updating with 
new features and content that help drive traffic to the website.


  3.3.5 Media buying would be included in the budget, however, it is not something that GOED is 
looking to actively pursue at the current time given the limited marketing budget that GOED has; 
although, depending on the need that could change.


   3.3.5.1 Search engine optimization for the website is included in that budget as well.


   MassMedia develops media campaigns based on experience, research and client goals. We buy the most 
efficient media for our clients by coupling our deep insight and knowledge with strong rate negotiations 
and cutting-edge buying technologies. After the buy is placed, we diligently measure and optimize our 
strategy by using performance data to quantify current media effectiveness. With MassMedia, you get 
seamless campaign execution, savings and better results.
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3.4 SOCIAL MEDIA SERVICES


  3.4.1  GOED currently has a social media presence, but would like to engage more in social  
media opportunities, and seeks a vendor(s) who is well-versed and skilled in executing social 
media strategies.


   3.4.1.1 Proposing vendors should demonstrate an ability to create a branded experience  
within social media activities; and


   3.4.1.2 Vendors should provide examples in their technical proposal of branded social media 
experiences prepared for other clients, either as static screen shots or, ideally, as links.


  3.4.2 GOED requires and needs to have a presence in social media.


   3.4.2.1 GOED has one now, but it is more limited than they would like; however funding for  
this would limited.


  3.4.2.2 The social media strategy of GOED is both marketing and public relations focused.


  3.4.3 Posting to social media sites is currently done in-house by GOED and would not be something 
the marketing firm would take over, but the firm could advise on postings and more effective use 
of the platforms.


  Don’t wait for your customers to come to you; go to them. Social media has grown to become an effective 
communications strategy to connect and network with key internal and external audiences.  We deliver 
integrated content and social strategies across all channels. MassMedia helps clients listen, plan and  
engage by implementing strategic campaigns that deliver measurable results.


 Our services include:


  • Social strategy


  • Community management


  • Content creation


  • Platform development and management


  • Advertising


  • Insights, measurement and monitoring
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DIGITAL CASE STUDY


VE A SOCIAL MEDIA 2015


Social Media Case Studies


SITUATION:


Valley Electric Association (VEA) is a nonprofit electric utility company servicing a large rural  
area along the Nevada border between Las Vegas and Reno. VEA was formed in 1963 and began 
serving members in 2015. MassMedia was tasked to promote the company history of over 50  
years in operation and its cooperative model to members as well as grow a social media  
community of brand ambassadors.  


STRATEGY: 


MassMedia got to work by developing content rich with facts on the VEA history and the long-
standing community it serves. This content was developed into a video documentary format that 
could be leveraged across social and web channels. Social content calendars and creative were 
built with a mix of messaging and formats including videos, infographics, and gifs. A “50 for 50” 
social contest with an award of a $50 credit provided to a random participating winner was  
deployed monthly for engagement on trivia to share and grow the community.


10,300
OUR RESULTS:


DOCUMENTARY 
VIEWS


This campaign in 2015 resulted in a strong social community that 
built the foundation for a 2016 announcement of internet service. 
Social Media became the catalyst in distributing real-time 
announcements and press releases for the company messaging. 


 SOCIAL COMMUNITY 


GROWTH


6,9061,417
ENTRIES  
SOCIAL CONTEST


70% 
FACEBOOK
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COMMUNITY POSTS 


POST CONTENT & TIMELINE


ENGAGING CONTENT 


POST CONTENT & TIMELINE
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FACEBOOK EVENTS  


E VENT PAGE & TIMELINE POST







52  |  100% Recycled Paper


DIGITAL CASE STUDY


McDONALD’S SOCIAL MEDIA 2014-2015
SITUATION:


McDonald’s is the leading name in the Quick Service Restaurant (QSR) industry. In the Las Vegas 
market, there are 109 restaurant locations. McDonald’s wanted to establish a hyper-local marketing 
effort inclusive of the Las Vegas social media handle, @McDonaldsVegas. MassMedia was tasked to 
grow the new social platform and drive engagement toward the established handle. MassMedia began 
by developing a Twitter contest to reach its local audience to drive awareness and contest entries.


STRATEGY: 


MassMedia created the #BigMac444 contest, designed to promote Big Macs to the millennial audience 
and ultimately increase reach and followers. The rules were simple: 1) Follow @McDonaldsVegas and 
2) Tweet @McDonaldsVegas using #BigMac444 to enter. The first 444 entries received a Big Mac and the 
grand prize winner received 444 Big Macs. The contest ran for an entire year and created buzz within 
the local community.


2,466
SOCIAL COMMUNIT Y 
ENGAGEMENTS 908 ENTRIES  


SOCIAL CONTEST


OUR RESULTS:


259% 
TWITTER


2.7M
SOCIAL COMMUNIT Y 
REACH


 SOCIAL COMMUNITY 


GROWTH
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ENGAGING CONTENT


POST CONTENT & TIMELINE
CORPORATE ENGAGEMENT 


TIMELINE


ENTRANTS


TIMELINE
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3.5 COLLATERAL DESIGN


  3.5.1 Contracted vendor(s) may be expected to copyright, illustrate, design and produce (including 
print and digital) color collateral to be used in telling Nevada’s story, initiatives, and successes.


   3.5.1.1 Based on design needs, contracted vendor(s) shall create a common, branded look and 
feel across a variety of collateral mediums; and


   3.5.1.2 Proposing vendors should submit examples of collateral they have designed as part of 
their technical proposal, as well as, possible recommendations for GOED-produced collateral.


   Our creative department works to create powerful brand experiences across a variety of platforms. Our 
full staff of artists and writers collaborate for brand development, graphic design, creative campaigns, 
broadcast and online work. Our ideas are grounded in strategy and specifically created to drive 
consumers to inquire, engage and buy. Put simply, imagination is the best motivation. That is, the more 
creative our concepts, the more groundbreaking the ideas, the more consumers respond and react.


  See our collateral design case studies on the following page: 
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MIR ACLE FLIGHTS COLL ATER AL


ANNUAL REPORT BROCHURE


M I R A C L E  F L I G H T S  -  A N N U A L  R E P O R T  ( D E S I G N  A )


M A S S M E D I A  >  M A R K E T I N G  >  A D V E R T I S I N G  >  P R 


FRONT COVER


SAMPLE SPREAD 1


SAMPLE SPREAD 2


Care In The Air.


HOPE FROM ABOVE.
If a member of your family was desperately ill, wouldn’t  


you want the best medical care available – no matter the 


distance? You’d travel as many miles as it took – many times 


over – to help the one you loved.


And yet, for some, crippling medical bills and financial 


turbulence makes the cost of an airline ticket. 


Families attain access  and find the best care in the nation  


by assisting with the travel costs necessary to get there. 


Because, just as we all know, no distance is too great to  


save a life. 


WE’RE SHORTENING 


CRITICAL CARE.
THE DISTANCE TO 


HOW IT WORKS.
Applicants: Flights are provided on commercial airlines for  


treatment facilities in the U.S. All patients must be ambulatory. 


Physician Referral: A referral letter and patient stability to fly  


certification is needed from your local physician. Appointment  


confirmation from the treatment site is also required. 


Income Eligibility: Flights are subject to household income  


eligibility with supporting documentation.


Application Submission: To ensure flights are provided with  


the greatest flexibility to meet your needs, please submit your  


application as soon as possible. 


 > For domestic flights, recommended minimum 14 days prior to departure. 


 > For international flights, required minimum of 30 days prior to departure. 


COMMUNIT Y REPORT


M I R A C L E  F L I G H T S  -  A N N U A L  R E P O R T  ( D E S I G N  A )


M A S S M E D I A  >  M A R K E T I N G  >  A D V E R T I S I N G  >  P R 


FRONT COVER


SAMPLE SPREAD 1


SAMPLE SPREAD 2


Care In The Air.


HOPE FROM ABOVE.
If a member of your family was desperately ill, wouldn’t  


you want the best medical care available – no matter the 


distance? You’d travel as many miles as it took – many times 


over – to help the one you loved.


And yet, for some, crippling medical bills and financial 


turbulence makes the cost of an airline ticket. 


Families attain access  and find the best care in the nation  


by assisting with the travel costs necessary to get there. 


Because, just as we all know, no distance is too great to  


save a life. 


WE’RE SHORTENING 


CRITICAL CARE.
THE DISTANCE TO 


HOW IT WORKS.
Applicants: Flights are provided on commercial airlines for  


treatment facilities in the U.S. All patients must be ambulatory. 


Physician Referral: A referral letter and patient stability to fly  


certification is needed from your local physician. Appointment  


confirmation from the treatment site is also required. 


Income Eligibility: Flights are subject to household income  


eligibility with supporting documentation.


Application Submission: To ensure flights are provided with  


the greatest flexibility to meet your needs, please submit your  


application as soon as possible. 


 > For domestic flights, recommended minimum 14 days prior to departure. 


 > For international flights, required minimum of 30 days prior to departure. 


COMMUNIT Y REPORT
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SALES KIT FOLDER


M I R A C L E  F L I G H T S  -  S A L E S  K I T  F O L D E R  ( D E S I G N  A )


O P E N  U P


D I E C U T 


F L A P


M A S S M E D I A  >  M A R K E T I N G  >  A D V E R T I S I N G  >  P R 


FRONT COVER


OPENED SALES KIT


To Whom It May Concern


Accaborempos et volessi minimusam venis mintetur magniae nones quis aceptus volupta tiatem exerum escita volupta 


dolum voluptatem sum remoluptam non comnihilia doloribus assequi aut omnisqu iaectio ritibus antions equunt 


moluptatum et volliquam, nam ea eliqui te nulpa alignamusa dentestiae pe nullique si si dit voluptatem sum vent 


vendisque nonsequae vit mollaborrum et porporeictet lam fugit explauta dunt.


Xerepere con exceatatqui aut faciet laborum il mos essimol oremporit earum fugit aut represequam re sumet et ma sequi 


renemque voluptatem. Pudicipiti accabore prae sequi con prora volore, quo quide perioruptis aut laboren imolori bernat 


aut estionseces volut hit ipsania nonseque voluptaturio inullor alicatiorepe postemporis sed maion con rem quosam reria 


maxim ex esto doluptu reprem ratis con eum fuga. Nequae idellique necusam, ut aceperc hillatio expeles mi, culpa sunt 


modis sitiistia etum quos molluptatem eiur abo. Et adia ium fugiae ad qui temolup tionsecaesti adis dolore doluptaqui 


cone nem exerio et hil maiorrovit fuga. Nem que coritas id mi, qui utetur aut et essimo es inihilis maio vernam, te ma nis 


estrum hillandicil evel exerion seniet officip suntias magni om


With Best Regards,


Mark Brown


Chief Financial Officer


MARK BROWN, CEO MIRACLE FLIGHTS


Care In The Air.


C
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e 
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ABQ HE ALTH PARTNERS COLL ATER AL


GENERAL BROCHURE
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TRI-FOLD BROCHURE
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HE ALTHCARE PARTNERS COLL ATER AL


TRI-FOLD BROCHURE


QUALITY HEALTHCARE 
 IN YOUR NEIGHBORHOOD.


GET THE CARE YOU DESERVE.


Our HealthCare Partners Urgent Care Clinics will have patient 


records on file.


If you have one of these conditions stop by a HealthCare Partners  


Urgent Care Clinic.


•  Flu & Common Cold Symptoms


•  Sinus Infections


•  Back Pain


•  Urinary Tract Infections


•  Diabetes


•  Nausea or Vomiting


•  Diarrhea or Dehydration


•  Strains & Sprains


•  Headaches


•  Lacerations


•   All other non-life  
threatening conditions


Have an 
Urgent Need?


Partners  
in Excellence.


TOP RANKING IN KEY HEALTH AREAS. 
In a recent quality review, HealthCare Partners earned five-star ratings* 


in these important categories:


* Source: CMS.gov


•  Maintaining Physical Health


•  Member Retention


•  Monitoring for Healthy Weight


•  Pain Screening & Management


•  Healthy Diabetes Management


Emergency Room Visits 
COULD BE TREATED AT  


URGENT CARE CENTERS.


1 IN 5


Source: UrgentCare.org


Visit hcpnv.com/urgentcare to find a location near you.


Selecting a provider is perhaps the most important decision you  


can make. At HealthCare Partners, you get access to more than  


310 primary care providers and plenty of support services including:


•  A broad network of specialists and timely referrals


•  Access to urgent care centers


•  24-hour toll-free support by phone


•  Secure Patient Online Portal


•  Electronic medical records in many offices


•  Health education classes for diabetes, cholesterol, 


 weight loss and more


•  Care managers to help with your treatment plan


•  Special programs for chronic conditions


•  Annual Wellness Visits for seniors


Total Care means your primary care provider works with an entire 


team to keep you as healthy as can be. That includes nurses, care 


managers and more, all working together for you. Your primary 


care provider understands the “big picture” of your health and 


coordinates referrals, reviews your prescriptions, evaluates your test 


results and places you in clinical programs that could help you. Your 


provider also works with a care manager who supports you, helps 


with preventative care like flu shots and arranges any treatment you 


might need. The size and stability of HealthCare Partners means more 


resources available to you—and that translates to better health.


TOTAL CARE
MODEL


Total Care
Access to Services Medication  


Specialists Nurses


DiagnosticsCare Manager


WHY Choose 
healthcare partners?


WHAT IS  
total CARE? 


When you choose HealthCare Partners, you are choosing to manage 


your health through our Total Care Model, allowing a team of 


health care professionals, led by your primary care physician, to 


coordinate your care and ensure the best outcome possible for 


your medical needs. HealthCare Partners is continually adding 


medical specialists to our team of health care professionals including 


cardiology, dermatology, endocrinology, internal medicine, oncology/


hematology, pediatrics and podiatry. 


HealthCare Partners Medical Group is a network of approximately 


310 primary care providers with more than 1,700 specialists. With 


approximately 100 primary care locations throughout Las Vegas, 


North Las Vegas, Henderson, Pahrump, Boulder City and Mesquite, 


HealthCare Partners is committed to delivering the highest quality  


of care to all of its patients.


About  
HEalthcare Partners.


Learn about HealthCare Partners  
at HCPNV.com
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INFOGRAPHICS


N UTRITIO NAL  FAC TS:


TONS OF FOOD IN HIS OR  
HER LIFETIME, OR


POUNDS OF FOOD A YEAR.


35
70%


1,500


A PERSON WILL EAT AN  
AVERAGE OF 


OF AMERIcANS ARE 
OVERWEIGHT. 


WATER AccOUNTS FOR


A PERSON WILL 
SWALLOW AROUND


WeIghT gAINed AFTeR ONe’S eARLy 
TWeNTIeS IS LINked TO hIgheR  


ChANCeS OF SUFFeRINg FROm heART 
dISeASe, CANCeR, INFeRTILITy,  


gALLSTONeS, ASThmA, ANd  
eveN SNORINg.


FOR mORe INFORmATION 
vISIT hCpNv.COm


OF OUR bOdy WeIghT, ANd TypICALLy A 
mINImUm OF SIx TO eIghT gLASSeS 
OF WATeR IS Needed TO keep The bOdy 
peRFORmINg AT OpTImAL LeveLS.


66%


A SmOkehOUSe bACON TRIpLe CheeSe bURgeR 
WITh jALApeNO RANCh dReSSINg hAS


150g OF FAT, ANd 4,900 mg SOdIUm. AmeRICANS eAT  
NeARLy 40 bILLION hAmbURgeRS A yeAR.


cALORIES2,040 250
TIMES AT DINNER


TEMPERATURE cAN AFFEcT 
AppeTITe. A COLd peRSON IS mORe 


LIkeLy TO eAT mORe FOOd.


3500
IT TAkES


cALORIES TO MAkE A POUND
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VALLE Y ELECTRIC A SSOCIATION


ANNUAL REPORT BROCHURE
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Annual Report Page 1


BOARD PRESIDENT/CEO MESSAGE


Valley Electric Association, Inc. (VEA) and its member-owners reached a 
significant milestone in 2015. We had the unique privilege of collectively 
celebrating our cooperative’s 50th anniversary and to reflect on everything we 
have accomplished together as a member-owned organization. VEA began 
when a group of forward-thinking pioneers came together to build a brighter 
future for our communities. 


Today, as we start our 51st year, that same philosophy continues. VEA, and now 
Valley Communications Association, LLC (VCA), are embarking on building the 
first all-fiber-optic service area in the state. Throughout its history, VEA has 
received valuable guidance from its members in proactively developing new 
opportunities for the communities we call home. Each opportunity has played 
a role in maintaining and building upon our cooperative’s member-focused 
mission. These opportunities created programs, projects and services that 
have positioned VEA as an innovative force in our nation’s utility industry.


As we look back on VEA’s 50 years of service to our communities, we must 
remember the most important element of our cooperative’s success: our 
member-owners. VEA members serve as the inspiration for our cooperative’s 
ongoing commitment to excellence and innovation.


In 2015 alone, VEA experienced a number of noteworthy successes as a result of 
our steadfast dedication to serving our friends, neighbors and family members. 


John Maurer 
President of the Board


Thomas H. Husted 
Chief Executive Officer


In January, we retired $2.1 million in patronage capital as a result of our cooperative’s strong financial position 
and increasing off-system revenues.


Perhaps most importantly, VEA was able to maintain rate stability for its members throughout 2015.  
Our cooperative has not raised its rates since January of 2010, and while we are looking at an adjustment for 
2016, opportunities may make an adjustment temporary and eventually turn it into a decrease. 
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John Maurer 
District 4, Fish Lake Valley


BOARD OF DIRECTORS


Peter Gazsy 
District 1, South Pahrump


Shiela Rau 
District 2, Amargosa Valley


Richard “Rick” Johnson 
District 3, Beatty


Kenneth “Ken” Derschan 
District 5, Sandy Valley


David Dawson 
District 6, North Pahrump


As we begin the next 50 years of VEA’s history, our cooperative will not lose sight of its responsibility  
to serve in the best interest of its members and their communities. While the visionary leaders who founded 
VEA brought electricity to these communities, we plan to build upon this legacy in the coming years  
by developing a program that provides much-needed high-speed broadband communications service to 
homes and businesses in our service territory. We are also in the process of developing a 15-megawatt 
solar energy generation project, which will serve as the foundation for a groundbreaking community solar 
program, providing VEA members with a viable alternative to traditional rooftop photovoltaic systems. In the 
coming months, we plan to make a number of exciting announcements regarding these projects and other 
worthwhile endeavors.


As a result of the past 50 years of hard work and dedication from VEA members, directors and employees,  
our cooperative is positioned for the next half-century for success as a forward-thinking, responsible, 
member-focused cooperative.


Sincerely,


John Maurer, President of the Board


Thomas H. Husted, Chief Executive Officer
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MANAGEMENT’S DISCUSSION AND ANALYSIS OF  
FINANCIAL CONDITION AND RESULTS OF OPERATIONS


Business Activities
VEA is a rural electric cooperative, serving electricity to 
retail members within its service area located in Nevada  
and California.


Valley Electric Transmission Association, LLC (VETA), a VEA 
wholly-owned subsidiary, is a limited liability company that 
provides transmission services to VEA and others. VETA 
operates the high-voltage transmission systems to transmit 
electricity from grid interconnection points of receipt to 
distribution and generation facilities.


Valley Communications Association, LLC (VCA), is a wholly-
owned subsidiary, and will offer residential and commercial 
wireless and optical fiber broadband services. 


Many factors affect the opportunities, challenges, and risks 
of the Association’s business of providing electricity. These 
factors include an inconsistent national energy policy, weather, 
maintaining a constructive relationship with the membership, 
maintaining energy sales in the midst of a sluggish economy 


and the timely recovery of rising costs. These costs include 
those related to long-term demand, plant growth, interest, 
debt and wholesale power cost. Retail rates in 2015 remained 
unchanged while producing a positive net margin for the year 
as a planned financial result. 


Patronage Capital
The Association’s 2015 net margin was $2,060,416, a decrease 
of $2,512,057 from the previous year but slightly above budget.  
At year-end the total margins and equities were $43,221,209 
and the consolidated equity ratio was at 12.4% while VEA 
was 19.46%. During 2015, the Association retired $2,006,289 
in patronage capital of which $195,861 went to the estates of 
deceased members. 


Operating Sales and Revenues
Operating sales increased in 2015 when compared to 2014 
by 1.6%. The increased energy sales are attributable to colder 
winter conditions and an increase in total meters.  Total metered 
sales points increased 1.3% in 2015, ending at 21,290.


Rate Class 2015 Total 2014 Total Change % Change
Residential 262,944,094 254,036,350 8,907,744 3.5% 


Irrigation 30,690,593 34,987,900 (4,297,307) (12.3%)


Commercial - <50 KW 43,938,151 43,486,814 451,337 1.0%


Commercial - 50-249 KW 47,081,632 43,661,735 3,419,897 7.8%


Commercial - 250 KW & Up 51,493,796 49,025,774 2,468,022 5.0%


Contract Sales 71,520,092 74,410,367 (2,890,275) (3.9%)


Street Lighting 119,753 112,080 7,673 6.8%


Total Sales (kwh) 507,788,111 499,721,020 8,067,091 1.6%


Rate Class 2015 Total 2014 Total Change % Change
Residential $32,447,943 $31,450,539 $997,404 3.2%


Irrigation 2,959,235 3,352,232 (392,997) (11.7%)


Commercial - <50 KW 5,512,978 5,458,830 54,148 1.0%


Commercial - 50-249 KW 4,517,496 4,298,460 219,036 5.1%


Commercial - 250 KW & Up 5,061,116 4,874,345 186,771 3.8%


Contract Sales 4,793,372 5,016,034 (222,662) (4.4%)


Street Lighting 41,307 39,276 2,031 5.2%


Total Revenue $55,333,447 $54,489,717 $843,730 1.5%


Energy Sales


Energy Revenue


The following tables summarize the changes from 2014 to 2015.
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Interest Expense and Long Term Debt
Interest expense increased $348,181 over the previous year. Interest on long term debt increased $333,053 while short term debt 
interest decreased $15,128. The blended interest rate for 2015 reduced to 4.29% from 4.32%. The total consolidated long-term debt 
ending 2015 was $281,593,404, an increase of $11,229,247 or 4.2%.


Future Patronage Capital Potential
VEA operates as a non-generating distribution cooperative, providing electricity to retail members within its service area located in 
Nevada and California. Valley Electric Transmission Association, LLC operates as a wholly-owned electric transmission subsidiary. 
The consolidated results of operations for the past year are not necessarily indicative of future abilities to generate margins and retire 
patronage capital. The level of the Association’s future margins depends on numerous factors that affect the opportunities, challenges, 
and risks of the Association’s business of selling electricity and transmission capacity. These factors include the Association’s desire 
to raise rates adequately to generate margins thus allowing for the retirement of prior years’ margins. Future margins in the near term 
will depend, in part, upon maintaining energy sales during the current economic slump, which is subject to a number of factors. These 
include weather, new consumers, energy conservation practiced by consumers, the price of electricity, the price elasticity of demand, 
and the rate of economic growth or decline in the Association’s service area. 


Overview
The Association’s financial condition demonstrates significant strategic improvement even through a volatile economy from depressed 
oil prices, growing capital requirements and no adjustment in retail rates. VEA has grown its asset base by over 3.86% since 2014 while 
increasing its annual revenue by 4.29%. This revenue increase is primarily composed of increased energy sales, CAISO rate recovery, 
new contract sales and the purchase of the Creech Air Force Base electric system. In the coming years VEA will continue to leverage 
its opportunities for the benefit of its members.


Total energy revenues were increased $843,730 or 1.5%.


The Board of Directors set the rates which we charge our consumers. In order to cover the cost of operating expenses, we depend on our 
ability to receive adequate and timely recovery of our costs. We assess the need for rate relief and balance that need with the general 
economic condition of the membership, creditor’s mortgage covenants and previous key performance indicators when necessary. 


Weather dramatically affects the demand for electricity. Very hot summers and very cold winters increase electric demand, while mild 
weather reduces demand. Residential and small commercial sales are impacted more by weather than large commercial sales, which 
are mostly affected by business needs for electricity and by general economic conditions. 


Consumer growth, which is the growth in the number of consumers, contributes to the demand for electricity. We expect our annual 
electric customer growth to remain moderately flat, at best, over the next several years. Our consumer growth for the 12 months ended 
December 31, 2015 was a positive 1.3%. The primary drivers of electric sales growth are colder winter conditions, consumer growth and 
general economic conditions. Currently, we are in a slightly improving general economy with limited growth.


Wholesale Purchased Power Expenses


Wholesale purchased power cost constitutes the single largest 
expense for the Association. The mix of sources for this power 
is determined by demand, availability and future markets. Total 
purchased power expenses were $22,733,702 or 32% of the 
total cost of service for 2015. This is an increase of $697, 000 or 
3.2% from the previous year.


The Association negotiated a wholesale power contract that 
structured the base-load cost of power for a period extending 
from January 2014 through the end of 2028. Though the cost of 
power increased slightly in 2015, the result was established in 
advance, enabling overall stabilized wholesale rates through 2015.


Operations and Maintenance Expenses


In 2015, operations and maintenance expense was $253,398 
higher than in 2014. While planned maintenance performed 
on an advanced schedule contributed to this increase, 
unplanned maintenance due to vandalism by theft of copper 
line components was a substantial contributor. Increased 
Transmission Access charges set by the CAISO for 2015, were  
higher than 2014, and accounted for $1.6 million in additional 
costs. Administrative and general expenses accounted 
for $911,593 of the increase from 2014. Depreciation and 
amortization expense increased $723,268 in 2015.
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3.6 MISCELLANEOUS


  3.6.1 The contracted vendor(s) will also be required to respond to miscellaneous market-driven 
and need-based projects, all under a tight deadline.  


   3.6.1.1 These may include small print design, ad production, swag production, and banner 
production, among other things.


   While MassMedia is a full-service communications firm, we also pride ourselves on being nimble enough 
to respond promptly to take advantage of emerging market trends. Our designers, writers, account 
executives and visual artists work with speed and precision to delivery precise messages and meet 
stringent deadlines. Our clients demand it, and we deliver. We can turn around small jobs described 
above in about 1-2 days.







MassMediaCC.com  |  65


3.7 GENERAL INFORMATION


  3.7.1 The marketing agency should be large enough that GOED is not expected to wait long for 
requests such as website updating, collateral design, quick turnaround, etc.  


   3.7.1.1 GOED’s staff size is relatively small and the agency is still new, so marketing projects 
can often come up quickly and unexpectedly.  


   3.7.1.2 As such, the marketing firm should be able to respond accordingly to GOED’s requests 
and timetable.


  3.7.2 Companies that are approved by the GOED Board for incentives are reported to the Nevada 
Legislature on an annual basis.


   3.7.2.1 Depending on the company, there may be ways to feature that company on one (1) of the 
industry pages on the GOED website, newsletter, or printed collateral material; however, we 
are not using companies for promotional efforts at this time outside of those three (3) options.


   3.7.2.2 Our marketing strategy does not include ad buys or promotional purchases, GOED does 
not think those tactics would yield a reasonable Return on Investment in recruiting businesses 
to Nevada.


  3.7.3 GOED does have photos from their events ad stock images.


   3.7.3.1 GOED is not currently utilizing video or event footage in any of their marketing efforts, 
but video development is a goal for the website and other uses.


   3.7.3.2 GOED does have a GOED logo that is being used, but would like to explore updating  
this logo.


 3.7.4 GOED currently has a marketing firm based in northern Nevada.


   3.7.4.1 However, the firm will likely remain in charge of the initiatives that have already  
been developed with them such as the newsletter, some collateral, and some trade  
show productions.


  3.7.5 The new southern Nevada firm would be charged with website development/maintenance 
as well as the new branding of the agency (logo, colors), its targeted industries, and the potential 
marketing services for GOED-supported initiatives such as WaterStart, the Nevada Institute of 
Autonomous Systems, and the Nevada Center for Advanced Mobility.
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TAB VII – SECTION 4 – COMPANY BACKGROUND  
AND REFERENCES
4.1 Vendor Information 


 4.1.1 Vendors must provide a company profile in the table format below.


  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.


Question Response


Company name: MassMedia, LLC


Ownership (sole proprietor, partnership, etc.): Limited Liability Co


State of incorporation: Nevada


Date of incorporation: 6/16/2000


# of years in business: 19 years


List of top officers: Paula Yakubik, Kassi Belz, Georgeann Pizzi


Location of company headquarters:
2230 Corporate Circle, Suite 210
Henderson, NV   89074


Location(s) of the company offices:
2230 Corporate Circle, Suite 210
Henderson, NV   89074


Location(s) of the office that will provide the services 
described in this RFP:


2230 Corporate Circle, Suite 210
Henderson, NV   89074


Number of employees locally with the expertise to 
support the requirements identified in this RFP:


32


Number of employees nationally with the expertise 
to support the requirements in this RFP:


32


Location(s) from which employees will be assigned 
for this project:


2230 Corporate Circle, Suite 210
Henderson, NV   89074
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Question Response


Nevada Business License Number: NV20001059210


Legal Entity Name: MassMedia, LLC


Yes X No


Yes X No


  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://nvsos.gov.


 Is “Legal Entity Name” the same name as vendor is doing business as?


  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?  


   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: Division of Public and Behavioral Health


State agency contact name: Clayton Bussiere


Dates when services were performed: July 1, 2014 - June 30, 2018


Type of duties performed: Marketing Services


Total dollar value of the contract: $3,500,000
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Question Response


Name of State agency:
Department of Employment Training and 
Rehabilitation – Rehabilitation Division


State agency contact name: Mark Bedrosian


Dates when services were performed: October 2012 through March 2013


Type of duties performed: Public Relations, Advertising and Design


Total dollar value of the contract: $290,000.00


Question Response


Name of State agency: Division of Insurance


State agency contact name: Derick Dennis


Dates when services were performed: July 9, 2013 – June 30, 2017


Type of duties performed:
Creative development and production and                          
media planning/buying


Total dollar value of the contract: $982,000


Question Response


Name of State agency: Nevada State Contractors Board


State agency contact name: Margi Grein


Dates when services were performed: 2004 -2007; 2011-2014


Type of duties performed: Advertising – TV & radio ads


Total dollar value of the contract: Various totaling $306,217.28
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Question Response


Name of State agency:
Healthinsight – State of Nevada – Diabetes 
Prevention and Control Program


State agency contact name: Daniel E. Memmott, VP, Finance & Administration


Dates when services were performed: March 2011 – July 2011


Type of duties performed: Design and Project Management & Collateral


Total dollar value of the contract: $11,460


Question Response


Name of State agency:
Department of Welfare & Supportive Services
Child Support Enforcement Program


State agency contact name: John Alexander, Program Specialist III


Dates when services were performed: April 2008-June 2009


Type of duties performed: Public relations and design


Total dollar value of the contract: $80,000.00


Question Response


Name of State agency: DHHS-HSC & ECS Headstart


State agency contact name: Margot Chappel


Dates when services were performed: April 2011 through February 2012


Type of duties performed: Design and Advertising


Total dollar value of the contract: $82,148.14
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Question Response


Name of State agency: Nevada Job Connect


State agency contact name:


Dates when services were performed: 2003 - 2004


Type of duties performed: Public Relations and Advertising


Total dollar value of the contract: $265,489


  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?


   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?


   If “Yes”, please provide the following information.  Table can be duplicated for each issue  
being identified.


Yes No X


Yes No X
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  4.1.8 Vendors must review the insurance requirements specified in Attachment E, Insurance 
Schedule for RFP 2109.  Does your organization currently have or will your organization be able  
to provide the insurance requirements as specified in Attachment E.


   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 2109.


  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.


  MassMedia is a Henderson-based strategic marketing communications firm that provides a comprehensive 
range of marketing services including advertising, public relations, branding and identity, digital/social 
media, and grassroots/community integration initiatives. In business since 1997, we understand the needs, 
motivations, and concerns of our wide spectrum of clients. Our up-close and personal account management 
provides us with thorough insight and understanding of our clients’ needs, the ability to find untapped 
opportunities, and the foresight to bolster and prepare for potential areas of concern. 


  Our diverse team of more than 30 is comprised of seasoned, strategic communications professionals who 
are passionate about Nevada and understand the many complex issues our state faces. Our team has 
successfully established and enhanced positive reputations for our clients throughout Nevada on a local 
and regional level. We counsel clients on how to embrace new forms of media as well as how to overcome 
challenges to effectively deliver their messages to their audiences, stakeholders and community.


  We build on this solid foundation of experience with fresh, effective approaches to advertising, marketing 
and public relations outreach, allowing us to engage with audiences. It is this network of professionals and 
their solid knowledge base, combined with the strategic insight and innovative thinking that comes with  
an experienced executive team that separates us from other firms.


Yes X No
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 We Are Strategic Communicators


  At MassMedia, we believe that successful communication is about more than just getting the word out. 
It’s about taking the time to understand your needs to deliver content that supports a strategy to help you 
achieve your goals. We take the time to understand your needs and will deliver strategic content that  
works to achieve your desired end results.


  We do this every day for a wide range of clients, creating and unearthing opportunities through inspired 
creative thinking, thoughtful planning and good, old-fashioned sweat equity. In our company, we believe 
strategic planning, synergistic messaging and “out-of-the-box” thinking are key building blocks to 
successful campaigns. Our approach to developing marketing and communications campaigns is thorough 
and has proven to be extremely successful for many of our clients.


 We Partner with Our Clients


  At MassMedia, we pride ourselves on our working relationships with our clients. It’s these partnerships that 
allow us to dig deeper to find more innovative strategies and tactics. We begin every client relationship and 
branding effort with a clear understanding of what the client wants to achieve and what success looks like 
in their minds. We take time to get to know our clients and their brands. We also understand that in large 
organizations there are many decision makers whose input and approval is vital to success. We know how to 
build consensus and work with various stakeholders to ensure everyone is on the same page to effectively 
move forward. Unlike other firms, MassMedia has the ability to respond quickly to our clients and meet short 
lead times. In fact, this is what most of our clients love about our agency. This flexibility allows us to meet  
the needs of a client as well as the campaign’s goals and objectives.


 We Partner with Other Agencies  


  MassMedia has experience working in sync with other firms to collectively gain understanding of clients’ 
target audiences and challenges while collaborating on various marketing solutions that are in accord and 
complement each other. We understand the value of working with other agencies. The value being the result 
of a host of ideas, various perspectives, and utilizing the different strengths of each firm. This combined 
effort helps shape the marketing strategies to ensure remarkable success. 


 We Have a Fully-Integrated Team


  Our diverse team is comprised of seasoned communication strategists, account managers, interactive 
and digital experts, graphic designers, video editors, social media gurus, media buyers, public relations 
professionals, and former news reporters. Our multifaceted team provides our clients with integrated 
solutions to meet their communication needs. Our knowledge, strategic insight and innovative spirit produce 
results-driven strategies that build strong brand recognition. Our entire team is committed to and believes 
in delivering superior client service through every aspect of the communications process. It’s this team 
approach that allows us to maximize our effectiveness through cross-pollination between our marketing, 
advertising, public relations and interactive platforms.
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   In addition to various government divisions within Nevada, MassMedia has worked with and helped build 
many recognizable brands and organizations throughout Nevada, including Southwest Gas, HealthCare 
Partners Nevada, McDonalds, Valley Electric Association, Panattoni Development, United Blood Services, 
NAIOP (National Association of Industrial and Office Properties), Colliers International, Northern Nevada 
Immunization Coalition, Sunrise Healthcare System, and a multitude of other companies. We bring brands 
to life with communications that articulate the brand’s key messages to consumers, partners, media and 
other key stakeholders. We believe that the best communications campaigns consist of individually brilliant 
components that come together to be greater than the sum of their parts. Our campaigns call people to  
action and drive real and measurable results for our clients.


  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.


  MassMedia Corporate Communications has been providing services described in this RFP for 19 years. 
MassMedia was established in 1997 by Paula Yakubik.


  Since its beginning, MassMedia has been well respected as a leading PR and advertising firm in Nevada.  
Over the last 19 years, the agency has assisted a variety of clients to determine their marketing goals, 
provided strategic counsel on planning and implementation of programs, executed and staffed tactical 
initiatives and evaluated the successfulness of the programs.


  In addition to its private corporate and healthcare clients, the agency has serviced several municipal 
agencies/departments including: the State of Nevada Division of Welfare and Supportive Services, Nevada 
Job Connect, the City of Henderson - Department of Utility Services, the City of Henderson Department 
of Parks and Recreation and the City of Henderson Department of Community Development, Nevada 
Department of Insurance, Nevada State Contractors Board and Nevada Health Co-Op.


  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 


  Please see PART III – CONFIDENTIAL FINANCIAL


  4.1.11.2 Federal Tax Identification Number


  Please see PART III – CONFIDENTIAL FINANCIAL
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4.3 BUSINESS REFERENCES


  4.3.1 Vendors should provide a minimum of three (3) business references from similar projects 
performed for private, state and/or large local government clients within the last ten (10) years.


  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.


4.2 SUBCONTRACTOR INFORMATION


 4.2.1 Does this proposal include the use of subcontractors?


Yes No X
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Reference: 1


Individual’s Title: MassMedia, LLC


Identify role company will have for this RFP project (Check appropriate role below):


Vendor Subcontractor
Project Name: Greater Las Vegas McDonald’s Operator Association


Primary Contact Information
Name: James Vance


Street Address: 2217 N. Green Valley Parkway


City, State, Zip: Henderson, NV   89014


Phone, including area code: (702) 454-1956


Facsimile, including area code: (702) 454-4332


Email address: Jamesv.mail@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:


Public relations agency of record providing the 
following services:  media relations, public 
outreach, community integration, grassroots, 
marketing, social media content development and 
platform management


Original Project/Contract Start Date: 12/19/13


Original Project/Contract End Date: N/A – Original contract is still valid


Original Project/Contract Value:


Varies year to year
2014:  $376,700
2015:  $456,800
2016:  $418,100


Final Project/Contract Date: N/A – no end date
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 – 2015 and 2015 initiatives were completed 
within budget and 2016 is tracking within budget
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Reference: 2


Individual’s Title: MassMedia, LLC


Identify role company will have for this RFP project (Check appropriate role below):


Vendor Subcontractor
Project Name: DaVita Healthcare Partners Nevada


Primary Contact Information
Name: Dr. Bard Coats


Street Address: 770 W. Warm Springs Road, Suite 240


City, State, Zip: Las Vegas, NV   89119


Phone, including area code: (702) 932-8578


Facsimile, including area code: (702) 932-8558


Email address: bcoats@hcpnv.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:


MassMedia has been the sole marketing service 
provider to Healthcare Partners Nevada (HCP) for 
the Medicare Advantage membership program 
since 2011.  MassMedia partners with HCP leaders 
to develop a comprehensive marketing and branding 
campaign to communicate the benefits of choosing 
HCP to a wide audience in the greater Nevada area.  
These strategies include public and media relations, 
branding and graphic design, community integration 
and grassroots, website/online, social media and 
open enrollment activities.


Original Project/Contract Start Date: April 2011


Original Project/Contract End Date: December 2016
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Original Project/Contract Value:


Varies per agreement
2011:  $111,000
2012: $300,000
1/2013 – 7/2014:  $920,751
8/2014 – 12/2016:  $1,273,076


Final Project/Contract Date: December 2016
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 – 2011 through 2015 initiatives were completed 
within budget and 2016 is tracking within budget.
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Reference: 3


Individual’s Title: MassMedia, LLC


Identify role company will have for this RFP project (Check appropriate role below):


Vendor Subcontractor
Project Name: ABQ Health Partners Open Enrollment 


Primary Contact Information
Name: Jill Klar


Street Address: 5400 Gibson Blvd SE


City, State, Zip: Albuquerque, NM   87108


Phone, including area code: (505)-389-7376


Facsimile, including area code: N/A


Email address: jklar@unmmg.org


Alternate Contact Information
Name: Carly Newlands


Street Address: 5400 Gibson Blvd. SE


City, State, Zip: Albuquerque, NM   87108


Phone, including area code: (505) 389-7376


Facsimile, including area code: N/A


Email address: cnewlands@unmmg.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:


Since 2013, ABQ Health Partners has retained 
the services of MassMedia as their exclusive 
partner to develop a complete marketing strategy 
and brand campaign to help communicate 
the benefits of choosing an ABQ HP doctor to 
a very diverse audience in Albuquerque, NM.  
The strategy includes public relations, social 
media, branding, grassroots, media buying 
and website development.  The contract also 
included the production of a highly targeted 
advertising campaign directed to seniors, which 
included print ads, radio spots and broadcast 
commercials.


Original Project/Contract Start Date: March 2013


Original Project/Contract End Date: August 2016
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Original Project/Contract Value:


Varies year to year
2013:  $615,240
2014: $711,240
2015: $769,013
2016: $214,654 to date


Final Project/Contract Date: August 2016
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- 2013 through 2015 initiatives were completed 
within budget and 2016 is tracking within budget


  4.3.3 Vendors must also submit Attachment F, Reference Questionnaire to the business references 
that are identified in Section 4.3.2.  


  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.
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TAB VIII  – AT TACHMENT G – PROPOSED STAFF RESUME
  A. Vendors must include all proposed staff resumes per Section 4.4, Vendor Staff Resumes in this 


section.  


  B. This section should also include any subcontractor proposed staff resumes, if applicable.
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Company Name Submitting Proposal: MassMedia, LLC


Contractor: X Subcontractor:


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience.


Name: Paula Yakubik Key Personnel: (Yes/No) Yes


Individual’s Title: CEO/Managing Partner, Lead Strategist


# of Years in Classification: 19 # of Years with Firm: 19


Check the appropriate box as to whether the proposed individual  
is prime contractor staff or subcontractor staff.


The following information requested pertains to the individual being proposed for this project.


Paula’s drive and determination turned her start-up business into a multi-million dollar corporation that has 
continued to grow. She applies the same work ethic that launched MassMedia Corporate Communications into 
one of the top communications firms in the southwest to help MassMedia’s clients prosper in an ever-changing 
media world.


Paula’s clients describe her as an exceptional professional with high standards for quality, accuracy and ethics 
in business. She is also well known as a hard-working agency owner who has the ability to connect with high 
level executives and find solutions to their business needs. Her expertise is in brand strategy and development; 
advertising; public relations, media relations and crisis media relations; social marketing; health care 
positioning and marketing; and program planning and management.


Paula has served as a strategic advisor to a number of statewide and national clients, including HealthCare 
Partners Nevada, Nevada Department of Insurance, Nevada Health Co-Op, Nevada State Contractor’s Board, 
Nevada Job Connect, and Panattoni Development.


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.
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EDUCATION 
Information required should include: institution name, city, state, 


degree and/or Achievement and date completed/received.


CERTIFICATIONS 
Information required should include: type of certification and date completed/received.


REFERENCES 
A minimum of three (3) references are required, including name, title,  


organization, phone number, fax number and email address.  


RELEVANT 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: 07/2013 to Present
Company Name: Nevada 
Department of Insurance 
Company Location: Reno, NV
Position Title: Lead Strategist
Details of Contract/Project: 
Creative design, digital services, 
media buying, media placement, 
branding, copywriting, website, 
radio placement, and account 
management


 


Timeframe: 04/2011 to Present
Company Name: Healthcare 
Partners Nevada
Company Location:  
Las Vegas, NV
Position Title: Lead Strategist
Details of Contract/Project: 
Overall branding, creative design, 
digital services, social media, 
website, video production, media 
relations, media buying, grassroots, 
strategic plan development, and 
marketing


Timeframe: 2011 to 2014 
Company Name: Nevada State 
Contractors Board
Company Location:  
Henderson, NV
Position Title: Lead Strategist
Details of Contract/Project: 
Media buying, creative services, and 
TV and radio production


Sherif Abdou
CEO
P3 Health Group
Phone: (702) 810-8000
sabdou@p3healthgroup.com


Jason Kuckler
Development Manager
Panattoni Development
Phone: (702) 400-6564
jkuckler@panattoni.com


Pat Lundvall
Partner
McDonald Carano Wilson
Phone: (702) 873-4100
Fax: (702) 873-9966
plundvall@mcdonaldcarano.com


Chapman University
Orange, CA
Bachelor of Arts, Political Science, English, Journalism
1994


N/A
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Company Name Submitting Proposal: MassMedia, LLC


Contractor: X Subcontractor:


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience.


Name: Kassi Belz Key Personnel: (Yes/No) Yes


Individual’s Title: CEO/Managing Partner, Lead Strategist


# of Years in Classification: 3 # of Years with Firm: 11


Check the appropriate box as to whether the proposed individual  
is prime contractor staff or subcontractor staff.


The following information requested pertains to the individual being proposed for this project.


Kassi has spent her career positioning and building brands, providing strategic vision, and managing campaigns 
that garner compelling business results. As president of MassMedia, Kassi brings more than 14 years of 
experience leading diverse teams in the development and implementation of award winning communication and 
marketing campaigns for clients in the health care, corporate, utilities, government, and food service industries.


Kassi provides strategic counsel to clients and offers a deep understanding of the return on investment 
businesses should expect from their marketing and communication initiatives. Goal-oriented and business-
minded, Kassi leads her team in the development of messaging and outreach efforts that have an impact on her 
client’s bottom line.


Her communications career includes many years of experience managing audience research and developing and 
implementing integrated communications solutions that reach targets, change perceptions, inspire behaviors 
and, most importantly, achieve client’s goals. Throughout her career, Kassi has developed and implemented 
campaign strategies for the City of Henderson, Mesquite Resort Association, National Association of Industrial 
and Office Properties, Jacksonville Superbowl Host Committee, City of Jacksonville and the State of Nevada.


As one of the leading communications strategists in Nevada, Kassi has been recognized as the Public Relations 
Professional of the Year by the local chapter of the Public Relations Society of America. She has also been 
recognized as a Top 40 Under 40 by Vegas Inc. and a Women Who Means Business by Las Vegas Business Press. 
She is a frequent guest speaker for organizations such as the Medical Group Management Association, the Public 
Relations Society of America, the Healthcare Strategies Institute and the International Association of Business 
Communicators. In addition, she serves as a guest writer and source for many magazines and newspapers 
throughout the region.
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EDUCATION 
Information required should include: institution name, city, state, 


degree and/or Achievement and date completed/received.


CERTIFICATIONS 
Information required should include: type of certification and date completed/received.


REFERENCES 
A minimum of three (3) references are required, including name, title,  


organization, phone number, fax number and email address.  


RELEVANT 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: 07/2013 to Present
Company Name: Nevada 
Department of Insurance  
Company Location: Reno, NV
Position Title: Lead Strategist
Details of Contract/Project: 
Creative design, digital services, 
media buying, media placement, 
branding, copywriting, website, 
radio placement, and account 
management


Timeframe: 06/2013 to 05/2016
Company Name: Valley Electric 
Association
Company Location: Pahrump, NV
Position Title: Lead Strategist
Details of Contract/Project: 
Overall branding, creative design, 
digital services, social media, 
website, video production, media 
relations, media buying, grassroots, 
strategic plan development, account 
management, and marketing


Timeframe: 12/2012 to 10/2014 
Company Name: Nevada Health 
CO-OP
Company Location:  
Henderson, NV
Position Title: Lead Strategist
Details of Contract/Project: 
Social media, media relations and 
grassroots


Yvonne Low
Manager/Strategic Outreach
Southwest Gas Corporation
Phone: (702) 876-7212
Fax: (702) 364-3045
Yvonne.Low@swgas.com


Jason Kuckler
Development Manager
Panattoni Development
Company
Phone: (702) 400-6564
jkuckler@panattoni.com


Dr. Bard Coats
Market President
Healthcare Partners Nevada
Phone: (702) 932-8578
bcoats@hcpnv.com


University of Florida
Gainsville, FL
Bachelor of Science in Public Relations, Minor in Sociology
2003


APR, Accreditation in PR - Universal Accreditation Board
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Company Name Submitting Proposal: MassMedia, LLC


Contractor: X Subcontractor:


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience.


Name: Georgeann Pizzi Key Personnel: (Yes/No) Yes


Individual’s Title: Vice President, Account Director


# of Years in Classification: 3 # of Years with Firm: 6


Check the appropriate box as to whether the proposed individual  
is prime contractor staff or subcontractor staff.


The following information requested pertains to the individual being proposed for this project.


Georgeann specializes in strategic marketing and advertising to ensure MassMedia’s unique client messages 
reach and resonate with their target audiences and drive them to action. Her expertise in integrated marketing 
solutions has helped clients influence their target audience through effective advertising buys, public relations 
strategies and marketing plans. Her ability to unify advertising, public relations and marketing efforts helps 
clients meet and exceed their goals.


She has a wealth of experience in branding, advertising, community outreach, media relations, and event 
planning and management. She has developed and implemented a number of innovative statewide campaigns  
for a variety of high-profile clients in the government, health care, corporate and consumer sectors.


Georgeann’s experience ranges from planning and executing targeted marketing, advertising and public 
outreach campaigns for clients in a variety of industries including government, healthcare, corporate, consumer, 
and nonprofit. These client include Nevada Department of Insurance, Healthcare Partners, Valley Electric 
Association, McDonald’s, Southwest Gas Corporation,  and United Blood Services.
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EDUCATION 
Information required should include: institution name, city, state, 


degree and/or Achievement and date completed/received.


CERTIFICATIONS 
Information required should include: type of certification and date completed/received.


REFERENCES 
A minimum of three (3) references are required, including name, title,  


organization, phone number, fax number and email address.  


RELEVANT 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: 12/2013 to Present
Company Name: Greater Las 
Vegas McDonald’s Operator 
Association  
Company Location: Las Vegas, NV
Position Title: Account Director
Details of Contract/Project: 
Media relations, public outreach, 
community integration, grassroots 
marketing, social media content 
development and platform 
management


Timeframe: 03/2011 to Present
Company Name: Southwest Gas
Company Location: Las Vegas, NV
Position Title: Account Director
Details of Contract/Project: 
Media buying, graphic design, 
design production, account 
services, digital services, email 
deployment


Timeframe: 2011 to 2014  
Company Name: Nevada State 
Contractors Board
Company Location:  
Henderson, NV
Position Title: Account Director
Details of Contract/Project: 
Media buying, creative services, and 
TV and radio production


Yvonne Low
Manager/Strategic Outreach
Southwest Gas Corporation
Phone: (702) 876-7212
Fax: (702) 364-3045
Yvonne.Low@swgas.com


Pam Myers
Social Media Strategist
HCA Far West Division
Henderson, NV
Phone: (702) 531-9875
Pamela.Myers3@HCAhealthcare.com


James Vance
Co-op President
Greater Las Vegas McDonald’s
Operator Association
Phone: (702) 454-1956
Jamesv.mail@gmail.com


University of Nevada, Reno
Reno, Nevada
Bachelor of Science in Business Marketing
2005


N/A
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Company Name Submitting Proposal: MassMedia, LLC


Contractor: X Subcontractor:


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience.


Name: Dee Anna Paredes Key Personnel: (Yes/No) Yes


Individual’s Title: Account Director


# of Years in Classification: 14 # of Years with Firm: 3


Check the appropriate box as to whether the proposed individual  
is prime contractor staff or subcontractor staff.


The following information requested pertains to the individual being proposed for this project.


Dee Anna’s experience in marketing, branding and event production ensures the messages of MassMedia’s 
clients reach their intended audiences, which drives customers to the clients and increases their revenues.


Dee Anna has more than a decade of experience in brand development and marketing. Her capabilities range 
from planning and executing marketing campaigns to new product launches and acquisitions. Dee Anna’s 
responsibilities include providing strategic counsel to clients, planning integrated marketing campaigns and 
leading her team in the development of messaging and outreach efforts.


Dee Anna is also a professional writer and editor whose work has appeared in print and online for a variety  
of publishers including USA Today, Latina, SF Gate and AZ Central.


 Prior to joining MassMedia, Dee Anna served as a lead marketing and operations strategist for several notable 
companies. She was tapped to lead the strategy for the launch of Eleven Eleven Co., the New York City-based 
parent company of Surface Magazine, which was named an Inc. 500 Top 10 Media Company in 2013. Prior to that, 
she served as Vice President, Market Operations for 944 Media, a national multimedia lifestyle company  
based in Los Angeles, which was named Inc.’s No. 2 Fastest Growing Media Company in 2009.
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EDUCATION 
Information required should include: institution name, city, state, 


degree and/or Achievement and date completed/received.


CERTIFICATIONS 
Information required should include: type of certification and date completed/received.


REFERENCES 
A minimum of three (3) references are required, including name, title,  


organization, phone number, fax number and email address.  


RELEVANT 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: 07/2013 to Present
Company Name: Nevada 
Department of Insurance   
Company Location: Reno, NV
Position Title: Account Director
Details of Contract/Project: 
Creative design, digital services, 
media buying, media placement, 
branding, copywriting, website, 
radio placement, and account 
management


Timeframe: 06/2013 to 05/2016
Company Name: Valley Electric 
Association
Company Location: Pahrump, NV
Position Title: Account Director
Details of Contract/Project: 
Overall branding, creative design, 
digital services, social media, 
website, video production, media 
relations, media buying, grassroots, 
strategic plan development, account 
management, and marketing


Timeframe: 02/2013 to Current  
Company Name: ABQ Health 
Partners 
Company Location:  
Albuquerque, NM
Position Title: Account Director
Details of Contract/Project: 
Overall branding, creative design, 
digital services, social media, 
website, media relations, media 
buying, grassroots, strategic plan 
development, account management, 
and marketing


Marc Lotenberg
CEO
Surface Magazine
Phone: (323) 684-6944
M@Lab11.co


Jill C. Klar
VP, Chief Operating Officer
UNM Medical Group, Inc.
Phone: (505) 301-8069
jklar@unmmg.org


Carly Newlands
Marketing & Communications 
Manager (former)
ABQ Health Partners
Phone: (505) 389-7376
carly.newlands@hotmail.com


Arizona State University
Tempe, Arizona
Bachelor of Interdisciplinary Studies, Communication & Political Science
2003


N/A
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Company Name Submitting Proposal: MassMedia, LLC


Contractor: X Subcontractor:


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience.


Name: Melissa Andrea Castillo Key Personnel: (Yes/No) Yes


Individual’s Title: Account Supervisor


# of Years in Classification: 13 # of Years with Firm: <1


Check the appropriate box as to whether the proposed individual  
is prime contractor staff or subcontractor staff.


The following information requested pertains to the individual being proposed for this project.


Melissa is a highly organized, forward-thinking marketing professional with more than a decade of experience 
across multiple campaign touch points, including strategy and activation. She serves as an Account Supervisor at 
MassMedia and has more than 12 years of experience in marketing and brand development. Her responsibilities 
at MassMedia include planning and executing strategic campaigns for the top clients of the agency.


Melissa understands and supports her current clients by leading a specialized team through media relations, 
media buying, creative, digital and grassroots efforts. These efforts aim to maintain and manage their 
reputation, image and identity as well as increase awareness of their work and goals. She provides strategic 
counsel to clients and plans integrated communications programs to support an array of corporate and 
healthcare clients. 


Prior to joining MassMedia, Melissa worked in the casino industry for over 12 years. She has conceived and 
executed several direct and email solutions utilizing breadth of knowledge in database management and mining 
within the gaming and hospitality industries. She was Director of Database and Campaign Marketing at Mandalay 
Bay Resort and Casino. She developed and deployed over 400 direct mail and email campaigns per year while 
maintaining consistent brand standards across all communications. She managed an annual budget of over 
$700,000. Most recently, she helped open up the newest property on the Las Vegas Strip, SLS Hotel and Casino. 
She was responsible for activating all hotel and casino promotions, which drove more than 60,000 room nights 
a year. She collaborated with the corporate marketing team on enterprise-wide email deployment, promotions, 
database acquisitions, marketing strategies and brand alignment.
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EDUCATION 
Information required should include: institution name, city, state, 


degree and/or Achievement and date completed/received.


CERTIFICATIONS 
Information required should include: type of certification and date completed/received.


REFERENCES 
A minimum of three (3) references are required, including name, title,  


organization, phone number, fax number and email address.  


RELEVANT 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: 11/2015 to Present
Company Name: Nevada 
Department of Insurance   
Company Location: Reno, NV
Position Title: Account Supervisor
Details of Contract/Project: 
Creative design, digital services, 
media buying, media placement, 
branding, copywriting, website, 
radio placement, and account 
management


Timeframe: 11/2015 to Present
Company Name: Smart City 
Networks 
Company Location: Las Vegas, NV
Position Title: Account Supervisor
Details of Contract/Project: 
Creative design, website, media 
relations, and account management 


Timeframe: 11/2015 to 05/2016  
Company Name: Valley Electric 
Association
Company Location: Pahrump, NV
Position Title: Account Supervisor
Details of Contract/Project: 
Overall branding, creative design, 
digital services, social media, 
website, video production, media 
relations, media buying, grassroots, 
strategic plan development, account 
management, and marketing


Robert Hoffman
Director of Interactive Marketing
Mandalay Bay Resort & Casino
Phone: (702) 348-9587
rhoffmann@mandalaybay.com


Lynn Holt
Vice President of Marketing
Harrah’s Corporation
Phone: (657) 210-7373
lynnholt@aol.com


Jamie Chopp
Director of Casino Marketing
Bellagio Hotel & Casino
Phone: (702) 339-2151
jchopp@bellagio.com


ITT Technical Institute
Las Vegas, NV
Associate’s Degree, Software Application & Computer Programming 
2002


N/A
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Company Name Submitting Proposal: MassMedia, LLC


Contractor: X Subcontractor:


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience.


Name: Lisa Montague Key Personnel: (Yes/No) Yes


Individual’s Title: Media Buying Director


# of Years in Classification: 13 # of Years with Firm: 2


Check the appropriate box as to whether the proposed individual  
is prime contractor staff or subcontractor staff.


The following information requested pertains to the individual being proposed for this project.


Lisa Montague has worked in marketing and advertising since 2003 and is the VP of Media and Operations for 
MassMedia. She oversees all of MassMedia’s media buying services, including strategy, planning, negotiation, 
buying and reconciliation. Her areas of expertise include print, broadcast, out-of-home and non-traditional 
mediums, including online. She brings more than 13 years of marketing and advertising experience to her clients 
with the past nine years focused on media buying.


Prior to joining MassMedia, Lisa served as the media marketing manager for Dollar Loan Center. Her 
responsibilities included management of budgets for six different markets in four states covering more than 
80 stores, placement and management of more than $3 million, coordination of several events and special 
promotions, and reporting and analyzing media performance. She also held several positions, from account 
executive to media director, for Letizia Mass Media, in Las Vegas.
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EDUCATION 
Information required should include: institution name, city, state, 


degree and/or Achievement and date completed/received.


CERTIFICATIONS 
Information required should include: type of certification and date completed/received.


REFERENCES 
A minimum of three (3) references are required, including name, title,  


organization, phone number, fax number and email address.  


RELEVANT 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: 03/2014 to Present
Company Name: Nevada 
Department of Insurance   
Company Location: Reno, NV
Position Title: Media Buyer 
Details of Contract/Project: 
Creative design, digital services, 
media buying, media placement, 
branding, copywriting, website, 
radio placement, and account 
management


Timeframe: 03/2014 to 05/2016
Company Name: Valley Electric 
Association 
Company Location: Pahrump, NV
Position Title: Media Buyer 
Details of Contract/Project: 
Overall branding, creative design, 
digital services, social media, 
website, video production, media 
relations, media buying, grassroots, 
strategic plan development, account 
management, and marketing 


Timeframe: 03/2014 to 09/2014   
Company Name: Nevada State 
Contractors Board
Company Location:  
Henderson, NV
Position Title: Media Buyer 
Details of Contract/Project: 
Media buying, creative services,  
and TV and radio production


Natalie Marsh
Sales Manager
Lotus Broadcasting LV
Phone: (702) 315-3010
Fax: (702) 876-6685
natalieo@lvradio.com


Dee Kane
National & Regional Sales Manger
Lotus Radio Corporation
Phone: (775) 327-9512
Fax: (775) 323-1450
dee@lotusradio.com


Brett Peterson
Account Lead
Centro
Phone: (702) 600-8265
Brett.peterson@centro.net


Purdue University
West Lafayette, Indiana
Bachelor of Arts, Communications
2003


Media Buying Academy
2007
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Company Name Submitting Proposal: MassMedia, LLC


Contractor: X Subcontractor:


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience.


Name: Tommy DiGioia Key Personnel: (Yes/No) Yes


Individual’s Title: Executive Creative Director


# of Years in Classification: 19 # of Years with Firm: 4


Check the appropriate box as to whether the proposed individual  
is prime contractor staff or subcontractor staff.


The following information requested pertains to the individual being proposed for this project.


Tommy has produced a number of highly effective, award-winning advertising and branding campaigns designed 
to resonate with clients’ target audiences to drive their sales and increase profits. During his 18-year career 
in the advertising industry, he has developed campaigns for clients in a multitude of industries ranging from 
municipalities to major resorts, with a special emphasis on high-impact advertising for clients in the health  
care industry. 


From developing concepts to distinctive logo design, Tommy’s approach to his role at MassMedia is a unique 
convergence of strategic thinking and creative flair. His campaigns focus on building customer loyalty and 
strengthening brands. He is committed to providing results for all of MassMedia’s clientele.
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EDUCATION 
Information required should include: institution name, city, state, 


degree and/or Achievement and date completed/received.


CERTIFICATIONS 
Information required should include: type of certification and date completed/received.


REFERENCES 
A minimum of three (3) references are required, including name, title,  


organization, phone number, fax number and email address.  


RELEVANT 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:  06/2013 to 05/2016
Company Name: Valley Electric 
Association    
Company Location: Pahrump, NV
Position Title: Creative Director   
Details of Contract/Project: 
Overall branding, creative design, 
digital services, social media, 
website, video production, media 
relations, media buying, grassroots, 
strategic plan development, account 
management, and marketing


Timeframe: 04/2012 to Present
Company Name: Healthcare 
Partners Nevada 
Company Location: Las Vegas, NV
Position Title: Creative Director   
Details of Contract/Project: 
Overall branding, creative design, 
digital services, social media, 
website, video production, media 
relations, media buying, grassroots, 
strategic plan development, and 
marketing


Timeframe: 2012 to 2014     
Company Name: Nevada State 
Contractors Board
Company Location:  
Henderson, NV
Position Title: Creative Director   
Details of Contract/Project: 
Media buying, creative services, and 
TV and radio production


John Masse
Creative Director/Partner
Maslen Entertainment
702.892.9647
John@maslen.us


Phil Nobert
Owner/Production Manager 
OOGOOG
702.325.8504
philip@oogoog.com


Matt Wilkinson
Owner
Abe Fromman Productions
702.400.2253
matt@abefromanproductions.com


The Art Institute of Pittsburgh
Pittsburgh, PA
A.A., Graphic Arts 
1993


N/A
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Company Name Submitting Proposal: MassMedia, LLC


Contractor: X Subcontractor:


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience.


Name: Casey Floyd Key Personnel: (Yes/No) Yes


Individual’s Title: Executive Digital Director


# of Years in Classification: 6 # of Years with Firm: 1


Check the appropriate box as to whether the proposed individual  
is prime contractor staff or subcontractor staff.


The following information requested pertains to the individual being proposed for this project.


Casey serves as the Executive Digital Director at MassMedia. He brings almost a decade of experience in 
marketing, project management and digital strategy. Casey has a passion for creative and emerging platforms 
that reach niche audiences to further brand loyalty and engagement. At MassMedia, his focus is developing 
digital strategy plans that translate into elevated brand awareness and business growth for an array of clients. 
He serves as a leader for all digital initiatives from top-level conceptualization to execution to success metric 
review and optimization in order to achieve brand goals. 


Casey joined MassMedia with a breadth of digital experience in both retail and B2B marketing in the financial 
sector, handling a wide range of projects. Casey previously served as a senior account executive of co-op 
marketing for the online retailer Zappos.com, where he nurtured relationships and grew business for highly 
recognizable performance brands such as Adidas, New Balance, Asics and Brooks. He has also held positions 
with financial institutions where his leadership in marketing and project management were leveraged on B2B 
campaigns and strategies. 


In 2008, Casey was recognized as a Rising Star of Business by the Las Vegas Business Press.
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EDUCATION 
Information required should include: institution name, city, state, 


degree and/or Achievement and date completed/received.


CERTIFICATIONS 
Information required should include: type of certification and date completed/received.


REFERENCES 
A minimum of three (3) references are required, including name, title,  


organization, phone number, fax number and email address.  


RELEVANT 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: 05/2015 to Present
Company Name: Southwest Gas    
Company Location: Las Vegas, NV
Position Title: Digital Director   
Details of Contract/Project: 
Media buying, graphic design, 
design production, account 
services, digital services, email 
deployment


Timeframe: 05/2015 to Present
Company Name: Healthcare 
Partners Nevada  
Company Location: Las Vegas, NV
Position Title: Digital Director   
Details of Contract/Project: 
Overall branding, creative design, 
digital services, social media, 
website, video production, media 
relations, media buying, grassroots, 
strategic plan development, and 
marketing


Timeframe: 05/2015 to Present      
Company Name: Greater Las 
Vegas McDonald’s Operator 
Association
Company Location: Las Vegas, NV
Position Title: Digital Director   
Details of Contract/Project: 
Media relations, public outreach, 
community integration, grassroots 
marketing, social media content 
development and platform 
management


Sean Corbett
VP, Marketing
Goodwill
Phone: (702) 349-0049
SeanC@sngoodwill.org


Alan Depew
Marketing Manager
Big Lots
Phone: (614) 975-7351
Alandepew@biglots.com


Theodore Dake
SVP/Business Development
US TRUST
Phone: (702) 301-9196
Theodore.Dake@ustrust.com


University of Nevada Las Vegas University of Phoenix
Las Vegas, Nevada 
Bachelors of Arts, Communications Studies
2005


University of Phoenix
Las Vegas, Nevada
Masters of Business Administration, Business
2008


N/A







98  |  100% Recycled Paper


Company Name Submitting Proposal: MassMedia, LLC


Contractor: X Subcontractor:


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience.


Name: Justin Woolard Key Personnel: (Yes/No) Yes


Individual’s Title: Web Developer


# of Years in Classification: 18 # of Years with Firm: <1


Check the appropriate box as to whether the proposed individual  
is prime contractor staff or subcontractor staff.


The following information requested pertains to the individual being proposed for this project.


Justin’s expertise is in digital strategy and creative direction; user experience and user interface design; brand 
strategy and development; advertising; social marketing; and web development. He began his career as a web 
designer and developer while attending the University of Nevada Las Vegas, where he studied art. His natural 
ability and excitement for this emerging industry led him to leave college and pursue it full-time, given that the 
related skills were not yet part of a complete higher education curriculum. In the years since, Justin spent time 
at digital creative shops, tech startups and eventually advertising agencies.


At his first company, he consulted with a number of large, Nevada-based firms including R&R Partners before 
taking that experience and starting a digitally-focused, full-service agency in 2010 called 1010 Collective. During 
1010’s three years in operation, it was the agency of record for El Cortez Hotel & Casino, the digital agency for 
The Smith Center and Wynn Las Vegas, while also doing work for NIREC (Nevada Institute for Renewable Energy 
Commercialization) and the Las Vegas Convention & Visitors Authority among others.
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EDUCATION 
Information required should include: institution name, city, state, 


degree and/or Achievement and date completed/received.


CERTIFICATIONS 
Information required should include: type of certification and date completed/received.


REFERENCES 
A minimum of three (3) references are required, including name, title,  


organization, phone number, fax number and email address.  


RELEVANT 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: 03/2016 to Present
Company Name: Las Vegas Sands     
Company Location: Las Vegas, NV
Position Title: Web/Digital 
Developer    
Details of Contract/Project: 
Website, social media, media 
relations


Timeframe: 04/2015 to 03/2016
Company Name: The Smith Center   
Company Location: Las Vegas, NV
Position Title: Project Lead,  
Lead Designer/Strategist   
Details of Contract/Project: 
Website design and development, 
monthly support, ad hoc digital 
work


Timeframe: 06/2011 to 03/2016      
Company Name: Wynn Las Vegas
Company Location: Las Vegas, NV
Position Title: Project Lead,  
Lead Designer/Strategist   
Details of Contract/Project: 
Website design and development 
for all existing Wynn properties, 
display ad design and development, 
email newsletter design and 
development, monthly support, ad 
hoc digital work


Lori Kobashigawa
Director, Interactive Marketing
Wynn Las Vegas
(702) 770-7562
Lori.Kobashigawa@wynnlasvegas.com


Teresa Malm
Director, Direct Marketing
The Smith Center
(702) 749-2331
TMalm@thesmithcenter.com


Erik Uppman
Senior Marketing Manager
Cannery Row Company
(831) 657-6489
euppman@canneryrow.com


N/A


N/A
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Company Name Submitting Proposal: MassMedia, LLC


Contractor: X Subcontractor:


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience.


Name: Rebecca Heiner Key Personnel: (Yes/No) Yes


Individual’s Title: Media Coordinator


# of Years in Classification: 1 # of Years with Firm: <1


Check the appropriate box as to whether the proposed individual  
is prime contractor staff or subcontractor staff.


The following information requested pertains to the individual being proposed for this project.


Rebecca’s passion and efficient work ethic has forged the pathway to lead her into a media buying position. She 
oversees media buying campaigns and works on the day-to-day activities that include strategic media planning 
and negotiations, ad coordination, trafficking, monitoring and reporting. 


She has experience purchasing all mediums of advertising, including print, radio, TV, outdoor and online, as well 
as monitoring campaigns for success and ROI. After completing media buying specific training, she is equipped 
with the knowledge to effectively and accurately assess media placements with justified reasoning.


Rebecca’s completion of a Bachelor’s in Marketing as well as a Master’s of Business Administration adequately 
portray her knowledge of return on investment, effective business strategies, and in-depth understanding of 
the field of marketing. She has marketing experience in the fitness industry, higher education, as well as a few 
specific non-profit organizations. She is a well-equipped individual with the tenacity and focus that it takes to be 
an effective media buyer.
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EDUCATION 
Information required should include: institution name, city, state, 


degree and/or Achievement and date completed/received.


CERTIFICATIONS 
Information required should include: type of certification and date completed/received.


REFERENCES 
A minimum of three (3) references are required, including name, title,  


organization, phone number, fax number and email address.  


RELEVANT 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: 11/2015 to Present
Company Name: Healthcare 
Partners Nevada   
Company Location: Las Vegas, NV
Position Title: Media Buying 
Coordinator  
Details of Contract/Project: 
Overall branding, creative design, 
digital services, social media, 
website, video production, media 
relations, media buying, grassroots, 
strategic plan development, and 
marketing


Timeframe: 11/2015 to Present
Company Name: Southwest Gas 
Company Location: Las Vegas, NV
Position Title: Media Buying 
Coordinator  
Details of Contract/Project: 
Media buying, graphic design, 
design production, account 
services, digital services, email 
deployment


 


Timeframe: 11/2014 to 05/2016   
Company Name: Valley Electric 
Association
Company Location: Pahrump, NV
Position Title: Media Buying 
Coordinator  
Details of Contract/Project: 
Overall branding, creative design, 
digital services, social media, 
website, video production, media 
relations, media buying, grassroots, 
strategic plan development, account 
management, and marketing


Tammy Scarpati
Niche Product Sales Manager
Review Journal
P: (702) 387-5297
F: (702) 383-0389
tscarpati@reviewjournal.com  


Cheryl Gudbaur
Nationals Account Manager
Sierra Nevada Media Group
P: (775) 283-5549
F: (775) 887-2426
cgudbaur@sierranevadamedia.com 


Anthony Griffith
Account Executive
Vector Media
P: (702) 991-7699
anthony@vectormedia.com


Northwest University, 
Kirkland, WA
Bachelor’s of Science, Marketing 
2013


Northwest University
Kirkland, WA
Master’s of Business Administration 
2016


Media Buying Bootcamp
2016
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Company Name Submitting Proposal: MassMedia, LLC


Contractor: X Subcontractor:


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience.


Name: Chris Smith Key Personnel: (Yes/No) Yes


Individual’s Title: Copywriter


# of Years in Classification: 17 # of Years with Firm: 5


Check the appropriate box as to whether the proposed individual  
is prime contractor staff or subcontractor staff.


The following information requested pertains to the individual being proposed for this project.


Chris Smith has more than 17 years of experience as an advertising creative. Over that time, he’s written for 
a variety of industries, including health care, gaming and hospitality, travel and leisure, education, food and 
beverage, transportation, energy and government. 


Over the course of his career, Chris has served on creative teams for major Las Vegas resorts, the Muscular 
Dystrophy Association, Top Chef, Gold’s Gym and many others. 


Chris’s perspective on advertising is largely informed by his formal training as a journalist. That is, every 
client has a story – and it’s the writer’s job to tell that story in a way that is engaging, entertaining, creative 
and compelling. It’s a philosophy he puts to work for each and every project, large and small – from branding 
campaigns and event invitations to television spots and table tents. 


Chris is the recipient of many Addy, Bronze Quill, Pinnacle and AIGA Awards.
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EDUCATION 
Information required should include: institution name, city, state, 


degree and/or Achievement and date completed/received.


CERTIFICATIONS 
Information required should include: type of certification and date completed/received.


REFERENCES 
A minimum of three (3) references are required, including name, title,  


organization, phone number, fax number and email address.  


RELEVANT 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:  07/2013 to Present
Company Name: Nevada 
Department of Insurance    
Company Location: Reno, NV
Position Title: Copywriter  
Details of Contract/Project: 
Creative design, digital services, 
media buying, media placement, 
branding, copywriting, website, 
radio placement, and account 
management


Timeframe: 04/2011 to Present
Company Name: Healthcare 
Partners Nevada 
Company Location: Las Vegas, NV
Position Title: Copywriter  
Details of Contract/Project: 
Overall branding, creative design, 
digital services, social media, 
website, video production, media 
relations, media buying, grassroots, 
strategic plan development, and 
marketing


Timeframe: 2011 to 2014    
Company Name: Nevada State 
Contractors Board
Company Location:  
Henderson, NV
Position Title: Copywriter  
Details of Contract/Project: 
Media buying, creative services,  
and TV and radio production


Lisa Corrado
Long Range Planning Manager
City of Henderson
702.267.1507
Lisa.Corrado@cityofhenderson.com


John Marz
President
Marz & Company
702.407-8270
jmarz@marzandcompany.com


Clint White
President
WiT Media
212.334.1810
clint@wit-inc.com


Bachelor of Science
Southern Utah University
Cedar City, UT
1999


N/A
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Company Name Submitting Proposal: MassMedia, LLC


Contractor: X Subcontractor:


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience.


Name: Pablo Rodriguez Key Personnel: (Yes/No) Yes


Individual’s Title: Graphic Designer


# of Years in Classification: 7 # of Years with Firm: 3


Check the appropriate box as to whether the proposed individual  
is prime contractor staff or subcontractor staff.


The following information requested pertains to the individual being proposed for this project.


Pablo Rodriguez delivers expertise in brand development, digital advertising, creative concepts and the 
execution of integrated advertising campaigns, which have helped MassMedia’s clients increase visibility and 
raise top-of-mind awareness.


In his seven-year career, the three most recent with MassMedia, Pablo has established a reputation for 
producing memorable, effective marketing materials for clients on a local, state and national level. His expertise 
has helped clients develop a clear identity and reach their target audiences.


Pablo’s adaptability has generated fresh, groundbreaking concepts for clients in numerous industries, including 
government, health care, corporate, and nonprofit. He has been recognized for his hard work, winning numerous 
awards from the Las Vegas chapters of the American Advertising Federation and the Public Relations Society of 
America.
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EDUCATION 
Information required should include: institution name, city, state, 


degree and/or Achievement and date completed/received.


CERTIFICATIONS 
Information required should include: type of certification and date completed/received.


REFERENCES 
A minimum of three (3) references are required, including name, title,  


organization, phone number, fax number and email address.  


RELEVANT 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: 07/2013 to Present
Company Name: Healthcare 
Partners Nevada    
Company Location: Las Vegas, NV
Position Title: Graphic Designer   
Details of Contract/Project: 
Overall branding, creative design, 
digital services, social media, 
website, video production, media 
relations, media buying, grassroots, 
strategic plan development, and 
marketing


Timeframe: 07/2013 to Present
Company Name: Nevada 
Department of Insurance  
Company Location: Reno, NV
Position Title: Graphic Designer   
Details of Contract/Project: 
Creative design, digital services, 
media buying, media placement, 
branding, copywriting, website, 
radio placement, and account 
management


Timeframe: 07/2013 to 05/2016     
Company Name: Valley Electric 
Association
Company Location: Pahrump, NV
Position Title: Graphic Designer   
Details of Contract/Project: 
Overall branding, creative design, 
digital services, social media, 
website, video production, media 
relations, media buying, grassroots, 
strategic plan development, account 
management, and marketing


Andrés Estrada
Account Executive
Lamar Advertising
Phone: (702) 767-2773
aestrada@lamar.com


Cody Craft
Digital Creative Designer
Wide Awake
Phone: (702) 823-7080
ccraft@wideawakenv.com


Justin Rosen
Jr. Web Developer
R&R Partners
Phone: (702) 318-4389
Justin.rosen@rrpartners.com


International Academy of Design and Technology
Las Vegas, Nevada
Bachelor of Fine Arts, Visual Communications
2013


N/A
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Company Name Submitting Proposal: MassMedia, LLC


Contractor: X Subcontractor:


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience.


Name: Victoria B. Moore Key Personnel: (Yes/No) Yes


Individual’s Title: Graphic Designer


# of Years in Classification: 4 # of Years with Firm: 1


Check the appropriate box as to whether the proposed individual  
is prime contractor staff or subcontractor staff.


The following information requested pertains to the individual being proposed for this project.


Victoria is a graphic designer who’s been studying Graphic Design for over 10 years and has been professionally 
active for four years. She has just been awarded an MFA in Graphic Design from San Francisco’s Academy of Art 
University and resides in Las Vegas by way of New Jersey.


As a designer, Victoria has a strong eye for branding systems and information graphics. She is highly skilled in 
brand development, graphic design images and techniques, and typefaces. Her knowledge, talent and experience 
have helped MassMedia’s clients expand their presence in the minds of consumers. 


Throughout the past four years as a graphic designer, she has worked with executive teams and clients to 
conceptualize designs and branding that advance clients’ business, marketing and branding objectives and she 
has created visually appealing graphics for advertisements, direct mailers, covers and social media. 
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EDUCATION 
Information required should include: institution name, city, state, 


degree and/or Achievement and date completed/received.


CERTIFICATIONS 
Information required should include: type of certification and date completed/received.


REFERENCES 
A minimum of three (3) references are required, including name, title,  


organization, phone number, fax number and email address.  


RELEVANT 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: 08/2015 to Present
Company Name: Healthcare 
Partners Nevada    
Company Location: Las Vegas, NV
Position Title: Graphic Designer   
Details of Contract/Project: 
Overall branding, creative design, 
digital services, social media, 
website, video production, media 
relations, media buying, grassroots, 
strategic plan development, and 
marketing


Timeframe: 08/2015 to Present
Company Name: Southwest Gas 
Company Location: Las Vegas, NV
Position Title: Graphic Designer   
Details of Contract/Project: 
Media buying, graphic design, 
design production, account 
services, digital services, email 
deployment 


Timeframe: 08/2015 to 05/2016     
Company Name: Valley Electric 
Association
Company Location: Pahrump, NV
Position Title: Graphic Designer   
Details of Contract/Project: 
Overall branding, creative design, 
digital services, social media, 
website, video production, media 
relations, media buying, grassroots, 
strategic plan development, account 
management, and marketing


Gloucester County College
Sewell, NJ
Associates in Computer Graphic Arts
2008


Wilmington University 
New Castle, DE
Bachelor of Arts in Media Design
2010


Academy of Art University 
San Francisco, CA 
Master of Fine Arts in Graphic Design
2016 


N/A


Cassi Devlin
Production Manager
The Menu Man
(702) 551-2075


Nar Galvez
Owner
Design One Printing
(702) 530-6277
orders@designoneprinting.com


Mary Maliconico
Instructor
Gloucester County College
mary@malinconico.com
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Company Name Submitting Proposal: MassMedia, LLC


Contractor: X Subcontractor:


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience.


Name: Reuben Montoya Key Personnel: (Yes/No) Yes


Individual’s Title: Video Editor 


# of Years in Classification: 5 # of Years with Firm: 5


Check the appropriate box as to whether the proposed individual  
is prime contractor staff or subcontractor staff.


The following information requested pertains to the individual being proposed for this project.


As the in-house video editor at MassMedia, Reuben brings ideas to life, from concept to creative design and final 
output that is an effective visual form. This includes filming, editing and production. He works in collaboration 
with other team members and clients to produce a variety of video products for broadcasting, compression 
output, webcasting, video streaming, and digital distribution. He conducts field-based video production that 
involves interacting with clients, operating all portable video and audio equipment, and transporting and setting 
up lighting and audio equipment as required.


Reuben plans and performs video post-production tasks which includes reviewing footage, making editorial 
decisions, video transcoding, rough cuts, audio adjustment, color correction, and final editing using Adobe 
Suite software. Often times, professional b-roll that Reuben shoots is used by the media for news coverage 
on MassMedia clients. He also utilizes computer graphics and special effects for video post-production in 
accordance with overall production concepts. These videos are published, organized and optimized on  
social media platforms.
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EDUCATION 
Information required should include: institution name, city, state, 


degree and/or Achievement and date completed/received.


CERTIFICATIONS 
Information required should include: type of certification and date completed/received.


REFERENCES 
A minimum of three (3) references are required, including name, title,  


organization, phone number, fax number and email address.  


RELEVANT 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: 12/2013 to Present
Company Name: Greater Las 
Vegas McDonald’s Operator 
Association    
Company Location: Las Vegas, NV
Position Title: Video Editor   
Details of Contract/Project: 
Media relations, public outreach, 
community integration, grassroots 
marketing, social media content 
development and platform 
management


Timeframe: 06/2013 to 05/2016
Company Name: Valley Electric 
Association  
Company Location: Pahrump, NV
Position Title: Video Editor   
Details of Contract/Project: 
Overall branding, creative design, 
digital services, social media, 
website, video production, media 
relations, media buying, grassroots, 
strategic plan development, account 
management, and marketing


Timeframe: 04/2011 to Present     
Company Name: Healthcare 
Partners Nevada
Company Location: Las Vegas, NV
Position Title: Video Editor   
Details of Contract/Project: 
Overall branding, creative design, 
digital services, social media, 
website, video production, media 
relations, media buying, grassroots, 
strategic plan development, and 
marketing


Aaron Pringle
DPS Officer
Department of Public Safety-
Nevada Highway Patrol Division
702. 981. 0927.
acpringle@dps.state.nv.us


Anthony Capparell
Administrative Assistant, State of 
Nevada
702. 573. 6882.
acapparell@dwss.nv.gov


Jessica Pagan
Legal Technician
City of Las Vegas
702. 673. 0293.
Jessica.pagan03@yahoo.com


University of Nevada Las Vegas 
Las Vegas, NV
Bachelor of Journalism and Media Studies, Bachelor of Science Graphic Design
2012 – Present


N/A
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Company Name Submitting Proposal: MassMedia, LLC


Contractor: X Subcontractor:


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience.


Name: Zachary Krassin Key Personnel: (Yes/No) Yes


Individual’s Title: Digital Marketing Manager


# of Years in Classification: 6 # of Years with Firm: 1


Check the appropriate box as to whether the proposed individual  
is prime contractor staff or subcontractor staff.


The following information requested pertains to the individual being proposed for this project.


Zachary graduated from Hamilton College in 2011 and began his career as a Social Media Specialist at Matrix, 
a division of L’Oreal. His natural ability to shape, launch and manage promotional strategies contributed to 
increased revenue and heightened customer engagement. Since then, Zachary has gone on to start his own 
company, creating a marketing plan that moved him from New York City to Las Vegas.


In August 2015, Zachary started working at MassMedia as the Project Manager for the digital team. Quickly 
highlighting his skills in more than just project management, he proved he was proficient in delivering integrated 
and strategic digital marketing processes and proved he was adept at building targeted campaigns in tune with 
market trends and business needs. He quickly moved to the digital marketing manager role.


Today, Zachary is responsible for digital media buying (from strategy to real-time optimization to reporting), 
website creation, email strategy (including email creation, deployment and reporting), as well as a number of 
other digital services.
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EDUCATION 
Information required should include: institution name, city, state, 


degree and/or Achievement and date completed/received.


CERTIFICATIONS 
Information required should include: type of certification and date completed/received.


REFERENCES 
A minimum of three (3) references are required, including name, title,  


organization, phone number, fax number and email address.  


RELEVANT 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: 12/2015 to Present
Company Name: Southwest Gas    
Company Location: Las Vegas, NV
Position Title: Digital Marketing 
Manager   
Details of Contract/Project: 
Media buying, graphic design, 
design production, account 
services, digital services, email 
deployment


Timeframe: 08/2015 to Present
Company Name: Healthcare 
Partners Nevada  
Company Location: Las Vegas, NV
Position Title: Digital Marketing 
Manager   
Details of Contract/Project: 
Overall branding, creative design, 
digital services, social media, 
website, video production, media 
relations, media buying, grassroots, 
strategic plan development, and 
marketing


Timeframe: 08/2015 to Present       
Company Name: Greater Las 
Vegas McDonald’s Operator 
Association
Company Location: Las Vegas, NV
Position Title: Digital Marketing 
Manager   
Details of Contract/Project: 
Media relations, public outreach, 
community integration, grassroots 
marketing, social media content 
development and platform 
management


Patrick O’Keefe   
Vice President
L’Oreal USA
212-984-4742
pokeefe@matrix.com


Maria Bowman
Digital Director
L’Oreal
405-550-4685 
mbowman@us.loreal.com


Gloria Garcia
Analyst II
Southwest Gas
702-876-7255
Gloria.Garcia@swgas.com


Hamilton College
Clinton, NY
Bachelor of Arts, Music, English
2011


N/A
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Company Name Submitting Proposal: MassMedia, LLC


Contractor: X Subcontractor:


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience.


Name: Kelly Jensen Key Personnel: (Yes/No) Yes


Individual’s Title: Social Media Manager


# of Years in Classification: 6 # of Years with Firm: <1


Check the appropriate box as to whether the proposed individual  
is prime contractor staff or subcontractor staff.


The following information requested pertains to the individual being proposed for this project.


As the Social Media Manager at MassMedia, Kelly works with a fully integrated marketing team to execute 
effective digital strategies to produce proven results. She has experience in planning social media campaigns for 
various clients including Las Vegas Sands Corp., McDonalds, HealthCare Partners Nevada, ABQ Health Partners, 
and Miracle Flights. 


Before joining MassMedia, Kelly served as the Social Media Manager for one of the fastest growing children’s 
footwear brands, pediped®, where she managed all social media operations and increased community size by 
500%. 


Kelly earned her Bachelor of Arts degree in Communication from the University of Iowa, with an emphasis on 
rhetoric. After graduating, Kelly began working for the University of Iowa Athletic Communications Department 
where she assisted with day-to-day media relations including press releases, press conferences, game day 
operations, and social media.







MassMediaCC.com  |  113


EDUCATION 
Information required should include: institution name, city, state, 


degree and/or Achievement and date completed/received.


CERTIFICATIONS 
Information required should include: type of certification and date completed/received.


REFERENCES 
A minimum of three (3) references are required, including name, title,  


organization, phone number, fax number and email address.  


RELEVANT 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: 03/2016 to Present
Company Name: Las Vegas Sands     
Company Location: Las Vegas, NV
Position Title: Social Media 
Manager    
Details of Contract/Project: 
Website, social media, media 
relations


Timeframe: 02/2013 to 05/2016
Company Name: Valley Electric 
Association  
Company Location: Pahrump, NV
Position Title: Social Media 
Manager  
Details of Contract/Project: 
Overall branding, creative design, 
digital services, social media, 
website, video production, media 
relations, media buying, grassroots, 
strategic plan development, account 
management, and marketing


Timeframe: 03/2016 to Current      
Company Name: Miracle Flights 
Company Location: Las Vegas, NV
Position Title: Social Media 
Manager   
Details of Contract/Project: 
Overall branding, creative design, 
digital services, social media, 
video production, website, media 
relations, media buying, strategic 
plan development, account 
management, and marketing


Chris Hernandez  
Creative Director
pediped® Footwear
702-575-9313
chrish@pediped.com


Hilary Abbott
Owner
Hilary Abbott Communications
404-444-9977 
hilary@hacommunications.com


Hillary Frei
Senior VP
KeyState Companies
512-913-4748
hillaryfrei@yahoo.com


University of Iowa
Iowa City, IA
Bachelor of Arts, Communications
2010


N/A
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Company Name Submitting Proposal: MassMedia, LLC


Contractor: X Subcontractor:


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience.


Name: Jason Holte Key Personnel: (Yes/No) Yes


Individual’s Title: Social Media Specialist


# of Years in Classification: 3 # of Years with Firm: <1


Check the appropriate box as to whether the proposed individual  
is prime contractor staff or subcontractor staff.


The following information requested pertains to the individual being proposed for this project.


As a Social Media Specialist at MassMedia, Jason plans and executes organic and paid social media efforts that 
deliver on the business goals of his clients. He manages social media campaigns across Facebook, Twitter, 
Instagram, and YouTube for clients such as McDonald’s, HealthCare Partners Nevada, and ABQ Health Partners.


Prior to joining MassMedia, Jason held the same role at Behr Process Corporation in Santa Ana, CA. There he 
served as the primary content creator for the company’s two main business-to-consumer channels, Behr Paints 
and KILZ Primers, as well as their business-to-business channel (BehrPro Services). Jason also oversaw content 
development partnerships on Pinterest and with third-party bloggers for Behr Paints, Stains, and Specialty 
Products.


Jason earned his Bachelor of Arts degree in English from Concordia University, Irvine in 2013. He is a member of 
the Las Vegas Interactive Marketing Association and holds a certification from the Content Marketing Institute.
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EDUCATION 
Information required should include: institution name, city, state, 


degree and/or Achievement and date completed/received.


CERTIFICATIONS 
Information required should include: type of certification and date completed/received.


REFERENCES 
A minimum of three (3) references are required, including name, title,  


organization, phone number, fax number and email address.  


RELEVANT 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: 02/2016 to Present
Company Name: Healthcare 
Partners Nevada
Company Location: Las Vegas, NV
Position Title: Social Media 
Specialist
Details of Contract/Project: 
Overall branding, creative design, 
digital services, social media, 
website, video production, media 
relations, media buying, grassroots, 
strategic plan development, and 
marketing


Timeframe: 02/2016 to Present
Company Name: Greater Las 
Vegas McDonald’s Operator 
Association
Company Location: Las Vegas, NV
Position Title: Social Media 
Specialist
Details of Contract/Project: 
Media relations, public outreach, 
community integration, grassroots 
marketing, social media content 
development and platform 
management


Timeframe: 02/2016 to Current      
Company Name: ABQ Health 
Partners 
Company Location:  
Albuquerque, NM
Position Title: Social Media 
Specialist   
Details of Contract/Project: 
Overall branding, creative 
design, digital services, social 
media, website, media relations, 
media buying and strategic plan 
development


LeRoy Nichols IV  
Senior Director, Digital Mktg. & 
eCommerce   
General Electric  
Phone: (805) 405-7467 
Leroy.nichols@ge.com 


Tanuja Singeetham
Vice President, Digital Marketing
Behr Process Corporation
Phone: (714) 545-7101
tsingeetham@behr.com


Faryar Borhani
Senior Associate
PulsePoint Group
Phone: (949) 275-7729
fborhani@pulsepointgroup


Concordia University, Irvine
Irvine, CA
Bachelor of Arts, English
2013


Certificate of Completion - Content Marketing Crash Course, Content Marketing Institute
September 2015
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Part II – Cost Proposal
RFP Title: Marketing Services for Southern Nevada
RFP: 2109
Vendor Name: MassMedia LLC


Address:
2230 Corporate Circle, Suite 210 
Henderson, NV 89074


Proposal Opening Date: July 13, 2016
Proposal Opening Time: 2:00 PM
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Vendor: MassMedia, LLC.


Vendors should propose their hourly rate to supply the requested services. Please specify what the hourly 
rate would include or what it would not include.


$125 per hour – Blended agency rate for all services


MassMedia works with its clients in a variety of fee arrangements. We can work on an hourly, project or retainer basis. 
MassMedia’ s standard hourly rate is $175 for new corporate clients.  For the GOED, MassMedia will offer a blended 
hourly government rate of $125.  


TAB II – COST PROPOSAL
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  A. Attachment I with an original signature by an individual authorized to bind the organization must be 
included in this tab.


  B. In order for any cost exceptions and/or assumptions to be considered, vendors must provide the 
specific language that is being proposed in Attachment I.  


  C. Only cost exceptions and/or assumptions should be identified on Attachment I.  


  D. Do not restate the technical exceptions and/or assumptions on this form.  


  E. The State will not accept additional exceptions and/or assumptions if submitted after the proposal 
submission deadline.  If vendors do not specify any exceptions and/or assumptions in detail at time of 
proposal submission, the State will not consider any additional exceptions and/or assumptions during 
negotiations.


TAB III  – AT TACHMENT I, COST PROPOSAL CERTIFICATION 
OF COMPLIANCE WITH TERMS AND CONDITIONS OF RFP







6  |  100% Recycled Paper








Vendor Name Criteria Weight Eval 1 Eval 2 Eval 3


Amplify Relations Inc Demonstrated Experience 35 4 5 5


Experience in performance of 


comparable engagements 20 3 5 6


Conformance with the terms of 


this RFP 10 3 8 7


Expertise and availability of key 


personnel 15 5 5 7


Cost 20 1 4 1


Vendor Name Criteria Weight Eval 1 Eval 2 Eval 3


DP Video Productions, LLC Demonstrated Experience 35 7 7 9


Experience in performance of 


comparable engagements 20 7 6 9


Conformance with the terms of 


this RFP 10 10 7 9


Expertise and availability of key 


personnel 15 8 7 8


Cost 20 6 8 8


Vendor Name Criteria Weight Eval 1 Eval 2 Eval 3


Mass Media, LLC Demonstrated Experience 35 8 9 9


Experience in performance of 


comparable engagements 20 8 6 8


Conformance with the terms of 


this RFP 10 10 9 9


Expertise and availability of key 


personnel 15 8 8 9


Cost 20 6 8 9


Vendor Name Criteria Weight Eval 1 Eval 2 Eval 3


Consensus Score Sheet


2109 - Marketing Services for Southern Nevada







The Glenn Group Demonstrated Experience 35 9 10 10


Experience in performance of 


comparable engagements 20 10 10 9


Conformance with the terms of 


this RFP 10 9 9 8


Expertise and availability of key 


personnel 15 10 9 10


Cost 20 8 9 9







Weighted Score


163.33


93.33


60.00


85.00


40.00


401.67 Technical Average


441.67 Total Average Score


Weighted Score


268.33


146.67


86.67


115.00


146.67


616.67 Technical Average


763.33 Total Average Score


Weighted Score


303.33


146.67


93.33


125.00


153.33


668.33 Technical Average


821.67 Total Average Score


Weighted Score


Consensus Score Sheet
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338.33


193.33


86.67


145.00


173.33


763.33 Technical Average


936.67 Total Average Score
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August 12, 2016

***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:

		2109





		For:

		Marketing Services for Southern Nevada





		Vendor:

		The Glenn Group





		Term:

		September 13, 2016 to September 30, 2018





		Awarded Amount:

		$250,000.00





		Using Agency:

		GOED





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


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



		Governor’s Office of Economic Development

		555 E Washington Ave., Suite 5400

		Las Vegas





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 August 22, 2016

Revised as of 10/05/11
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RFP Title: Marketing Services for Southern 
Nevada 


RFP: 2109 
Vendor Name: Amplify Relations Inc. 


Address: 140 Washington St., #150 
Reno, NV 89503 


Proposal Opening Date: July 13, 2016 
Proposal Opening Time: 2:00 PM PT 
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ATTACHMENT H – COST SCHEDULE 


 
   


Vendor Amplify Relations 
 


 


Vendors should propose their hourly rate to supply the requested services.  Please specify what the hourly 
rate would include or what it would not include. 


 
 


$150 per hour 
 
Blended Rate includes all services listed in the RFP 


 
 
 
 


 


 
 
  
















  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 


Part I – Technical Proposal  
 
 
 
 


 
 


 
 
 
 
 
 
 


 
 
 


 
 
 


 
 
 
 
 


 


RFP Title: Marketing Services for Southern 
Nevada 


RFP: 2109 
Vendor Name: Amplify Relations Inc. 


Address: 140 Washington St., #150 
Reno, NV 89503 


Proposal Opening Date: July 13, 2016 
Proposal Opening Time: 2:00 PM PT 
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3. SCOPE OF WORK  


 
GOED marketing shall be focused on telling Nevada’s story as an attractive place to do 


business, with innovative and creative initiatives to support lead generation of out-of-state and 
in-state prospects, promote GOED’s Knowledge Fund projects and workforce development 
programs, and support the growth of GOED’s targeted industries while supporting the 


diversification of Nevada’s economy while driving positive communication and accountability to 
Nevada’s stakeholders.  The term “Nevada stakeholders” is used to define the in-state 


audience that GOED communicates to for accountability – in a generic sense, the public and 
the Nevada Legislature are members of GOED’s “Nevada stakeholders” as are elected 
officials, and Nevada business owners. Estimated program expenses are $250,000.00 over 


two (2) years through the end of the fiscal year ending June 30, 2019.  The contracted 
vendor(s) shall be prepared to participate in the following: 


 


3.1           MARKETING STRATEGY AND EXECUTION 


3.1.1           The contracted vendor(s) will be expected to participate and 


coordinate with GOED staff and others in development of comprehensive and ad 
hoc marketing strategies; 


Amplify Relations will be an ideal, responsive partner in establishing 
effective, clear two-way communication with GOED staff and your 
organization’s stakeholders. Amplify Relations has worked collaboratively 
with several government agencies on similar campaigns.  


3.1.2           Vendors should describe who would be involved in strategy sessions, 
who would manage execution of plans and activities, and who would perform the 
execution; 


Your Account Executive, Megan Bedera, will be your primary point-of-
contact and lead strategist from the Amplify Relations team, participating 
and facilitating close coordination between your team and ours. She will 


conduct weekly conference call meetings to ensure your team and ours are 
consistently on the same page throughout every step of every task -- 
comprehensive or ad hoc. Megan brings over six years of experience in the 


Account Manager role to this project. 


To manage the overall execution of plans and activities, your Account 
Coordinator, Allisa Robertson, will serve in a project management capacity. 


She will coordinate internally with our team to keep every aspect of your 
marketing campaign moving forward for on-time, on-budget delivery. Allisa 
has over a year of experience managing projects internally and has a close 
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relationship with each member of our team, which will ensure your 


campaign’s success. 


To assist in strategy and execution of logistical tasks, Bryan Bedera, our 
firm’s CEO and Founder, will be involved throughout this campaign. He will 


help develop strategies and tactics to deliver your ideal campaign and be 
responsible for the execution of purchasing and media buying, as needed. 
Bryan brings over six years of experience in this role to your project. 


Your Creative Director, Bryce Keil, will serve as the primary creative 
strategist for your campaign and manage the execution of every creative 
element, while performing significant aspects of the creative and 


production execution. He has delivered award-winning advertising and 
marketing campaigns for our clients, with over a year of experience in this 


role. 


Elizabeth Brass will serve as your Graphic Designer, performing execution 
of your photography, photo manipulation, graphic design, logo design, 
rebranding, and layouts. Elizabeth has over two years of experience in this 


role. 


Robby Schlesinger will serve as your Copywriter and primary Website 
Developer and Administrator, performing the majority of writing and design 


for each creative aspect of this campaign. Robby has several years of 
experience in this field and is a published author. 


3.1.3           Multiple marketing approaches will be needed to include support for 
local, national and international campaigns that appeal to businesses across 


targeted sectors, as well as, to all Nevada stakeholders; and 


Amplify Relations’ professional experience and diversity allow us to bring 
game-changing branding strategies, public relations plans and advertising 


campaigns to the table. With experience working with government budgets, 
large and small, we will take your organization or company from day one to 


a national brand promoting Nevada as a safe haven for emerging small 
businesses. As a Nevada owned and operated business, we also know this 
great state inside and out and what makes Nevadans and prospective 


Nevada businesses tick. 
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3.1.4           Strategies may include direct marketing, email marketing, print 
advertising, (including media buying), trade show attendance, and other 
innovative marketing strategies. 


At Amplify Relations, we are no strangers to diverse, all-encompassing 
marketing campaigns.  Amplify Relations’ team members are formally 
trained on how to use each program to bring all types of art to life, 
including trade show booth blueprints, photography, graphic design, hand 


drawn vector files and audio/visual production. Our unmatched diversity of 
experience allows us to bring game-changing approaches to the table. For 


us, it’s all about results, and we have the tools and experience to achieve 
them. We excel at finding the best design and the best solution to meet 
your goals. 


3.1.5           GOED has identified seven (7) industries for targeted development 
and those industries are: 


3.1.5.1               Aerospace and Defense; 


 3.1.5.2               Natural Resource Technologies; 
    A.   Water; 


    B.   Energy; and 
    C.   Agriculture.  
 3.1.5.3               Health and Medical Services; 


 3.1.5.4               Information Technology; 
 3.1.5.5               Manufacturing and Logistics; 
 3.1.5.6               Mining; 


 3.1.5.7               Tourism, Gaming, and Entertainment. 


3.1.6           Additionally, GOED is developing clusters – concentrated areas of 
focus that are within industries – around Unmanned Aerial Systems (UAS), 


Autonomous Vehicles, and water innovation/technologies. 


3.1.6.1               These industries do not represent the sole focus of the 


state for economic development, but rather identify Nevada’s strengths to 
an outside audience and help to target in-state resources to further 
economic development in these areas. 
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3.1.7           The entire state is a focus of economic development – south, north, 
and the rurals. 


Amplify Relations is a Nevada corporation with a strong record of 
providing services statewide. Our principals are lifelong Nevadans who 


have a deep, comprehensive understanding of economic development 
throughout every region of our state. As a GOED Tier 2 business, we 
believe in the mission of GOED to develop, strengthen, and diversify the 


economies of each region in Nevada. Together, Amplify Relations and 
GOED will develop an online presence that resonates across Nevada. 


3.1.7.1               Each area has strengths that are communicated both by 
GOED and the designated Regional Development Authorities (RDAs) with 
the regions. 


As a Nevada business with clients across the state, Amplify 
Relations possess a unique and comprehensive understanding of 


the unique economic opportunities and challenges which exist in 
each region and county across the state of Nevada. We will work 
collaboratively with GOED, your stakeholders, and allied 


organizations to conduct additional research and further develop our 
understanding of the strengths which will make this campaign 


successful. 


3.1.7.2               Under the umbrella of GOED, economic development is a 
statewide, cohesive mission that involves private and public agencies and 


organizations from all levels – local, regional, and state. 


Amplify Relations has worked successfully with governmental and 


political clients in every region of Nevada, including the promotion of 
the Nevada State Treasurer’s Office’s Let’s Go to College: Nevada 
Saves campaign to promote college savings in Nevada.  


Beyond our excellent history of delivering strategic, tactical, and 


creative advertising and marketing campaigns, Amplify Relations 


believes we are an ideal partner for GOED based on our 
comprehensive understanding of the economic factors unique to 
each region and extensive relationships our team has formed with 


private and public agencies and organizations locally, regionally, and 
statewide. 
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3.1.8           Through GOED, there are incentives available to companies that 
wish to relocate to or expand their existing operation in Nevada. 


3.1.8.1               There are requirements on what types of business can 


qualify for these incentives such as primary job creation numbers, hourly 
wage, exporting, capital investment, etc. 


3.1.8.2               These requirements are identified in statute and are 


included in each company’s application to the GOED Board. 


3.1.8.3               It is important to note than any abatement received is only 


applicable to the new revenue generated by that company for the outlined 
time period of the abatement, even if the company already resides in 
Nevada; this again is outlined in statute. 


3.1.9           The Regional Development Authorities and GOED work with 


interested companies to see what incentives are applicable to their operation, 
should they be interested in applying. 


3.1.9.1               There is not a targeted marketing effort to promote 
incentives outside of individual conversations with an interested business 
by either an RDA or GOED. 


3.1.9.2               The GOED newsletter is the agency’s current way of 
promoting industries in our state. 


A.   The newsletter is drafted in-house by GOED and the design is 


laid out by the agency’s current marketing firm of record which will 
continue to be retained for various initiatives such as the letter and 
planned collateral development. 


B.   GOED sends out this newsletter by email and PDF every other 
month via its own database. 
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3.1.10        GOED is charged with promoting industries in our state and the Invest 
in Nevada message – at this point, GOED has gone through a website 
redevelopment, but would like to do this again as well as further development of 


our collateral arsenal. 


Amplify Relations believes we are an ideal partner for website 
redevelopment as well as helping to further develop your marketing 
collateral to better promote industries and the Invest in Nevada message. 


We believe there is significant opportunity for GOED to achieve stronger 
success through more effective marketing, and with our experience 


successfully marketing similar governmental efforts in Nevada, Utah and 
Arizona, we believe Amplify Relations will be your ideal partner to achieve 
GOED’s goals. 


3.1.10.1            The success of the marketing agency is dependent upon 
the speed and quality of the work that GOED requests to be completed. 


Amplify Relations is an award-winning advertising and public 


relations agency with extensive experience delivering each of the 
items in the scope of this project at a high quality, on-time and on-


budget. We have a record of successfully launching websites and 
marketing campaigns for government agencies on extremely short 


timelines. We are exceedingly confident Amplify Relations will be 
your ideal partner in delivering a successful marketing effort for 
GOED. 


3.1.10.2            The requests for the marketing agency are done on a 


case-by-case when it is determined what is needed for an upcoming event 


or meeting. 


Amplify Relations will work closely with your team to ensure new 
requests are identified and responded to as quickly as possible, as 


well as helping to keep your team well-informed about potential 
marketing opportunities we identify.  


Your Account Manager, Megan Bedera, will be accessible via phone, 


email, and in-person meetings on a frequent basis. She will keep our 
team at Amplify Relations consistently informed about your projects 


and will communicate their status to your team, while making them 
available for interaction with your team as often as is needed to 


achieve success. 
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3.1.10.3            GOED has a limited marketing budget so rather than 


spend money on things they do not have a need for, GOED sticks to 
creating collateral when it is needed. 


Amplify Relations agrees wholeheartedly with this sound approach 


and will work closely with your team to look for innovative and cost-
saving solutions to your collateral needs. At Amplify Relations, we 


have a long, successful track record delivering highly effective 
campaigns for government agencies with a wide range of budgets. 


3.1.10.4            GOED is looking to engage a southern Nevada marketing 


firm to make GOED’s marketing proactive rather than reactive. 


Amplify Relations is well-positioned to be your proactive marketing 


partner in Southern Nevada, based on our extensive and successful 
experience in the region. Our team is prepared to utilize the 


knowledge we have gained by working closely with clients 
throughout the region to assist GOED in identifying the unique 
marketing opportunities available across the state and in Southern 


Nevada and use our experience to execute this campaign 
accordingly. 


3.1.10.5            GOED is looking for ideas on what they could be doing 


better and solutions to help them achieve this. 


Amplify Relations offers bold and innovative solutions to our 


clients, and we are passionate about what we do. We know that every 
project is unique. Give us a chance to show you why we excel at 


developing campaigns that is unique to you! 


3.1.11        Direct marketing, email marketing, print advertising, etc. are currently 
second-tier in GOED’s marketing approach. 


Amplify Relations is prepared to provide direct mail, email marketing and 
print advertising as needed and requested by GOED. Amplify Relations has 


relationships with four of the nation’s largest trade printers, giving us 
unmatched printing capabilities and the capacity to place orders from 1 to 


1,000,000 pieces. When it comes to email marketing, direct marketing, and 
print advertising, we are unmatched in our ability to deliver.  Should GOED 
wish to move this marketing approach to first-tier, we can meet the office’s 


demands. 
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3.1.12        There are trade shows in which GOED has a presence, and the 


marketing materials for these trade shows are designed when needed, 
depending on the show and the message GOED is looking to pass onto 


attendees. 


3.1.12.1            To keep costs down, GOED will often try to partner with 
other Nevada representatives at these shows. 


3.1.12.2            GOED has started to develop trade show booths that can 


be ready for use, when needed, and easily transportable. 


A.   Currently, this is only available for one (1) industry which is 


health care; however, GOED would like to keep this development 
going for other industries as needed. 


 


3.2           DESIGN AND PRODUCTION SERVICES 


3.2.1           The contracted vendor(s) will be expected to have copywriting, 


graphic, photographic and video graphic services available to support GOED’s 
marketing programs. 


At Amplify Relations, we take great pride in the creative services that we 
offer.  We have a full, in-house creative service department, consisting of 
unmatched expertise in graphic design, cutting edge video production and 


editing, and dynamic, adaptable copywriting for many different contexts 
and audiences. We’re experts at producing media including graphic design, 
print, radio and television. With Amplify Relations, you don’t have to wait 


for freelancers or subcontractors; our creative department is a one-stop-
shop to help you stay on time and on budget by weaving our talents in with 


any need you may have. 


3.2.1.1               Proposing vendors should describe who would provide 
design and production services across media; and 


Amplify Relations staff will provide all design and production 


services for GOED.  


Our graphic designer Elizabeth Brass will provide our unmatched 


design services. A true believer in the power of design with a 
passion for work that is not just effective, but also beautiful. 


Elizabeth can redefine a campaign with a single stroke of a brush. 
Elizabeth is an expert in digital tools and layouts with Photoshop, 


Indesign, and Illustrator; however, that doesn’t mean she isn’t just as 
astute with oil paint, watercolor, and a sketch pad. Every day 
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Elizabeth shows the power of what you can do pairing traditional 


fundamentals with modern design tools. Elizabeth makes client’s 
most beautiful dreams come to life. 


Our web designers, Robby Schlesinger and Megan Bedera, will 


provide website design and maintenance for GOED. Together, Robby 
and Megan have more than 15 years of web development experience 


and will work with your staff to design and develop a website that 
meets your needs and goals as well as is user friendly and easy to 


maintain.  


Allisa Robertson will provide social media strategy and support. 
Allisa has managed social media profiles for several government 


programs and knows well how to craft content to promote 
engagement.  


3.2.1.2               Proposing vendors should be able to develop, articulate, 


and produce a singular, branded look and feel across different marketing 
media and should submit examples of branded looks across different 


media in their Technical Proposal and/or recommendations on a GOED-
branded look. 


Amplify Relations understands that a clear, concise brand is not only 


desirable from a client standpoint but also practical and integral for 
developing long term brand loyalty and recognition. Examples of 


brand integration can be found in Tab IX. 


 


3.3           WEBSITE DESIGN, MAINTENANCE, AND OPTIMIZATION  


3.3.1           GOED has gone through two (2) redesigns of its website, a major 


component of its strategy for lead development, as well as, the source of 
accountability for Nevada stakeholders, but is highly interested in a new website 
look and format that will ensure success stories are easily promoted, GOED’s 


Nevada story is easily told, and the website content is fresh, innovative, and 
interesting to a wide-variety of audiences. 


Amplify Relations agrees with your interest in developing a new website 
design to ensure success stories are more easily promoted. Our in-house 
digital team has the experience and creative approach GOED needs in a 


marketing partner. Amplify Relations will work closely and collaboratively 
with GOED and your organization’s stakeholders to deliver your ideal new 
website on-time and on-budget, as well as conduct ongoing maintenance 


and optimization. 
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3.3.1.1               Additional, ongoing website optimization and maintenance 


should be geared toward improvements and new ways to engage various 
audiences online. 


At Amplify Relations, we know that an outstanding, functional 


website that achieves your goals is an ongoing process.  


With successful experience developing similar websites for dozens 


of clients, Amplify Relations relentlessly pursues optimization 
through constant measurement and adjustment based on key 


performance indicators. Our team of experts has the experience to 
analyze metrics, investigate the best solutions, then make the 
needed changes to deliver the best results possible for your 


organization. 


Additionally, as digital natives who develop informational websites 


similar to yours throughout the year, Amplify Relations maintains a 
finger on the pulse of the latest innovations in reaching online 
audiences and the creativity to lead the way with innovative 


strategies. 


3.3.1.2               GOED is not interested in a status-quo website or 


stagnant content. 


Status quo is not a word in the Amplify Relations vocabulary. Since 
our founding in 2009, Amplify Relations has developed innovative 


website designs and consistently delivered fresh, compelling 
content for dozens of clients. 


3.3.2           GOED will require contracted vendors to perform technical services 


in both the redesign and maintenance of the website, including template changes 
and regular maintenance/requests as needed. 


Amplify Relations has the proven experience and record of success 
your organization needs to ensure your website is designed and 


maintained to deliver optimal performance. Additionally, our 
responsive team will be on-hand for each request, including template 


changes and regular maintenance, as the need is recognized. 
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3.3.2.1               Proposing vendors should be prepared to define their 


proficiencies in website creation, maintenance, and optimization, as well 
as, recommendations to GOED in their proposal. 


Amplify Relations’ team of website developers has an extensive 


history of developing compelling, successful informational websites 
for dozens of clients throughout our seven-year history. 


Our team strongly recommends using WordPress as the content 


management system (CMS) supporting your website. It is a mature, 


well-developed platform which excels in providing the structure and 
management your website will require for the best results. 
Collectively, Amplify Relations’ team has over 15 years of experience 


developing client websites utilizing WordPress. 


The Amplify Relations design process will begin with researching 


and selecting the ideal WordPress template to suit your needs from a 
vast collection of designs through our access to award-winning 
professionals. Our next step will be carefully tailoring your new 


template based on the unique qualities, challenges, interests, and 
opportunities of your organization. We consider this an ongoing 


process, in which our team will monitor key metrics and website 
usage to suggest the best ways we can maintain and optimize your 
website for ideal performance. 


Amplify Relations further recommends improving the user 


experience by presenting content in a way that is informative, 


accessible, and engaging. By delivering a dynamic user experience 
rather than relying on static pages filled with blocks of text, GOED 
can better communicate its brand and its message to businesses 


with potential for relocation to Nevada (see examples in Tab IX) . 
Additionally, optimizing the user experience for mobile users will 


maximize potential traffic and create new opportunities to link back 
to the GOED site through social media, email, and other avenues.  


3.3.3           GOED shall require ongoing maintenance and optimization. 


Amplify Relations has extensive experience delivering ongoing 
website maintenance and optimization. Our team is responsive to 


problems and delivers solutions quickly, while also being proactive 
in our efforts to optimize for the best results on a consistent basis. 
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3.3.3.1               Optimization will include Search Engine Optimization 


activities. 


From our founding in 2009, Amplify Relations has successfully 


delivered high-performing search engine optimization for dozens of 
clients who have seen immediate, positive, and enduring results. We 
are on the cutting edge of content development that encourages 


interaction, a key driver in search engine rankings. Our team of 
website developers and administrators has over ten years of 


combined experience successfully delivering ongoing search engine 
optimization. 


3.3.4           Proposing vendors should submit with each copy of their technical 
proposal examples of other websites they have created, either as screen shots, 


on flash drives, or via links. 


Websites developed along with three treatments that could enhance 
GOED’s current online presence are available in Tab IX. 


 


3.3.5           Media buying would be included in the budget, however, it is not 
something that GOED is looking to actively pursue at the current time given the 


limited marketing budget that GOED has; although, depending on the need that 
could change. 


Amplify Relations has worked with numerous brands for not only creative 
services but media placement of developed materials. Amplify Relations 


will work with GOED staff to identify opportunities for media buying to 
support the goals of the GOED programs.  


3.3.5.1               Search engine optimization for the website is included in 
that budget as well. 


Search engine optimization is a careful balance of content 


development that is sharable and maximizing those shares for high-
quality backlinks. Additionally, our team of web designers employ 


best practices with meta tag keywords and site descriptions to 
optimize a site’s search engine visibility and generate more traffic for 
our clients. 
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3.4           SOCIAL MEDIA SERVICES 


3.4.1            GOED currently has a social media presence, but would like to 


engage more in social media opportunities, and seeks a vendor(s) who is well-
versed and skilled in executing social media strategies. 


Amplify Relations knows that social media is the new frontier of marketing, 
and it is essential that your social media marketing strategy be focused on 
meeting goals. Amplify Relations has managed social media campaigns for 


public figures and government entities and has built social media 
campaigns for organizations of all sizes, all with the goal of amplifying 
conversation, growing brand awareness and driving website traffic.  


Amplify Relations believes the best strategy for organic page growth is by 
providing quality, shareable content. Every page and audience participates 
differently; however, we always strive to provide balanced content, 


including 33% of content as static graphic or text posts, 33% of content as 
informational links and 33% of content as interactive posts to promote 
engagement based on how consumers are currently utilizing Facebook, 


such as branded memes, videos, surveys or requests for interaction. 
 


3.4.1.1               Proposing vendors should demonstrate an ability to 
create a branded experience within social media activities; and 


Social media is the best platform to interact with potential consumers and 
to gain their attention and trust. Amplify Relations has focused on 


providing quality content in order to drive organic growth. Working with the 
client to identify messages aligned with their mission, we created a posting 


strategy to combine noteworthy news stories, quotes, picture memes and 
other pertinent updates with the goal of driving engagement and, in turn, 
new likes.   


 
3.4.1.2               Vendors should provide examples in their technical 


proposal of branded social media experiences prepared for other clients, 
either as static screen shots or, ideally, as links. 


Examples of Amplify Relations branded social media experiences 


can be found in Tab IX. 
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3.4.2           GOED requires and needs to have a presence in social media. 


3.4.2.1               GOED has one now, but it is more limited than they would 
like; however funding for this would limited. 


3.4.2.2               The social media strategy of GOED is both marketing and 


public relations focused. 


Amplify Relations will work with the Governor’s Office of Economic 
Development to establish goals and create content that is effective in 


meeting them. We found that we received the best results through a variety 
of types of posts, which engaged different types of supporters and didn't 


get lost in Facebook's news feed algorithms. Using a posting equation of 
33% program specific posts, 33% general college savings information and 
33% fun, interactive posts we have found that engagement has gone up 


drastically. 


3.4.3           Posting to social media sites is currently done in-house by GOED 
and would not be something the marketing firm would take over, but the firm 


could advise on postings and more effective use of the platforms. 


Amplify Relations will work with the Governor’s Office of Economic 
Development to assess current strategies and advise on ways to grow 


them.  
 
3.5           COLLATERAL DESIGN 


3.5.1           Contracted vendor(s) may be expected to copyright, illustrate, design 


and produce (including print and digital) color collateral to be used in telling 
Nevada’s story, initiatives, and successes. 


One of the many things that sets Amplify Relations apart is our in-house 
creative team. They are always available to produce dynamic content for 
any need, from dynamic content for social media and digital news releases, 
to producing rich media, including graphic design, print, radio, and 


television. 
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3.5.1.1               Based on design needs, contracted vendor(s) shall create 


a common, branded look and feel across a variety of collateral mediums; 
and 


Amplify Relations has worked with numerous government entities to 


develop and update brand standards, including logo development 
and overall branding. We know the importance of not just creating a 


brand but developing overall brand standards that will ensure a 
cohesive brand for years to come.  


3.5.1.2               Proposing vendors should submit examples of collateral 


they have designed as part of their technical proposal, as well as, possible 
recommendations for GOED-produced collateral. 


Examples of Amplify Relations collateral design can be found in Tab 


IX. 


 


3.6           MISCELLANEOUS 


3.6.1           The contracted vendor(s) will also be required to respond to 
miscellaneous market-driven and need-based projects, all under a tight deadline.  


Based on our experience, Amplify Relations is confident we will be a 
reliable, consistent partner for GOED on this project. Our team will 


be responsive to every request and timetable in an organized, timely 
manner. 


3.6.1.1               These may include small print design, ad production, 


swag production, and banner production, among other things. 


Amplify Relations is a full-service advertising agency, equipped to 


handle any and all of these requests. We have in-house create and a 
national network of printers capable of producing any item quickly.  
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3.7           GENERAL INFORMATION 


3.7.1           The marketing agency should be large enough that GOED is not 


expected to wait long for requests such as website updating, collateral design, 
quick turnaround, etc. 


Amplify Relations consists of ten full-time advertising and public relations 
professionals with over 45 years of combined experience. Our team works 
closely and collaboratively on every project.  


This enables Amplify Relations to excel in delivering award-winning work 
for our clients on-time and on-budget. It also enables our team to be highly 
responsive partners to our clients, with the ability to turn around small 
projects and updates within days of a request. 


Our main office is located in Reno; however, our staff is regularly in Las 
Vegas and will be available for periodic meetings statewide.  


As your partner in the important work GOED does for the state of Nevada, 
Amplify Relations will be reliable and consistent in our ability to prevent 


your team from waiting on ours. 


3.7.1.1               GOED’s staff size is relatively small and the agency is still 


new, so marketing projects can often come up quickly and unexpectedly.  


Amplify Relations understands the challenges and opportunities of 
working with small and new staffs. Amplify Relations has also 


worked successfully with numerous government and corporate 
clients with marketing staffs as small as two, while having similar 
budgets and scopes of work to GOED’s. 


1.7.1.2               As such, the marketing firm should be able to respond 
accordingly to GOED’s requests and timetable. 


Amplify Relations will be a reliable, consistent partner for GOED on 


this project. Our team will be responsive to every request and 
timetable in an organized, timely manner. 
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3.7.2           Companies that are approved by the GOED Board for incentives are 
reported to the Nevada Legislature on an annual basis. 


Amplify Relations is no stranger to Carson City and the 
Nevada    Legislature. Our staff has presented campaign proposals 


and updates to the Nevada Legislature as well as various state 
boards and commissions.  


3.7.2.1               Depending on the company, there may be ways to feature 


that company on one (1) of the industry pages on the GOED website, 
newsletter, or printed collateral material; however, we are not using 


companies for promotional efforts at this time outside of those three (3) 
options. 


Amplify Relations is able to provide public relations services and 


marketing support if GOED is to require support for promotional 
efforts in the future.  


3.7.2.2               Our marketing strategy does not include ad buys or 


promotional purchases, GOED does not think those tactics would yield a 
reasonable Return on Investment in recruiting businesses to Nevada. 


Due to the business-to-government nature of this campaign and the 
limited budget related to the size of the target markets, Amplify 


Relations feels that purchased media can be used effectively as part 
of any campaign and can provide advertising buying services if 
GOED should require that service. 


3.7.3           GOED does have photos from their events ad stock images. 


In addition to images provided by GOED, Amplify Relations has an 
in-house creative team to provide custom graphics and access to 
state of the art camera equipment to capture the moments that truly 


matter.   We are ready and willing to participate in GOED events to 
continue to develop the pool of GOED stock photography. 
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3.7.3.1               GOED is not currently utilizing video or event footage in 


any of their marketing efforts, but video development is a goal for the 
website and other uses. 


Amplify Relations is fully prepared to provide video or event footage 


as required by GOED. In today’s increasingly visual world, having a 
rich media component is key for visibility, recognition, and reaching 


the desired market. Amplify Relations has a full complement of 
production equipment, including lighting, video and audio recording 


equipment. We also have a custom sound studio which allows us to 
make voice recordings in minutes, while also having access to a 
2,000 square foot production studio space with 12-ft ceilings; five 


separate studio bays, four fully dressed sets. 


3.7.3.2               GOED does have a GOED logo that is being used, but 


would like to explore updating this logo. 


Amplify Relations will include multiple sample logo treatments in Tab 
IX to illustrate how we approach creative design. These are only to 


serve as an example. If GOED would like to do a logo update, we will 
work with your staff to identify your goals and provide design 


concepts to match.  


3.7.4           GOED currently has a marketing firm based in northern Nevada. 


Amplify Relations' main office is also located in northern Nevada, allowing 
for fluid collaboration with GOED's existing firm. 


3.7.4.1               However, the firm will likely remain in charge of the 


initiatives that have already been developed with them such as the 


newsletter, some collateral, and some trade show productions. 


We will work tirelessly with the current GOED firm to ensure that 
initiatives already developed (and those in current development) are 
included in the website and online media as requested by GOED. 
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3.7.5           The new southern Nevada firm would be charged with website 


   development/maintenance as well as the new branding of the agency (logo, 
colors), its targeted industries, and the potential marketing services for GOED- 


supported initiatives such as WaterStart, the Nevada Institute of Autonomous 
Systems, and the Nevada Center for Advanced Mobility. 
 


Amplify Relations has decades of experience building community focused 
campaigns.  This includes interacting with the target audience one-on- one 


or working with the media to develop human-interest news stories through 
earned media.  No matter the task, Amplify Relations will work with GOED 
to develop and maintain a website, understand the target audience, and 


work with all GOED-supported initiatives. 
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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: Amplify Relations Inc. 


Ownership (sole proprietor, 
partnership, etc.): 


Corporation 


State of incorporation: Nevada 


Date of incorporation: July 29, 2013 


# of years in business: 7 years, 6 months 
(incorporated 2 years, 11 
months) 


List of top officers: Bryan Bedera & Megan 


Bedera 


Location of company headquarters: 140 Washington St. #150, 
Reno, NV 89503 


Location(s) of the company offices: 140 Washington St. #150, 


Reno, NV 89503 


Location(s) of the office that will 
provide the services described in this 


RFP: 


140 Washington St. #150, 
Reno, NV 89503 


Number of employees locally with the 
expertise to support the requirements 
identified in this RFP: 


10 


Number of employees nationally with 
the expertise to support the 
requirements in this RFP: 


All employees are local 


Location(s) from which employees 


will be assigned for this project: 


140 Washington St. #150, 


Reno, NV 89503 


 
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. 
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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://nvsos.gov. 
 


Question Response 


Nevada Business License 


Number: 


NV20131451918 


Legal Entity Name: Amplify Relations Inc. 


 
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 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. 
 


 
 


 
 
 


 
 


 
 



http://nvsos.gov/
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Question Response 


Name of State agency: Nevada State Treasurer’s 


Office 


State agency contact 
name: 


Troy Watts 


Dates when services were 
performed: 


June 2015-Present 


Type of duties performed:  Agency of record 


 Branding & Creative 
Design 


 Website Design & 
Maintenance 


 Television & Radio 
Production 


 Collateral & Promo Item 
Production 


 Public Relations 


 Media Buying 


Total dollar value of the 


contract: 


$800,000 


 
Question Response 


Name of State agency: Nevada State Treasurer’s 
Office 


State agency contact 


name: 


Troy Watts 


Dates when services were 
performed: 


April 2015-June2015 


Type of duties performed:  Unify Facebook 


Presence 


 Create weekly content 
for Facebook 


 Develop a strategy for 
Facebook page growth 


 Execute contests and 
promotions as directed 


by STO 


Total dollar value of the 
contract: 


$15,000 
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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. 


 


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: 


 


Parties involved:  


Description of the contract 
failure, contract breach, or 


litigation, including the 
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Question Response 


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:  


 
4.1.8 Vendors must review the insurance requirements specified in 


Attachment E, Insurance Schedule for RFP 2109.  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 2109. 
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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. 


 
Company Background  
 


Amplify Relations was formed in 2009, incorporated in 2013, as a premier 
advertising and public relations firm in Reno, Nevada. Amplify Relations has a 


local team of ten advertising and public relations professionals to help meet the 
needs of our expanding client base. We have managed dozens of state and local 
advertising campaigns, administered public and government relations for several 


business organizations, and implemented a nation-wide public relations 
campaign for the Davidson Institute for Talent Development. We have worked 


across Nevada and in several other western states.    
 
All officers of the firm are native Nevadans who have more than 45 years of 


combined experience in public relations, lobbying, government affairs, political 
campaign management, and advertising.  


 
We have successfully provided similar services for clients, including the Nevada 
State Treasurer’s Office, Salt Lake County, Utah and Maricopa County, Arizona, 


making us an ideal partner to provide marketing services for the Governor’s 
Office of Economic Development.   


 
Why we are qualified to provide services as requested in this RFP 
 


Amplify Relations is qualified to provide services for this contract for the 
following reasons. 


 Extensive public relations experience communicating directly with 
business owners through our work with Keystone Corporation and other 
business associations which we support or manage 


 Specialists at strategic communications designed to deliver a specific 
message to a target audience. 


 A full service advertising agency that focuses on utilizing traditional and 
new media to target specific audiences and individuals 


 Public relations experts who specialize in business communications. 


 Experience in forming and managing public-private partnerships. 


 Strong relationships with political and business reporters across the state. 
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Amplify Relations has worked for numerous public relations and advertising 


clients that require support similar to this campaign, including the following: 
 


 The Davidson Institute for Talent Development 


 Keystone Corporation 


 Salt Lake County, Utah 


 Maricopa County, Arizona 


 Nevada State Treasurer’s Office 


 US Senator Dean Heller 


 US Congressman Mark Amodei 


 US Congressman Joe Heck 


 Governor Brian Sandoval 


 Lt. Governor Mark Hutchinson 


 Nevada Attorney General Adam Laxalt 


 Regional Transportation Commission of Washoe County 


 State Senator Michael Roberson (Majority Leader) 


 State Senator Ben Kieckhefer (Chairman of Senate Finance) 


 State Senator Becky Harris (Chairwoman of Senate Education) 


 State Senator Greg Brower (Chairman of Senate Judiciary) 


 Assemblyman Randy Kirner (Chairman of Assembly Commerce and Labor)  


 Assemblyman Wes Duncan 


 Assemblyman John Hambrick (Speaker of the Assembly) 


 Assemblyman Pat Hickey 


 Washoe County Sherriff Chuck Allen 


 Washoe County Commissioner Marsha Berkbigler 


 Sparks City Councilwoman Charlene Bybee 


 Lyon County Commissioner Ken Gray 


 Lyon County Commissioner Bob Hastings 


 Lyon County Commissioner Greg Hunewell 


 Douglas County Sherriff Ron Pierini 


 Washoe County District Court Judge Lynne Simons 


 Americans for Prosperity  


 Nevada Firearms Coalition 


 Northern Nevada Network 


 Sunshine Health Freedom Foundation 


 Washoe Dispensary LLC 
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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. 


 
Amplify Relations has been providing marketing services 
since 2009.  


 
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  


025827018 
4.1.11.2 Federal Tax Identification Number 


46-3291686 
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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. 
   


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). 


 
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. 
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4.2.1.4 Provide the same information for any proposed 


subcontractors as requested in Section 4.1, Vendor 
Information. 


 
4.2.1.5 Business references as specified in Section 4.3, 


Business References must be provided for any 


proposed subcontractors. 
 


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. 


 
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. 
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4.3 BUSINESS REFERENCES 


 
4.3.1  Vendors should provide a minimum of three (3) business 


references from similar projects performed for private, state and/or 
large local government clients within the last ten (10) years. 


 


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 


Company Name: Amplify Relations 


Identify role company will have for this RFP project 


(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 


Project Name: “Let's Go to College: Nevada Saves" 


Campaign 
Primary Contact Information 


Name: Grant Hewitt 


Street Address: 101 N Carson St. #4 


City, State, Zip: Carson City, NV 89701 


Phone, including area code: 775-684-5757 


Facsimile, including area code: 775-684-5781 


Email address: ghewitt@NevadaTreasurer.gov 
Alternate Contact Information 


Name: Troy Watts 


Street Address: 555 E. Washington Ave., Ste 4600 


City, State, Zip: Las Vegas, NV 89101 


Phone, including area code: 702-486-5101 


Facsimile, including area code: 775-684-5781 


Email address: tgwatts@NevadaTreasurer.gov 
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: 


Amplify Relations has been retained 
by the Nevada State Treasurer's Office 


to provide creative and public 
relations to promote college savings 
in Nevada. Amplify Relations used 


cutting-edge technology to design and 
bring to life an animated mascot for 
college savings. 


Original Project/Contract Start Date: July 2015 


Original Project/Contract End Date: Ongoing 


Original Project/Contract Value: $800,000 


Final Project/Contract Date: On going 


Was project/contract completed in time 
originally allotted, and if not, why not? 


This project is ongoing. To date, all 
deliverables have been completed on 


time. 


Was project/contract completed within or 
under the original budget/ cost proposal, 
and if not, why not? 


This project is ongoing. To date, all 
deliverables have been completed on 
budget. 
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Reference #: 2 


Company Name: Amplify Relations 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 


Project Name: Marsha Berkbigler for Commission 1/ 
Marsha Berkbigler for Reno Mayor 


Primary Contact Information 


Name: Marsha Berkbigler 


Street Address: 401 Ryland St. 


City, State, Zip: Reno, NV 89501 


Phone, including area code: 775-843-0150 


Facsimile, including area code:  


Email address: mlberkbigler@charter.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: 


Agency of record contract in 
branding public relations and 


advertising. 
 
The Reno Mayor Campaign won a 2011 


Pollie Award in "Best Political Sign" 


Original Project/Contract Start Date: September 2010 


Original Project/Contract End Date: Ongoing 


Original Project/Contract Value: $263,00 


Final Project/Contract Date: Ongoing 


Was project/contract completed in time 
originally allotted, and if not, why not? 


This project is ongoing. To date, all 
deliverables have been completed on 


time.  


Was project/contract completed within or 
under the original budget/ cost proposal, 


and if not, why not? 


This project is ongoing. To date, all 
deliverables have been completed on 


budget. 


 


Reference #: 3 
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Company Name: Amplify Relations 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 


Project Name: Becky Harris for Nevada Senate 
Primary Contact Information 


Name: Becky Harris 


Street Address: PO Box 401146 


City, State, Zip: Las Vegas, NV 89140 


Phone, including area code: 702-324-0404 


Facsimile, including area code:  


Email address: Becky@BeckyHarrisNV.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: 


Amplify Relations provides social 


media and online outreach strategies 
and execution. 


Original Project/Contract Start Date: February 2015 


Original Project/Contract End Date: Ongoing 


Original Project/Contract Value: $72,000 


Final Project/Contract Date: On going 


Was project/contract completed in time 


originally allotted, and if not, why not? 


This project is ongoing. To date, all 


deliverables have been completed on 
time. 


Was project/contract completed within or 


under the original budget/ cost proposal, 
and if not, why not? 


This project is ongoing. To date, all 


deliverables have been completed on 
budget. 
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Reference #: 4 


Company Name: Amplify Relations 


Identify role company will have for this RFP project 


(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 


Project Name: Community Preservation Outreach 


Campaign 
Primary Contact Information 


Name: Alyson Heyren 


Street Address: 2001 South State Street, Suite N2-100 


City, State, Zip: Salt Lake City, Utah, 84114 


Phone, including area code: 385-468-7027 


Facsimile, including area code:  


Email address: aheyrend@slco.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: 


Amplify Relations provided creative 
design and printing services as well as 
coordination and management of 


several town hall events.  


Original Project/Contract Start Date: July 2015 


Original Project/Contract End Date: October 2015 


Original Project/Contract Value: $53,000 


Final Project/Contract Date: October 2015 


Was project/contract completed in time 


originally allotted, and if not, why not? 


The project was completed on time.  


Was project/contract completed within or 
under the original budget/ cost proposal, 


and if not, why not? 


The project was completed on 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.   
 


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. 


 


 
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. 
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PROPOSED STAFF RESUME FOR RFP 2109 


A resume must be completed for all proposed prime contractor staff and proposed 
subcontractor staff. 


 
Company Name Submitting Proposal: Amplify Relations 


 
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 Bedera 


Key 


Personnel: 
(Yes/No) 


Y 


Individual’s 


Title: 
Chief Operations Officer 


# of Years in Classification: 11 # of Years with Firm: 7 


 
BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 


Information should include a brief summary of the proposed individual’s professional 


experience. 


 
Megan Bedera brings more than 10 years of advertising, communications and 


management experience to the table.  Her experience includes delivering measurable 
results for governmental clients from national organizations to regional public 
agencies. She will be responsible for managing quality control and document control. 


 
RELEVANT 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: 


Client Name: 
Client Contact Name: 
Client Location, Phone Number, Email: 


Role in Contract/Project: 
Details and Duration of Contract/Project: 


July 2015 to Present 


Nevada State Treasurer's Office 
Grant Hewitt 
Carson City, Nevada, 775-684-5757, 


ghewitt@NevadaTreasurer.gov 
Account Executive 


 Maintain client relationship 
 Manage project 
 Coordinate Amplify and Client staff 


  



mailto:ghewitt@NevadaTreasurer.gov
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Timeframe: 


Client Name: 
Client Contact Name: 


Client Location, Phone Number, Email: 
Role in Contract/Project: 
Details and Duration of Contract/Project: 


February 2013 to Present 


Nevada Firearms Coalition 
Don Turner, President or Randy Mackie, 


Vice President 
5575 Simmons Street, Suite 1-176 
North Las Vegas, Nevada 89031, 702-373-


5935 
don@nvfac.org, randy@nvfac.org  


Account Executive 
 Provide ongoing consulting on 


government affairs and lobbying 


 Direct branding and outreach for 
two political action committees 


 Oversee social media growth and 
advertising campaign 


 
EDUCATION 


Information required should include: institution name, city, state,  
degree and/or Achievement and date completed/received. 


 


The George Washington University, Washington, District of Columbia, Master of 
Professional Studies, Strategic Public Relations, 2012 
 


University of Nevada, Reno, Reno, Nevada, Bachelor of Arts in Political Science and 
Communications, 2010  


 
CERTIFICATIONS 


Information required should include: type of certification and date completed/received. 


 


None 
 


REFERENCES 


A minimum of three (3) references are required, including name, title, organization, 


phone number, fax number and email address.   


 


 Grant Hewitt, Chief of Staff, Nevada State Treasurer’s Office, 775-684-5757, 


GHewitt@NevadaTreasurer.gov 


 Don Turner, President, Nevada Firearms Coalition, 702-232-2654, 


Don@NVFAC.org 


 Becky Harris, Nevada State Senator, 702-324-0404, Becky@BeckyHarrisNV.com  


 
 
  



mailto:don@nvfac.org

mailto:randy@nvfac.org

mailto:GHewitt@NevadaTreasurer.gov

mailto:Don@NVFAC.org

mailto:Becky@BeckyHarrisNV.com
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PROPOSED STAFF RESUME FOR RFP 2109 


A resume must be completed for all proposed prime contractor staff and proposed 
subcontractor staff. 


 
Company Name Submitting Proposal: Amplify Relations 


 
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: Allisa Robertson 


Key 


Personnel: 
(Yes/No) 


Y 


Individual’s 


Title: 
Account Executive 


# of Years in Classification: 5 # of Years with Firm: 2 


 
BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 


Information should include a brief summary of the proposed individual’s professional 


experience. 


 
Allisa Robertson has six years’ experience in writing, editing, administrative 


background and communications skills. She is responsible for implementing day-to-day 
public relations activities for clients, developing social media and digital marketing 
content and evaluation. 


 
RELEVANT 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: 


Client Name: 
Client Contact Name: 
Client Location, Phone Number, Email: 


Role in Contract/Project: 
Details and Duration of Contract/Project: 


07/2015-Present 


Nevada State Treasurer's Office 
Grant Hewitt 
(775) 684-5757 


ghewitt@NevadaTreasurer.gov 
Account Coordinator 


 Maintain client relationship 
 Manage project 
 Coordinate Amplify and Client staff 


 
  



mailto:ghewitt@NevadaTreasurer.gov
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Timeframe: 


Client Name: 
Client Contact Name: 


Client Location, Phone Number, Email: 
Role in Contract/Project: 
Details and Duration of Contract/Project: 


2012-Present 


Marsha Berkbigler for County Commission 
1 


Marsha Berkbigler 
2090 Allen Street 
Reno, NV 89509 


775-843-0150, mlberkbigler@charter.net  
Account Executive 


 Document control 
 Client communication 


 


Timeframe: 
Client Name: 


Client Contact Name: 
Client Location, Phone Number, Email: 
Role in Contract/Project: 


Details and Duration of Contract/Project: 


2/2015-Present 
Becky Harris for Nevada State Senate 


Becky Harris 
Las Vegas, Nevada, 702-324-0404,  
Becky@beckyharrisnv.com 


Account Executive 


 Social media manage 


 Online strategy development and 
execution 


 
EDUCATION 


Information required should include: institution name, city, state,  
degree and/or Achievement and date completed/received. 


 


University of Nevada, Reno, Reno, Nevada, Bachelor of Arts in Political Science and 
Communications, 2014 


 
CERTIFICATIONS 


Information required should include: type of certification and date completed/received. 


 


None 
 


REFERENCES 


A minimum of three (3) references are required, including name, title, organization, 


phone number, fax number and email address.   


 


 Monte Miller, CEO, KeyState Companies, 702-598-3738, mmiller@key-state.com  


 Marsha Berkbigler, Washoe County Commissioner, 775-843-0150, 
mlberkbigler@charter.net  


 Becky Harris, Nevada State Senator, 702-324-0404, Becky@BeckyHarrisNV.com  
 


 



mailto:mlberkbigler@charter.net

mailto:Becky@beckyharrisnv.com

mailto:mmiller@key-state.com
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PROPOSED STAFF RESUME FOR RFP 2109 


A resume must be completed for all proposed prime contractor staff and proposed 
subcontractor staff. 


 
Company Name Submitting Proposal: Amplify Relations 


 
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: Bryan Bedera 


Key 


Personnel: 
(Yes/No) 


N 


Individual’s 


Title: 
Chief Executive Officer 


# of Years in Classification: 10 # of Years with Firm: 7 


 
BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 


Information should include a brief summary of the proposed individual’s professional 


experience. 


 
Bryan Bedera has 10 years of experience in advertising creative and design as well as 


providing purchasing support for numerous high-budget campaigns. He is able to 
execute innovative and successful strategies for public relations and advertising 
campaigns. 


 
RELEVANT 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: 


Client Name: 
Client Contact Name: 
Client Location, Phone Number, Email: 


Role in Contract/Project: 
Details and Duration of Contract/Project: 


12/2015-Present 


Maricopa County Department of Public 
Health, STD Awareness & Testing Program 
Tom Mickey, Program Director 


602-372-2849 
tommickey@mail.maricopa.gov 


Agency President and Media Buying 
 Provided Media Planning 
 Strategic Marketing and media 


planning support 
 Contract management 



mailto:ghewitt@NevadaTreasurer.gov

mailto:ghewitt@NevadaTreasurer.gov
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Timeframe: 


Client Name: 
Client Contact Name: 


Client Location, Phone Number, Email: 
Role in Contract/Project: 
Details and Duration of Contract/Project: 


07/2015-Present 


Nevada State Treasurer's Office 
Grant Hewitt 


Carson City, Nevada, 775-684-5757, 
ghewitt@NevadaTreasurer.gov 
Agency President and Media Buying 


 Provided Media Planning 
 Strategic Marketing and media 


planning support 
 Contract management 


Timeframe: 


Client Name: 
Client Contact Name: 


Client Location, Phone Number, Email: 
Role in Contract/Project: 
Details and Duration of Contract/Project: 


07/2015-10/2015 


Salt Lake County, Utah  
Community Preservation Outreach 


Campaign 
Alyson Heyren 
Salt Lake City, Utah, 385-468-7027 


aheyrend@slco.org 
Agency President and Media Buyer 


 Provided Media Planning 
 Strategic Marketing and media 


planning support 


 Contract management 


 
EDUCATION 


Information required should include: institution name, city, state,  
degree and/or Achievement and date completed/received. 


 
University of Nevada, Reno, Reno, Nevada, Studied Political Science, 2010 


 
CERTIFICATIONS 


Information required should include: type of certification and date completed/received. 


 


None 
 


REFERENCES 


A minimum of three (3) references are required, including name, title, organization, 
phone number, fax number and email address.   


 


 Monte Miller, CEO, KeyState Companies, 702-598-3738, mmiller@key-state.com  


 Alyson Heyren, Communications Director, Salt Lake County, Utah, 385-468-7027, 
aheyrend@slco.org  


 Grant Hewitt, Chief of Staff, Nevada State Treasurer’s Office, 775-684-5757, 
GHewitt@NevadaTreasurer.gov  



mailto:ghewitt@NevadaTreasurer.gov

mailto:ghewitt@NevadaTreasurer.gov

mailto:ghewitt@NevadaTreasurer.gov

mailto:ghewitt@NevadaTreasurer.gov

mailto:ghewitt@NevadaTreasurer.gov

mailto:mmiller@key-state.com

mailto:aheyrend@slco.org

mailto:GHewitt@NevadaTreasurer.gov
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PROPOSED STAFF RESUME FOR RFP 2109 


A resume must be completed for all proposed prime contractor staff and proposed 
subcontractor staff. 


 
Company Name Submitting Proposal: Amplify Relations 


 
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: Bryce Keil 


Key 


Personnel: 
(Yes/No) 


N 


Individual’s 


Title: 
Creative Director 


# 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. 


 
Bryce Keil has 7 years of creative and advertising experience through researching, 


developing and implementing strategic creative campaigns for clients and non-profit 
organizations. He specializes in audio, video and visual design. He is responsible for 
leading our creative team. 


 
RELEVANT 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: 


Client Name: 
Client Contact Name: 
Client Location, Phone Number, Email: 


Role in Contract/Project: 
Details and Duration of Contract/Project: 


07/2015-Present 


Nevada State Treasurer's Office 
Grant Hewitt 
Carson City, Nevada, 775-684-5757, 


ghewitt@NevadaTreasurer.gov 
Creative Director: 


 Working with designers, artists, 
copywriters, sales teams and 
marketers to create a vision for 


products created 
 Planning advertising ideas 



mailto:ghewitt@NevadaTreasurer.gov
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Timeframe: 


Client Name: 
Client Contact Name: 


Client Location, Phone Number, Email: 
Role in Contract/Project: 
Details and Duration of Contract/Project: 


12/2015-Present 


Maricopa County Department of Public 
Health, STD Awareness & Testing Program 


Tom Mickey, Program Director 
Phoenix, Arizona, 602-372-2849 
tommickey@mail.maricopa.gov 


Creative Director: 
 Working with designers, artists, 


copywriters, sales teams and 
marketers to create a vision for 
products created 


 Planning advertising ideas 
 Oversee creative process by giving 


guidance to creative team  


Timeframe: 
Client Name: 


Client Contact Name: 
Client Location, Phone Number, Email: 


Role in Contract/Project: 
Details and Duration of Contract/Project: 


2015-Present 
Nevada Firearms Coalition 


Don Turner, President or Randy Mackie, 
Vice President 


5575 Simmons Street, Suite 1-176 
North Las Vegas, Nevada 89031 
702-373-5935, don@nvfac.org, 


randy@nvfac.org 
Creative Director: 


 Working with designers, artists, 
copywriters, sales teams and 
marketers to create a vision for 


products created 
 Planning advertising ideas 


 Oversee creative process by giving 
guidance to creative team  


 
EDUCATION 


Information required should include: institution name, city, state,  
degree and/or Achievement and date completed/received. 


 


The American Musical and Dramatic Academy, New York, New York, Trained in Acting 
for Film, Television, and Stage 
 


CERTIFICATIONS 


Information required should include: type of certification and date completed/received. 


 
None 


 



mailto:randy@nvfac.org





Amplify Relations  
RFP: 2109 Marketing Services 53 


 


 


Printed on 100% recycled paper. 


 
  


REFERENCES 


A minimum of three (3) references are required, including name, title, organization, 


phone number, fax number and email address.   


 


 Grant Hewitt, Chief of Staff, Nevada State Treasurer’s Office, 775-684-5757, 


GHewitt@NevadaTreasurer.gov 


 Don Turner, President, Nevada Firearms Coalition, 702-232-2654, 


Don@NVFAC.org 


 Tom Mickey, Program Director, Maricopa County, Arizona, 602-372-2849, 


tommickey@mail.maricopa.gov  
 
 
  



mailto:GHewitt@NevadaTreasurer.gov

mailto:Don@NVFAC.org
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PROPOSED STAFF RESUME FOR RFP 2109 


A resume must be completed for all proposed prime contractor staff and proposed 
subcontractor staff. 


 
Company Name Submitting Proposal: Amplify Relations 


 
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: Elizabeth Brass 


Key 


Personnel: 
(Yes/No) 


Y 


Individual’s 


Title: 
Graphic Designer 


# of Years in Classification: 5 # of Years with Firm: 1 


 
BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 


Information should include a brief summary of the proposed individual’s professional 


experience. 


 
Elizabeth brings a creative eye and a passion for art to all of her projects. In addition to 


being fully versed in Adobe Photoshop, Illustrator and InDesign, she will also use a 
pencil and sketchpad to make each project unique. 
 


RELEVANT 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: 
Client Name: 


Client Contact Name: 
Client Location, Phone Number, Email: 
Role in Contract/Project: 


Details and Duration of Contract/Project: 


07/2015 to present, 
Nevada State Treasurer's Office,   


Grant Hewitt 
Carson City, Nevada, 775-684-5757 
ghewitt@NevadaTreasurer.gov 


Graphic Designer 
 Concept and design for all print 


media 
 Design for digital media 
 Developed and implemented brand 


standards 
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Timeframe: 


Client Name: 
Client Contact Name: 


Client Location, Phone Number, Email: 
Role in Contract/Project: 
Details and Duration of Contract/Project: 


2015 to present,  


Nevada Firearms Coalition 
Don Turner, President or Randy Mackie, 


Vice President 
5575 Simmons Street, Suite 1-176 
North Las Vegas, Nevada 89031 


702-373-5935, don@nvfac.org, 
randy@nvfac.org  


Graphic Designer 
 Concept and design for print media 
 Digital media design 


Timeframe: 
Client Name: 


Client Contact Name: 
Client Location, Phone Number, Email: 
Role in Contract/Project: 


Details and Duration of Contract/Project: 


12/2015-Present 
Maricopa County Department of Public 


Health, STD Awareness & Testing Program 
Tom Mickey, Program Director 
Phoenix, Arizona, 602-372-2849, 


tommickey@mail.maricopa.gov 
Graphic Designer  


 Concept and design for print media 
 Digital media design 


 
EDUCATION 


Information required should include: institution name, city, state,  
degree and/or Achievement and date completed/received. 


 


Truckee Meadows Community College, Reno, Nevada, Associate of Applied Sciences, 
Graphic Communications, 2015 
 


CERTIFICATIONS 


Information required should include: type of certification and date completed/received. 


 
None 


 
REFERENCES 


A minimum of three (3) references are required, including name, title, organization, 


phone number, fax number and email address.   


 


 Grant Hewitt, Chief of Staff, Nevada State Treasurer’s Office, 775-684-5757, 


GHewitt@NevadaTreasurer.gov 


 Don Turner, President, Nevada Firearms Coalition, 702-232-2654, 
Don@NVFAC.org 


 Tom Mickey, Program Director, Maricopa County, Arizona, 602-372-2849, 
tommickey@mail.maricopa.gov   



mailto:GHewitt@NevadaTreasurer.gov

mailto:Don@NVFAC.org

mailto:tommickey@mail.maricopa.gov
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PROPOSED STAFF RESUME FOR RFP 2109 


A resume must be completed for all proposed prime contractor staff and proposed 
subcontractor staff. 


 
Company Name Submitting Proposal: Amplify Relations 


 
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 Schlesinger 


Key 


Personnel: 
(Yes/No) 


N 


Individual’s 


Title: 
Copywriter 


# of Years in Classification: 10 # of Years with Firm: 3 mo 


 
BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 


Information should include a brief summary of the proposed individual’s professional 


experience. 


 
Robby has 10 years of writing and communications experience. He published his first 


novel prior to graduating high school, and has since written for a variety of audiences 
both professionally and personally. 
 


RELEVANT 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: 
Client Name: 


Client Contact Name: 
Client Location, Phone Number, Email: 
Role in Contract/Project: 


Details and Duration of Contract/Project: 


04/2016-Present 
Davidson Institute for Talent Development 


Tacie Moessner, Program Manager 
Reno, Nevada, 775-852-3483, 
tmoessner@davidsongifted.org 


Copywriter: 
 Develop original copy for print and 


digital distribution 
 Edit existing copy and make 


recommendations 


 Contribute creative concepts to 
ongoing and potential campaigns 
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Timeframe: 


Client Name: 
Client Contact Name: 


Client Location, Phone Number, Email: 
Role in Contract/Project: 
Details and Duration of Contract/Project: 


04/2016-Present 


Nevada State Treasurer's Office,   
Grant Hewitt 


Carson City, Nevada, 775-684-5757 
ghewitt@NevadaTreasurer.gov 
Copywriter: 


 Develop original copy for print and 
digital distribution 


 Edit existing copy and make 
recommendations 


 Contribute creative concepts to 


ongoing and potential campaign 


Timeframe: 


Client Name: 
Client Contact Name: 
Client Address, Phone Number, Email: 


Role in Contract/Project: 
Details and Duration of Contract/Project: 


2014-2015 


Avenue Pacific 
Los Angeles, California 
Marketing Associate 


 Write ads to recruiter specifications 
 Maintain database and recommend 


improvements 
 Generate original content for social 


media and measure reach 


 
EDUCATION 


Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 


 
University of Nevada, Reno, Reno, Nevada, Bachelor of Arts in Linguistics, 2013  
 


CERTIFICATIONS 


Information required should include: type of certification and date completed/received. 


 
None 


 
REFERENCES 


A minimum of three (3) references are required, including name, title, organization, 


phone number, fax number and email address.   


 


 Grant Hewitt, Chief of Staff, Nevada State Treasurer’s Office, 775-684-5757, 


GHewitt@NevadaTreasurer.gov 


 Don Turner, President, Nevada Firearms Coalition, 702-232-2654, 
Don@NVFAC.org 


 Tacie Moessner, Davidson Fellows Program Manager, Davidson Institute for 
Talent Development, 775-852-3483, tmoessner@davidsongifted.org  



mailto:GHewitt@NevadaTreasurer.gov

mailto:Don@NVFAC.org

mailto:tmoessner@davidsongifted.org
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PROPOSED STAFF RESUME FOR RFP 2109 


A resume must be completed for all proposed prime contractor staff and proposed 
subcontractor staff. 


 
Company Name Submitting Proposal: Amplify Relations 


 
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: Trinda Freese 


Key 


Personnel: 
(Yes/No) 


N 


Individual’s 


Title: 
Copywriter 


# of Years in Classification: 4 mo # of Years with Firm: 4 mo 


 
BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 


Information should include a brief summary of the proposed individual’s professional 


experience. 


 
Trinda Freese has just under a year of experience in administration, writing and editing. 


She will be responsible for administrative support. 
 


RELEVANT 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: 


Client Name: 
Client Contact Name: 


Client Address, Phone Number, Email: 
Role in Contract/Project: 
Details and Duration of Contract/Project: 


04/2016-Present 


Amplify Relations 
Megan Bedera 


Reno, Nevada, 775-453-0618, 
Megan@AmplifyRelations.com 
Staff Assistant 


 Oversees daily office tasks 
 Curates and creates content for 


social media pages 
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EDUCATION 


Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 


 
University of Nevada, Reno, Reno, Nevada, Bachelor of Arts in English, 2016  


 
CERTIFICATIONS 


Information required should include: type of certification and date completed/received. 


 


None 
 


REFERENCES 


A minimum of three (3) references are required, including name, title, organization, 
phone number, fax number and email address.   


  


 Charlyn Van Slyke, Former Director of Family Ministries at Elko First Presbyterian 


Church, 775-934-3593 


 Kendra Foster, Treasurer, SAI Eta Omicron, 775-450-7665 


 Elizabeth Wiseman, Volunteer Director, 775-340-9470 







Amplify Relations  
RFP: 2109 Marketing Services 60 


 


Printed on 100% recycled paper. 


 
  


 


GOED Logo Sample Treatment 
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Website – GOED Treatment Possibilities 
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Website – GOED Treatment Possibilities 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 


Logo Redesign – State Treasurer’s Office 
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Logo Redesign – STDAZ, Maricopa County, AZ 


  
         Original Logo                                Rebranded Logo
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Social Media – State Treasurer’s Office 
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Social Media – State Treasurer’s Office 
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Social Media – Senator Harris 
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Social Media – Senator Harris 
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Social Media – Senator Harris 
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Websites – SkinPlace & State Treasurer’s Office 
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Websites – Planned Parenthood 
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 Digital Ads – State Treasurer’s Office 
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Digital Ads - STDAZ 
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Single Branding – Brochure – SSGA Upromise 529 
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Single Branding - Brochure – Kick Start  
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Cross Branding – Brochure – State 
Treasurer’s Office 
 












Submitted by:
DP Video Productions, LLC


July 13, 2016


RFP for Marketing Services for 
Southern Nevada


Governor’s Office of 
Economic Development 
(GOED)


Part I – Technical Proposal  
(Master)
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Vendor Information Sheet  Tab III
 


Marketing Services for Southern Nevada RFP 2109 Page 2 of 48 


 
VENDOR INFORMATION SHEET FOR RFP 2109 


 
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 DP Video Productions, LLC 


 
V2 Street Address 2022 Waverly Circle 


 
V3 City, State, ZIP Henderson, NV 89014 


 


V4 Telephone Number 
Area Code:  702 Number:  303-8554 Extension:  1 


 


V5 Facsimile Number 
Area Code: 702  Number:  435-5199 Extension:   


 


V6 Toll Free Number 
Area Code:   Number:  N/A Extension:   


 


V7 


Contact Person for Questions / Contract Negotiations, 
including address if different than above 


Name: Emire Stitt 
Title: CEO of DP Video Productions, LLC 
Address: 2022 Waverly Circle Henderson, NV 89014 
Email Address: emirestitt@dpvideo.com 


 


V8 Telephone Number for Contact Person 
Area Code:  702 Number:  303-8554 Extension:  1 


 


V9 Facsimile Number for Contact Person 
Area Code:  702 Number:  435-5199 Extension:   


 


V10 
Name of Individual Authorized to Bind the Organization 


Name: Emire Stitt Title: CEO 
 


V11 
Signature (Individual must be legally authorized to bind the vendor per NRS 333.337) 


Signature: Date: 7/12/2016 
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Tab IVState Documents


A . The signature page from all amendments
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Tab IVState Documents
B . Attachment A  


Marketing Services for Southern Nevada RFP 2109 Page 40 of 48


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 IB – Confidential Technical Information 
YES NO x 


Justification for Confidential Status 


A Public Records CD or Flash Drive has been included for the Technical and Cost Proposal 
YES x NO (See note below) 


Note:  By marking “NO” for Public Record CD or Flash Drive included, you are authorizing the State to use the 
“Master CD or Flash Drive” for Public Records requests. 


Part III – Confidential Financial Information 
YES x NO 


Justification for Confidential Status 
 


Company Name 
DP Video Productions, LLC 


Signature 


Emire Stitt 7/12/16 
Print Name Date 


  This document must be submitted in Tab IV of vendor’s technical proposal 
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C . Attachment C


Tab IV
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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. 
 
DP Video Productions, LLC  
Vendor Company Name  
    


Vendor Signature    
Emire Stitt   07/12/16 
Print Name   Date 
  


This document must be submitted in Tab IV of vendor’s technical proposal 
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Tab IVState Documents


D . Copies of any vendor licensing agreements and/or hardware and software maintenance agreements .


Not applicable
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State Documents
E. Copies of applicable certifications and/or licenses


Tab IV
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State Documents
E. Copies of applicable certifications and/or licenses  


Tab IV
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State Documents
E. Copies of applicable certifications and/or licenses 


Tab IV
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State Documents
E. Copies of applicable certifications and/or licenses  


Tab IV
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Attachment B 
Technical Proposal Certification of Compliance with Terms and Conditions of RFP    


Tab V


 


Marketing Services for Southern Nevada RFP 2109 Page 41 of 48 


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.   
 
DP Video Productions, LLC  
Company Name  
    


Signature    
    
Emire Stitt   07/12/16 
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) 
   N/A 


    


    


 
 


ASSUMPTION SUMMARY FORM 


ASSUMPTION # RFP SECTION 
NUMBER 


RFP  
PAGE NUMBER 


ASSUMPTION 
(Complete detail regarding assumptions must 


be identified) 
   N/A 


    


    


 
  


This document must be submitted in Tab V of vendor’s technical proposal 
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OVERVIEW OF PROJECT


The State of Nevada Purchasing Division, on behalf of the Governor’s Office of Economic Development (GOED), 
is seeking proposals from qualified vendors in southern Nevada to provide marketing services.  


The Governor’s Office of Economic Development team is in need of a marketing services firm that will assist it in 
developing marketing strategies and campaigns to attract and persuade national and international businesses to 
locate in Nevada and/or partner with Nevada entities to achieve economic objectives.


The DPV Project Team (DP Video Productions, Canyon Creative & Design, and Strategic Progress) will combine 
their award-winning approaches in partnership with the GOED team to market Nevada as a business-friendly 
state, with government officials committed to streamlining approval processes and maintaining a low-regulation 
business environment.


The DPV Project Team is ready to provide GOED with branding, design and web services and help with creating 
a concise and well-targeted online presence and print collateral as needed. We have the knowledge, skills, and 
experience to help increase Nevada’s exposure as a desired place to do business and to educate local, national, 
and international decision-makers on the benefits of working with GOED as a partner. It also will use its 
expertise in stakeholder relations to assist GOED with reporting performance and results to legislators, the news 
media, and other stakeholders.


Our team has been providing marketing and advertising in Nevada for the past 20 years. Our team has a 
proven track record in working with public institutions. Over the past seven years we have completed numerous 
marketing projects for state agencies such as the Department of Health and Human Services, the Department 
of Employment Training and Rehabilitation, and the Nevada Arts Council. 


For Nevada public institutions, our services have run the gamut from small, single-track campaigns to full 
media campaigns that include strategy, branding, web design and development, logo design, posters, brochures, 
booklets, social media, TV and radio commercials, billboards, bus wraps, and custom social media channels.  We 
have successfully established an online presence for several Health and Human Services programs, of which 
NevadaWellness.org is one of the most recent, providing bilingual access to a wealth of resources for workplace, 
school and community health.


The website NevadaWellness.org showcases the numerous topics we’ve covered, from diabetes education and 
cervical and breast cancer to tobacco cessation and community wellness.  As part of the Nevada Wellness 
campaign, we branded and designed the website and a large social media campaign that included Facebook, 
LinkedIn, Pandora, Twitter, Pinterest and YouTube channels.


Over the past 3 years, we have also worked with the Nevada Department of Employment Training and 
Rehabilitation on a full media campaign that included research-based strategy, branding, web design and 
development, TV, radio, print, social media and a custom YouTube channel with over 25 videos showcasing the 
Vocational Rehabilitation services through success stories. These campaigns have been conducted successfully, 
with measurable results. They have also been delivered on time and within budget. 


Tab VISection 3
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Our team has received a commendation letter from Senator Harry Reid and a Pinnacle Award of Excellence for 
our prenatal care campaign “babyURmine,” and numerous positive community responses for our Breastfeeding 
and Water Fluoridation campaigns.


DP Video Productions has also been working with the Nevada Arts Council for the past seven years. We have 
produced a series of short documentaries for the Nevada Arts Council as part of “Home Means Nevada” and 
“Nevada Stories.”


In addition to our government agency experience described above, the DPV Project Team has been producing 
award-winning advertising and public relations programs for private-sector businesses around the United 
States and internationally. We provide marketing consulting, web services, advertising, television and video 
production for some of the largest companies in Nevada, such as Boyd Gaming, The Venetian, Planet Hollywood 
International, and Caesars Entertainment, to name a few. We understand business-to-business communications 
and marketing. The nature of our work with such clients often requires us to meet very tight deadlines. We pride 
ourselves on our ability to turn around high-quality products within short time frames. We are easily reachable 
and accessible and respond to requests immediately.


Our extensive marketing and advertising experience will enable us to leverage the knowledge and expertise 
gained from working in other states, national entities, and markets to recommend communications tactics and 
best practices to help the GOED to accomplish its objectives.


Our team members have years of relevant experience working in several of the industries that GOED is 
targeting for expansion, including energy, water and national defense. 


Members of our team have professional fluency in French, Italian, Russian, Bulgarian and Spanish. We also work 
regularly with a translation group that provides Hebrew, Arabic and Mandarin Chinese translators.


We are passionate about making our community a better place to live, and by helping to diversity and expand 
Nevada’s economy, we would be instrumental in creating more jobs and business opportunity for Nevadans. As 
long-time Nevada residents (with several native Nevadans on our team), we are familiar with GOED’s issues and 
are committed to partnering with the agency to promote our state. 


GOED will administer contract(s) resulting from this RFP.  The resulting contract(s) will be for an initial contract 
term of two (2) years, anticipated to begin September 13, 2016, subject to Board of Examiners approval, with 
an option to renew for two (2) additional years, if agreed upon by all parties and in the best interests of the 
State


Noted.


Tab VISection 3
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3. SCOPE OF WORK


GOED marketing shall be focused on telling Nevada’s story as an attractive place to do business, with innovative 
and creative initiatives to support lead generation of out-of-state and in-state prospects, promote GOED’s 
Knowledge Fund projects and workforce development programs, and support the growth of GOED’s targeted 
industries while supporting the diversification of Nevada’s economy while driving positive communication 
and accountability to Nevada’s stakeholders.  The term “Nevada stakeholders” is used to define the in-state 
audience that GOED communicates to for accountability – in a generic sense, the public and the Nevada 
Legislature are members of GOED’s “Nevada stakeholders” as are elected officials, and Nevada business 
owners. Estimated program expenses are $250,000.00 over two (2) years through the end of the fiscal year 
ending June 30, 2019.  The contracted vendor(s) shall be prepared to participate in the following:


The following sections describe how our team will meet the scope of work outlined in the request for proposal.  
We have provided details on our technical approach to each individual activity called for in the RFP subsections, 
and have listed highlights of our relevant experience in each area.


3.1 MARKETING STRATEGY AND EXECUTION


3 .1 .1 The contracted vendor(s) will be expected to participate and coordinate with GOED staff and others in 
development of comprehensive and ad hoc marketing strategies;


The DPV Project Team is expert at strategizing and coordinating comprehensive marketing campaigns, and is 
equally expert at working with clients on demand to produce high-quality communications on extremely tight 
deadlines.


Our overall strategy for the Governor’s Office of Economic Development will begin with familiarizing 
ourselves in detail with all facets of its mission, target industries, and stakeholder needs. We will review all 
current materials, website content, newsletters and other communications, and will meet with GOED staff 
as desired to fully understand the office’s near- and long-term objectives. This will enable our team to quickly 
create both campaigns and ad-hoc communications products. Creating well-written and beautifully designed 
communications within very short time frames does not faze our team, as we routinely do so for current clients 
in the gaming industry, who have similar requirements. 


3 .1 .2 Vendors should describe who would be involved in strategy sessions, who would manage execution of 
plans and activities, and who would perform the execution;


DP Video’s principal Emire Stitt and Canyon Creative’s president Dale Sprague will represent the team in all 
strategy and campaign development sessions, and will manage the execution of plans and activities. Both 
companies are headquartered in Southern Nevada.


Tab VISection 3
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The following specialists will create marketing communications and implement campaigns:


Name Areas of Expertise Years of Experience
Cyndy Ortiz Gustafson Research and stakeholder 


communications 
16


Julie Irish Project management 14
Dale Sprague Creative direction 30
Ann Sprague Writing and strategy 35
David Adler Creative direction, graphic design 27
Alicia Cobos Graphic design 17
Holly Eagar Website design and content 8
Bill Kracke Web programing 23
Emire Stitt Social media strategy and content 18
Dottie Korkosz Media buying 32
Sue Russell Exhibit design and staffing 35


 


One of the areas that sets the DPV Project Team apart from competitors is that all members of the team are 
seasoned, knowledgeable and award-winning professionals. GOED-related activities will not be assigned to 
junior personnel.


3 .1 .3 Multiple marketing approaches will be needed to include support for local, national and international 
campaigns that appeal to businesses across targeted sectors, as well as, to all Nevada stakeholders; and


The DPV Project Team has provided marketing, advertising, branding, graphic design and other creative services 
for hundreds of local, national and international businesses, including such well-recognized companies as:


Tab VISection 3
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The Walt Disney Company


Wynn Resorts


Carnival Cruise Lines


MGM Grand Las Vegas


Pink Jeep Tours


Pizza Hut


Subway


Themed Entertainment Association


Caesars Entertainment


Charles Krug Winery


The Venetian | The Palazzo


Coca-Cola USA


CORT Event Furnishings


GES - Global Experience Specialists


ARK Restaurants


M&M World
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Examples of our work for national and international clients include:


• For Carnival Cruise Lines, we have worked with their Food & Beverage Division for the past four years to 
develop new restaurant brand concepts, including naming, logo and brand development, menu design, and 
environmental graphics. 


• Our most recent work for Adventures By Disney, the guided family vacation division of The Walt Disney 
Company, we developed a series of customizable “know-before-you-go” travel itinerary books for guests 
traveling to destinations such as London, Costa Rica, Wyoming, the Canadian Rockies, Hawaii, Italy, and 
Paris. These books allow travelers to learn about their “adventure” before leaving, including what to bring, 
what to expect, the detailed travel itinerary, hotel and contact info, and more – all highly customized to 
their personal experience. We also developed companion pieces such as adult and children’s activity books, 
PowerPoint presentations, and newsletters. 


• For the past six years, we have created video sales presentations for Robert Earl, owner of Planet Hollywood 
International, to bring tourism to Mexico using the power of celebrities such as Beyonce, Enrique Iglesias, 
Britney Spears and Jennifer Lopez.


• We have been the agency of record for CIG Insurance in Monterey, California, for the past nine years, in 
charge of brand and campaign creation, social media, and web development, . 


• We have developed marketing materials for a high-end chocolate brand called Dulcinea out of Mexico City, 
Mexico. 


• We are currently redeveloping the brand for the Themed Entertainment Association as their marketing 
partner.


We conceive and conduct multifaceted marketing approaches as part of our marketing programs. For example, 
we created a comprehensive communications campaign for the Nevada Department of Health urging low 
income pregnant women to seek prenatal care.  Our strategy for this award-winning and effective campaign 
included designing a logo; creating a website; TV screens displaying prenatal health tips in local health care 
offices; creation of a YouTube channel featuring videos by local pediatricians; TV and radio ads; billboards; bus 
wraps; and informational booklets and CDs distributed to health care facilities around Southern Nevada.  


We understand the need for regular and effective communications with stakeholders. For GOED, we would be 
able to provide the following, as desired:


• Creation of announcements and 60-second “success story” videos for posting on social media channels, 
accompanied by rollout campaigns to encourage legislators and decision-makers to follow these channels.


• Announcements of achievements and new initiatives on the GOED website.


• Creation of animated infographics for GOED to include in reports and presentations (as well as the website 
and social media).


• Professional layout of plans and reports, as well as writing and editing support if needed. Members of our 
team have written hundreds of white papers, plans and reports for federal and state agencies, and we 
understand what such documents should include and how they should be structured.
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3 .1 .4 Strategies may include direct marketing, email marketing, print advertising, (including media buying), trade 
show attendance, and other innovative marketing strategies .


The DPV Project Team will work with GOED to strategize and implement marketing communications and 
advertising using these techniques. 


• Email marketing is one of our standout capabilities. In the e-newsletters we have produced, we use 
attention-getting images and brief text to convey key messages, then link to more detail on our clients’ 
websites. This medium is ideally suited for business owners who need to grasp information quickly and do 
not have the time to read print products. We develop infographics, videos and simple animations for our 
email marketing products as well. These do an excellent job of conveying conceptual ideas—showing the 
concepts for facilities and buildings that could be developed as part of business partnerships.


• Print advertising: For over 20 years Canyon Creative has provided print design services for national and 
international businesses clients. Well-written and interesting print materials are an important component of 
the GOED’s program. We will design effective, eye-catching print materials that keep the brand consistency 
of each media campaign. Our team will develop a strategic and comprehensive action plan for print 
communications that includes the following steps:


 � Review current printed materials and meet with the OCDPHP to gather input on what is or is not 
working, and to determine the objectives for new initiatives and campaigns that will be supported by 
print materials.


 � Clearly identify marketing objectives, target audiences, and key messages.


 � Develop print materials that support business outreach programs.


 � Produce original images (artwork, graphics, photographs, etc.) that will accurately depict the message 
the customer wants to convey to audiences.


 � Combine text, illustrations, charts, figures, photographs, etc. to convey the message and/or 
information to the audience in a visually attractive and easy-to-understand publication format 
(pamphlet, brochure, poster, billboard, mailing, newsletter, ad, etc.)


 � Ensure a unified, branded, contemporary look to all printed materials.


 � Create materials in any requested languages such as Mandarin Chinese, Spanish, French, Italian, and 
German


 � Maintain digital files of all printed pieces and related data/images.


• Our team includes one of the most experienced media buyers in Southern Nevada. She is as adept at 
purchasing space or time on appropriate print, television and radio channels as she is in targeting the 
correct demographic groups for social media promoted posts and other types of new media.


• Trade show attendance: we have created exhibit panels and associated print and multimedia collateral 
materials for a wide range of commercial and government clients, and have fielded and staffed these 
exhibits at trade shows and government agency public meetings and hearings across the United States.
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• Other innovative strategies: We recommend continuing GOED’s integration of video-centric social media 
into its marketing strategies. The social media “success story” videos we have produced for the Nevada 
Department of Vocational Rehabilitation have been a highly successful component of its business-
targeted campaign. We can create 15-, 20- and 30-second videos to help GOED show businesses the 
many advantages to starting or relocating operations in Nevada.  We can also produce sophisticated and 
attention-getting presentations that include a wide range of animated and informational visualizations 
highlighting the benefits of doing business in our state. 


3.1.5 GOED has identified seven (7) industries for targeted development and those industries are:


We will use our breadth and depth of marketing expertise to position Nevada as the desired location, with the 
needed infrastructure and capabilities, for companies in these sectors to locate and grow their businesses.


3 .1 .5 .1 Aerospace and Defense;


Nevada’s historic role in the defense of our country truly has created a legacy of expertise and facilities second 
to none. The DPV Projects Team is familiar with National Nuclear Security Administration and Department of 
Defense activities in Southern Nevada, through developing marketing communications for the Nevada National 
Security Site. We also have experience working with NASA to help publicize scientific activities on a space 
shuttle mission (STS-42), including writing news releases and producing a video for NASA TV. Because of our 
familiarity in this area, we will not have a steep learning curve when it comes to marketing Nevada’s capabilities 
to defense-related and commercial aerospace companies.


3 .1 .5 .2 Natural Resource Technologies;


A.  Water;


The WaterStart initiative and associated focus on developing innovative technology to improve water quality and 
efficiency is an area where we could develop website content and creative communications to assist GOED. We 
have the knowledge required to market the Desert Research Institute’s and Nevada water agencies’ expertise 
to companies and agencies around the globe that are dealing with the need to combat drought, replace aging 
water infrastructure and ensure water safety.


B.  Energy; 


With our expertise in online, print and video communications, the DPV Project Team will create effective 
marketing strategies and tactics to showcase how and why our state is a leader in the areas of renewable and 
sustainable energy. Because of our extensive experience working with the U.S. Department of Energy, we have a 
detailed understanding of how natural energy fits into the nation’s overall portfolio of energy sources.
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C.  Agriculture;


Our team would look forward to the opportunity to show the  ways in which Nevada’s abundant sunshine and 
desert climate makes it an ideal location for high desert farming, desert-grown fish, indoor farming/aeroponics, 
and other aspects of “Farming 2.0.” Our experience producing food-related documentaries, videos and 
photographs also lends itself to creating effective marketing materials within established, often tight, deadlines. 


3 .1 .5 .3 Health and Medical Services; 


Our relevant experience in marketing health and medical services includes our current contract with the Boulder 
City Hospital for website development and social media communications. We also are in our seventh year of 
performing a wide range of marketing services for the Nevada Division of Health and Human Services. 


3 .1 .5 .4 Information Technology; 


Although Nevada may beginning to be more well-known for its successful location of data centers such as 
Switch’s, the state’s availability of software engineers and other IT professionals may be less known. The DPV 
Project Team would look forward to assisting GOED with communicating what makes Nevada an outstanding 
location for IT operations—including available land for large facilities, the low risk of any type of natural 
disaster, a trained workforce, proximity to Silicon Valley, and convenient airports and other infrastructure.


3 .1 .5 .5 Manufacturing and Logistics; 


To quote a local gaming machine company executive, “We DO build stuff in Nevada!” Our approach to helping 
GOED market state capabilities in manufacturing, logistics and operations would be to create sophisticated 
communications to emphasize partnerships with state universities to develop an expanded workforce, as well 
as the wealth of experience in both “traditional” manufacturing and successful cutting-edge operations such as 
Polulu’s servo controllers.


3 .1 .5 .6 Mining;


We can develop communications ranging from informative online and print pieces for marketing Nevada’s 
mining expertise abroad, to white papers and reports that demonstrate performance in this sector to legislators 
and other stakeholders.


3 .1 .5 .7 Tourism, Gaming, and Entertainment .


We have helped a wide range of Nevada and international gaming, tourism and entertainment customers 
increase their business through a myriad of marketing strategies and programs. Our work includes:


• Marketing campaigns for Planet Hollywood International


• Commercials for Cable Beach Resorts and national restaurants such as Koi and PF Chang’s
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• Visual branding, advertising and marketing projects for the Palazzo, Wynn’s Tryst Nightclub and an array of 
restaurants and retail stores


• Logo development for the Las Vegas Chamber of Commerce and San Francisco Resort/Casino 


• Digital signage for Boyd Gaming, Cannery Resorts, Caesars Entertainment, and Planet Hollywood 
International


 
3 .1 .6 Additionally, GOED is developing clusters – concentrated areas of focus that are within 
industries – around Unmanned Aerial Systems (UAS), Autonomous Vehicles, and water innovation/
technologies .


With the current and incipient explosion of growth in using unmanned aerial vehicles for military and 
commercial purposes, this is an exciting time to showcase Nevada’s long history of expertise in this area, as 
well as the many facilities and expert personnel that are available to companies seeking to start or expand 
their business in this area. Members of our team have more than 30 years of combined experience working for 
Department of Defense and Nevada Test Site contractors, which gives us a more thorough understanding of the 
facilities at Nevada’s NNSA and military facilities—which we can leverage to produce relevant and effective 
marketing materials. Our understanding of federal government requirements would also allow us to support 
GOED in preparing reports for federal agencies if the need were ever to arise.


The DPV Project Team would also use its expertise in new media technologies to help GOED market its planned 
center for autonomous vehicles. With legislative and state support, as well as plenty of land and highways, 
Nevada is a natural leader for the development and testing of self-driving vehicles. Our team will produce 
online, multimedia and social media communications to keep our state in the forefront of industry decision-
makers, as well as automations and drawings that show concepts of testing areas and facilities. We have 3D 
designers who can build 3D models and presentations for more realistic visualization.


Our team is knowledgeable about the state’s leadership in water quality research and development, water 
conservation and the exploration of new technologies. We would be able to hit the ground running in helping 
GOED and its WaterStart partners pursue partnerships with American companies and international entities.


3 .1 .6 .1 These industries do not represent the sole focus of the state for economic development, but 
rather identify Nevada’s strengths to an outside audience and help to target in-state resources 
to further economic development in these areas .


This is noted and we would be able to pivot quickly to market Nevada’s capabilities in other economic 
development areas as needed.


3 .1 .7 The entire state is a focus of economic development – south, north, and the rurals .


3 .1 .7 .1 Each area has strengths that are communicated both by GOED and the designated Regional 
Development Authorities (RDAs) with the regions .


We recognize that the focus of this procurement is on a Southern Nevada agency, and our team is 
headquartered in Las Vegas. However, we have several capabilities related to rural and frontier areas and the 
northern part of the state that enable us to understand the economic strengths and needs of these areas:
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• We have staff members in Reno, Elko, and Ruby Valley who are familiar with the economic situations and 
industries in these locales.


• We attended the 2016 Rural Roundup conference which, while it was focused on tourism, attuned us to the 
objectives of rural business leaders and chambers of commerce and enabled us to better understand their 
goals for national and international marketing.


• Our many years living in Nevada have given us a thorough understanding of the capabilities that exist 
“beyond the neon”—from mining in Eureka and agriculture in the Amargosa Valley to renewable energy in 
Nye County and technology in Hawthorne. 


3 .1 .7 .2 Under the umbrella of GOED, economic development is a statewide, cohesive mission that 
involves private and public agencies and organizations from all levels – local, regional, and state .


The DPV Projects team has developed a solid reputation for working with state and local agencies as well as 
private organizations to create effective and creative marketing and public relations campaigns. We have a great 
deal of experience working for coalitions that encompass several agency and/or company/nonprofit partners. We 
understand the need to involve all entities in decision-making and approval processes. 


Examples of marketing strategies we have created for local, state and regional agencies are included further in 
this document to demonstrate our ability to support GOED in its mission.


3 .1 .8 Through GOED, there are incentives available to companies that wish to relocate to or expand their 
existing operation in Nevada .


3 .1 .8 .1 There are requirements on what types of business can qualify for these incentives such as 
primary job creation numbers, hourly wage, exporting, capital investment, etc .


3.1.8.2 These requirements are identified in statute and are included in each company’s application to 
the GOED Board .


3 .1 .8 .3 It is important to note than any abatement received is only applicable to the new revenue 
generated by that company for the outlined time period of the abatement, even if the company 
already resides in Nevada; this again is outlined in statute .


We would highlight these incentives prominently in communications with companies, including brief video clips 
of businesses who have taken advantage of incentives and abatements. These could be included on the newly 
designed GOED website, social media, and presentations to businesses and stakeholders.


3 .1 .9 The Regional Development Authorities and GOED work with interested companies to see what 
incentives are applicable to their operation, should they be interested in applying .


3 .1 .9 .1 There is not a targeted marketing effort to promote incentives outside of individual 
conversations with an interested business by either an RDA or GOED .


3 .1 .9 .2 The GOED newsletter is the agency’s current way of promoting industries in our state .
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A.  The newsletter is drafted in-house by GOED and the design is laid out by the agency’s current 
marketing firm of record which will continue to be retained for various initiatives such as the letter and 
planned collateral development.
B.  GOED sends out this newsletter by email and PDF every other month via its own database.


We recognize that newsletters remain an effective way to provide detailed information to their recipients. Our 
team could supplement this activity by repurposing the information in formats especially designed for busy 
executives:


• Create brief video clips showing highlighting how such incentives have tipped the balance in favor of Nevada 
for companies, and use them for various online, social media and presentation purposes.


• Produce 1- to 2-minute “sizzle” videos about Nevada and GOED focus areas, including a mention of 
incentives if desired, and include them in video brochures. These brochures are actually print materials that, 
when opened, play a video on the inside page. The sizzle videos could also be shown on tablets by GOED 
and RDA representatives when meeting in person with business leaders. Our experience demonstrates that 
showing the state’s features visually has a large impact on audiences.


• Web-enable the PDF documents currently on DiversityNevada.com so that they can be accessed on mobile 
devices, including phones and tablets. Statistics show that more and more business leaders are accessing 
website content on these devices.


• Create online forms in place of the Excel-based forms on the website that must be manually submitted. This 
would make it much easier for companies to apply for incentives, and would make it easier for GOED to 
receive and track the applications.


3 .1 .10 GOED is charged with promoting industries in our state and the Invest in Nevada message – at this 
point, GOED has gone through a website redevelopment, but would like to do this again as well as 
further development of our collateral arsenal . 


Website creation is one of our team’s primary areas of expertise. We agree with GOED’s decision to redevelop 
the website and have several specific recommendations related to this effort. First, our team would redesign 
the website to make it viewable on mobile devices. Second, we would redevelop the site using a content 
management system and design template that would make it far easier and faster to make content changes. 
This would then allow us to train GOED staff to make simple text changes (if desired). Third, we would 
recommend rebrand the site, using attention-getting images, headlines, and typography to better reflect GOED’s 
professionalism and market the “new Nevada.” We have researched the economic development websites of 
other states and, if selected, would provide GOED with more detailed recommendations about each aspect of 
DiversifyNevada.com to make it stand out from the competition. 


3 .1 .10 .1 The success of the marketing agency is dependent upon the speed and quality of the work that 
GOED requests to be completed . 


Our team is extremely responsive to requests to create and revise website content and navigation, and our 
“deep bench” of web experts means we can commit to making most changes the same day. The same is true 
of requests for collateral materials and short-turnaround campaigns. In later sections of this proposal, we have 
provided examples of the work we have produced on tight deadlines. 
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At the same time, we pride ourselves on the high quality of our work. We will provide GOED with the same high 
level of quality in our print, online, and multimedia materials as we do for all of our customers, and we feel the 
work we have produced for other state agencies demonstrates this commitment.  


As an example, we created a series of seven “in-your-face” posters as part of an anti-smoking campaign aimed 
at varying demographics within the Native American population. It was crucial to maintain a high level of 
sensitivity to the Native American tradition of smoking all-natural, sacred/ceremonial tobacco while drawing 
attention to the many dangers of smoking toxic commercial tobacco.


We were given the assignment on Friday and it needed to be completed by Monday. It was written and designed 
over the weekend. These materials won National Design Awards and the campaign was so successful for the 
state of Nevada that it was run in Arizona as well. This project was partially funded by the American Cancer 
Society.


3 .1 .10 .2 The requests for the marketing agency are done on a case-by-case when it is determined what 
is needed for an upcoming event or meeting . Familiarizing ourselves with the GOED current 
brand and collateral .


Our team works on this basis for other State of Nevada agencies and many of our business clients. We have 
built a solid reputation for speedy responses to requests for project-by-project communications. 
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As an example, we were asked to create an entirely new, multi-page section of web content and interactive 
features about Heart and Stroke prevention for the Nevada Wellness initiative, because this was going be the 
featured topic of an upcoming conference.  We completed the project in two weeks, well in advance of the start 
of the conference.


3 .1 .10 .3 GOED has a limited marketing budget so rather than spend money on things they do not have 
a need for, GOED sticks to creating collateral when it is needed .


We completely understand this necessity and will support GOED’s “just-in-time” approach to collateral 
development and event-related communications by being reachable on a 24/7 basis and by calling upon the 
team’s various experts to create marketing materials quickly and within established budget parameters.
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3.1.10.4 GOED is looking to engage a southern Nevada marketing firm to make GOED’s marketing 
proactive rather than reactive .


Our approach to ensuring that marketing campaigns and materials for GOED will be proactive rather than 
reactive involves the following:


• Regular meetings and conference calls with GOED management and staff to discuss anticipated marketing 
needs and focus areas, and to recommend multifaceted and innovative strategies and tactics to support the 
agency’s initiatives. 


• Follow-up communications to ensure our complete understanding of direction and expectations.


• The ability to reach our team anytime with new requests and short-turnaround projects, and our team’s 
speedy response to each.


• Leverage of the latest communications trends and technology appropriate to fulfill GOED’s objectives. 


3 .1 .10 .5 GOED is looking for ideas on what they could be doing better and solutions to help them 
achieve this .


Our marketing strategies are based on research and detailed analysis of freshly gathered data. We spent two 
months conducting research about Nevada businesses’ willingness to hire people with disabilities. Based on 
one-on-one interviews, focus groups and surveys, we created a report that served as the basis for rebranding the 
Bureau of Vocational Rehabilitation (VR Nevada). 


We are not a run-of-the mill agency that has both a limited perspective on marketing and relies on the same 
tactics to achieve results. Neither do we recommend overly trendy strategies to every client alike—we are 
careful to analyze the needs of each customer and recommend the appropriate mix of communications 
programs to achieve their particular objectives. We are involved in our respective professional societies and in 
business organizations, and we are constantly exploring new developments in marketing and public relations to 
stay on top of our field. This allows us to consistently and proactively recommend improvements to our clients. 


We do have preliminary ideas for enhancing GOED’s effectiveness in marketing, and have set forth many of 
these ideas in sections 3.2 through 3.6. 


3.1.11 Direct marketing, email marketing, print advertising, etc. are currently second-tier in GOED’s marketing 
approach.


Because relationships with industry leaders are often established and maintained by personal interactions, we 
very much understand why these marketing approaches are not at the top of GOED’s list of priorities. Should 
these methods prove to be appropriate for certain project, however, we can take advantage of our expertise in 
producing high-quality marketing and print advertising to create such pieces.
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3.1.12 There are trade shows in which GOED has a presence, and the marketing materials for these trade 
shows are designed when needed, depending on the show and the message GOED is looking to pass onto 
attendees.


Working with the DSM (Direct Service Market) Division of NV Energy, we created three pop up trade show 
banners. In addition we developed collateral materials for the trade shows based on these different services.


We designed trade show panels for DiTronics cash technology. 
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GES is a global, full-service provider for live events. We developed the new product launch brand for Vizulite 
— a correguated pop up trade show graphics solution for GES customers. We produced pop up banners and 
marketing materials for the product launch. 


3 .1 .12 .1 To keep costs down, GOED will often try to partner with other Nevada representatives at 
these shows .


3 .1 .12 .2 GOED has started to develop trade show booths that can be ready for use, when needed, and 
easily transportable


A.  Currently, this is only available for one (1) industry which is health care; however, GOED would 
like to keep this development going for other industries as needed.


Our team has extensive experience in developing exhibit panels, continuous-loop videos for screens embedded 
in panels, and collateral materials for distribution to trade show attendees. We are ready to take on any 
assignment related to creating attention-getting exhibit booths and panels designed to attract visitors, as well as 
informational materials to hand out as needed. Since we have also done our fair share of setting up and staffing 
trade show booths, we would ensure what we create is easy to transport, set up and tear down.


JOB # / NAME: 5819 GES Corrugated Collection1M Sign
DESCRIPTION: 1M Sign
VERSION:  Concept 1 Revision 2A FINAL
DATE:  7/8/13


INNOVATE


RECYCLE


TRANSFORM


EVOLVE


COLLECTION


High-Impact, 
Environmentally 
Conscious Design 


• Fresh, innovative, eco-friendly 
 construction
• Modular, multi-use offerings
• Infinite graphic possibilities


The Vizulite   
Advantage 


Global Experience Specialists, Inc. (GES) 
is taking sustainable design to the next 
level with the introduction of our Vizulite 
Collection. This inspiring product evolution 
represents GES’s cultural commitment 
to    reduce,    reuse, and    recycle. 


Vizulite offers unlimited graphics and 
sponsorship opportunities. The collection 
features more than 15 elements including 
backdrops, counters with storage, and 
booth walls, to name a few. The collection 
is ideal for show organizers, exhibitors, 
and event attendees. Vizulite gives GES’s 
clients the ability to provide brand 
consistency from their store and/or 
website to the show floor. 


VIZULITE 1M SIGN BASE


FILES SET-UP at 25%


We were not provided with a template for the Vizulite base - this is what we’d like the graphics 
to look like on the base. They should line up with the graphics at the bottom of the 1M sign. 


t-base stand lines up here


JOB # / NAME: 5820 GES Corrugated Collection Leave Behind
DESCRIPTION: 3D Marketing Piece
VERSION:  NEW Concept 1
DATE:  09/25/13


CORRUGATED CARDBOARD


PAPER IN THE MIDDLE


CORRUGATED CARDBOARD


INTERIOR


EXTERIOR


SIZE: 4.5 INCHES BY 6 INCHES


First Impression 
What people notice first about new Vizulite structures 


from GES is the stunning graphic impact: Rich, vivid 


colors. And sharp, clear images that are pixel-perfect 


from edge to edge. But the beauty of Vizulite goes 


far beneath the surface.  


 


More surprising, perhaps, is that Vizulite’s 


environmental impact comes with no sacrifice to the 


impact of your show. The environmentally conscious 


design principles combined with concepts from 


complementary industries will change the way 


attendees and exhibitors experience your show.


Vizulite is a collection of structural elements made 


entirely from eco-friendly, recyclable materials. They 


are strong and durable with no metal framework.  


Which makes it easier to handle, and much easier 


to live with.


You can also print custom graphics on them that carry 


branding directly from your store or website to the 


show floor, or increase sponsorship opportunities by 


printing on both sides.


The collection offers you tremendous design flexibility 


as well.  The modular construction allows elements to 


serve multiple functions: like a speaker’s podium that 


quickly converts to a bin or ballot box.


Vizulite by GES.
Isn’t science beautiful?


Sustainable. 
Customizable.  
Remarkable. 


COLLECTION


Freestanding  Backdrop
8'H x 10'W


Booth Walls
10'H x 10'W


Freestanding  Backdrop
6'6"H x 10'W


Booth Walls
10"H x 20'W


 Counter–Cardboard Top
1M


Counter PVC Top
1M


 Badge Bin
1M


Badge Bin with Header
1M


Trash Bin
1M


Pub Bin
PART


Pub Bin with Header
PART


Podium
PART


Impressive. 
Any Way You Look At It.


The new Vizulite collection arrives in 2014. We’ll be 


previewing Vizulite structures at a number of 


upcoming trade shows.


For more information, call GES  


<Contact Name>


<XXX-XXX-XXXX>


See how Vizulite can make a material difference i


n the visual environment and environmental 


impact of your show.


Part Artistry. 
Part Science. 
Totally Original.


The Art & Science of Engagement


Vizulite by GES.
Isn’t science beautiful?


COLLECTION


Beyond Structures.  
Vizulite combines innovative 


design and construction with  


high-impact graphics.


The Vizulite collection features 
more than 15 distinctive elements 
including backdrops, counters with 
storage, booth walls and more. Give Vizulite new life. 


Later.


Simple recycle your Vizulite 
designs with other paper 
recyclables when you’re ready.


The Art & Science of Engagement


The Art & Science of Engagement


FRONT – PRINTED ON CORRUGATED CARDBOARD BACK – PRINTED ON CORRUGATED CARDBOARD
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3.2 DESIGN AND PRODUCTION SERVICES


3 .2 .1 The contracted vendor(s) will be expected to have copywriting, graphic, photographic and video graphic 
services available to support GOED’s marketing programs . 


We have a team of three writers on our team. Our approach with any client is to listen closely to the client’s 
goals and objectives, then do our own research, develop a plan and create the appropriate written material and 
campaigns to achieve those goals. We develop consistent brand messaging and adjust it to each target market 
and marketing channel. All of this work is done before any creative materials are designed and executed. Our 
team meets with the client during this process to ensure we are all on the same page.


Our team includes some of the most creative graphic designers in Southern Nevada. As an example of a creative 
graphics campaign, we produced a series of retro-fun posters to show what libraries offer these days. The 
posters are positioned in McCarran International Airport – designed to make you stop, look, read, laugh – and 
think about visiting the library again.
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We were invited to create an invitation for the annual Halloween party held by a Las Vegas-based, large-format 
digital printing company. We decided on a theme based on the campy ‘40s and ‘50s science fiction and horror 
movie posters. We created a fictional story based on “The Job from Hell,” then set up the photoshoot with the 
owner and key employees to create photos that looked like stills from an old sci-fi movie. Later, we directed an 
illustrator to intrepet the photos into colorful, crazy artwork for the poster and building-sized signage. 


The two-part invitation consisted of a poster delivered six weeks before the party and two weeks before the 
event guests received a “Viewmaster-style” viewer (featuring the black and white photos) in a velvet bag.
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We have professional photographers on our staff who have traveled around the world and have created rich 
portfolios of breathtaking images.


In regard to videographic services, DP Video Productions is a leader in this industry. Using 4K cinematography, 
virtual reality video, and aerial videography, our team will produce impactful video presentations that will 
portray Nevada as a desirable business location.  


For examples visit our YouTube channel: http://ow.ly/ltRg3026Qbt


3 .2 .1 .1 Proposing vendors should describe who would provide design and production services across 
media; and 


DP Video Productions will provide Video and Photography services. Canyon Creative will be responsible for 
graphic design and print production. Both companies work collaboratively while developing a brand and 
concepts. Our team has created branded material across all platforms of traditional and on-line media. 


3 .2 .1 .2 Proposing vendors should be able to develop, articulate, and produce a singular, branded look 
and feel across different marketing media and should submit examples of branded looks across 
different media in their Technical Proposal and/or recommendations on a GOED-branded look . 


We have a great deal of experience articulating and producing a singular, branded look and feel across many 
different types of media. Our Nevada Wellness campaign involved creating a logo that reflects health and 
wellness initiatives by the Nevada Department of Health and Human Services. Several other state initiatives 
were created under this brand, such as heart and stroke prevention; diabetes and pre-diabetes awareness, and 
cancer screening and prevention. As part of this brand we created a website; print materials such as posters, 
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toolkits, and booklets; a series of YouTube videos; social media channels; and  interactive maps with resources. 


 We already have several exciting ideas for a new GOED branded look. 


3.3 WEBSITE DESIGN, MAINTENANCE, AND OPTIMIZATION


3 .3 .1 GOED has gone through two (2) redesigns of its website, a major component of its strategy for lead 
development, as well as, the source of accountability for Nevada stakeholders, but is highly interested in a 
new website look and format that will ensure success stories are easily promoted, GOED’s Nevada story 
is easily told, and the website content is fresh, innovative, and interesting to a wide-variety of audiences . 
Trends in design and layout and in coding .


3 .3 .1 .1 Additional, ongoing website optimization and maintenance should be geared toward 
improvements and new ways to engage various audiences online . 


3 .3 .1 .2 GOED is not interested in a status-quo website or stagnant content .


We approach a client’s website as a dynamic representation of its brand. Websites need to reflect not only the 
changing trends in design and online presence, but the institution’s changes in direction and priorities as well. We 
will work closely with GOED to ensure that the latest announcements, achievements, reports and information 
are added to the website immediately. Our experience writing web content and organizing it so that the most 
important information is presented first will also allow us to proactively recommend site updates and changes, 
so that content remains fresh and interesting. We have analyzed the economic development websites of other 
states and have detailed recommendations to use the latest trends in design and information architecture to 
update GOED’s site to make it as exciting and dynamic as the organization and its mission.


We would suggest replacing the current’s website content management system to a more fluid platform like 
WordPress to support a more modern and visually engaging presentation of information. Using WordPress also 
would enable us to update and adjust content almost instantly. If desired, we could train GOED staff to perform 
basic content changes themselves. 
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Creating large visual panels on the home page that are updated on a regular basis will make the site inviting 
for the first-time visitor and interesting and fresh for the returning visitor.  Live feeds of your social media will be 
incorporated on the home page to make the site even more interactive. 


3 .3 .2 GOED will require contracted vendors to perform technical services in both the redesign and 
maintenance of the website, including template changes and regular maintenance/requests as needed .


Our team has advanced website coding and development skills, as well as expertise in template design and 
customization. Website development and maintenance is one of our core skills. We will be able to handle all web 
requests, from simple text and image changes to highly complex tasks.


3.3.2.1 Proposing vendors should be prepared to define their proficiencies in website creation, 
maintenance, and optimization, as well as, recommendations to GOED in their proposal . 


We create, design, write content for, develop images and multimedia for, and maintain websites for our clients 
on a constant basis. We keep up with the latest Google and other search engine algorithms to ensure that our 
clients’ websites are fully optimized to appear first or early in visitor searches. 


Based on our research and experience, we will design and program a new, rebranded GOED website. We will 
provide at least three proposed designs and content structures for initial review. We typically provide a proposed 
home page and interior pages for initial review. After review, we will make up to two sets of client-requested 
revisions to the design and provide the revisions to the client for review.


Website project approach and recommendations for GOED:


We suggest that the website be recreated using WordPress, an open source web platform with a backend 
content management system (CMS). The CMS could enable GOED to make simple revisions to any of the text 
and images if desired, while our team can make all of the more substantial content and structural changes.  If 
preferred, however, our team can and will make all updates. Basic changes will be made the same day, with a 
simple email notification to us. We will give GOED time estimates for more complex changes, and will ensure 
this matches GOED’s deadline requirements.


• The website will also be responsive so that it may be viewed on smartphones and tablets.


• The site will be set up for optimum SEO integration and we will include Google Analytics for tracking 
website performance and visitor data.


• We will develop a sitemap with the client. Once it is approved, we will use it for creating the design and 
programming.


• We will create a new database-driven interactive Nevada map that will serve as a resource guide.


• We suggest making the business incentive section more visible on the home page, along with the key 
industries.


• We will display GOED’s Facebook posts as a live feed on the home page. Further, we suggest that GOED 
expand its current social media channels to include LinkedIn, YouTube, Instagram and Google+, and we will 
include links to these channels on the home page as well. 


Tab VISection 3
Scope of Work  







DP Video Productions  | Canyon Creative and Design | Strategic Progress 32


• We recommend repurposing newsletter content as a blog on the website. Blog posts will display as 
announcements on the website, and using blog technology for this purpose is a very efficient way of 
updating and cataloging the announcements. If comments are a concern, we can either turn off the 
commenting feature or allow GOED to review any comment before it is allowed to go live.


•  Based on an approved sitemap and a possible new marketing direction for the content, we will complete 
the website within 60 to 90 days. 


Website technical details: 


When building a website, the DPV Project Team strives to balance the use of cutting-edge technology with 
browser support of those features, as well as an emphasis on website security. To that end, we rely on the latest, 
stable versions of all of the software we install. At the time of this writing, that includes WordPress 4.4.2, PHP 
7.0.2, and MySQL 5.7. For visual effects, we use CSS3 features that are supported by modern browsers (Internet 
Explorer 8+, latest versions of Chrome, Firefox, and Safari) and avoid features with limited support. In some 
cases we will use JavaScript to add a CSS3-like feature to an older browser (typically IE8, IE9). We use jQuery 
1.11.3, and jQuery 2.1.4 to help us write Java script that operates consistently across all browsers.


Finally, we rely on the latest versions of WordFence and All In One WordPress Security and Firewall to create a 
safe and reliable environment resistant to the most common attack vectors on WordPress sites.


In addition our web developers follow 35 Blogs a day to keep up with online technology that changes daily. 
We mainly use WordPress because it is a widely used open source content management system, user friendly, 
flexible, expandable and has numerous plug-in capabilities and security updates. It is easy to add and remove 
content on a routine basis. We also provide website program training regularly to our clients.


We differentiate ourselves from other web development firms in that we not only create beautiful custom 
websites but develop every site to match the current technology standards, including SEO.


In addition, DPV is a trusted Google Partner. A distinction earned as a result of our industry expertise, advanced 
knowledge of Google tools and products, and commitment to client success. As a Google-certified expert, we 
are well-versed in the finer points of search engine optimization and how to maximize the impact of online 
advertising. Canyon Creative works closely with Google to create, implement, and monitor the most successful 
digital marketing campaigns for our clients.


Google supports DPV based on the following criteria:


• We demonstrate an advanced knowledge of Google AdWords and Google Analytics


• We follow best practices for all client accounts to maximize AdWords performance


• We exhibit business vitality by meeting Google advertising spend requirements 
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3 .3 .3 GOED shall require ongoing maintenance and optimization .


3 .3 .3 .1 Optimization will include Search Engine Optimization activities . 


Unlike some web development companies who just build a website and “set you free,” your site will be set up for 
optimum organic search engine optimization. To accomplish this, we will ensure that page content is worded in 
a way that will cause the site to appear first or high in search engine rankings. We will support that by including 
page metadata consisting of detailed search terms. 


Site maps will be submitted to Google for them to “crawl” your website, index it and make the site available in 
searches. We will confirm regular site map submission and “pings” on search engines. Ping means “to get the 
attention of” or “to check for the presence of” another party online. We work with search engines to ensure 
your website contents are being seen correctly by the search engines and by people online.


Canyon Creative is one of the few Google AdWords-certified companies in Nevada. The Google AdWords 
certification is a professional accreditation that Google offers to companies who demonstrate proficiency in 
basic and advanced aspects of AdWords. An AdWords certification indicates that Google recognizes them as 
experts in online advertising certification and allows us to specialize in online marketing.


3 .3 .4 Proposing vendors should submit with each copy of their technical proposal examples of other websites 
they have created, either as screen shots, on flash drives, or via links. 


http://policyapplied.org
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http://NevadaWellness.org


http://VRNevada.org


http://crosswatershed.net
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www.gillsprinting.com


www.merlincontracting.com


www.pscarchitects.com


3 .3 .5 Media buying would be included in the budget, however, it is not something that GOED is looking 
to actively pursue at the current time given the limited marketing budget that GOED has; although, 
depending on the need that could change .


3 .3 .5 .1 Search engine optimization for the website is included in that budget as well .


GOED’s preferences in this area are noted. We do recommend two areas where GOED might consider spending 
small amounts of money to support its marketing performance. The first is possible promoted social media posts 
of topics that would be particularly attractive to business owners. We have found that spending $100 on boosted 
posts four times a year (for a total of $400) directly correlates to a surge in social media followers because 
those posts will appear in the news feeds of targeted audiences who are not already followers. Second, small 
media buys in Google Ad words and LinkedIn could also help increase the visibility of GOED within the business 
community and improve SEO for GOED’s overall online presence.


3.4 SOCIAL MEDIA SERVICES


3 .4 .1  GOED currently has a social media presence, but would like to engage more in social media 
opportunities, and seeks a vendor(s) who is well-versed and skilled in executing social media strategies . 


Our team has a proven track in developing tailored social media strategies for its clients. We have conducted 
large social media campaigns for companies and agencies in both the private and the public sectors.  


We agree that GOED should expand its presence and level of activity on social media. We would provide GOED 
with a detailed social media plan, list of recommended channels, and calendar of posts. We would also write 
posts that include attention-getting videos and images (proven to better engage audiences). Our social media 
strategy would be based on research of GOED’s overall online presence, and would include recommendations 
of the best way to position GOED to interact with key target audiences (business owners, etc.) on social media 
channels.


Some of our preliminary recommendations include the following:


• Brand GOED’s Facebook page and develop more video-based posts to increase attention and followers. The 
success story videos mentioned earlier in this proposal would work very well here. Consider promoting four 
posts a year, targeted to business leaders, to boost the number of  followers from targeted demographic 
groups. 


• Brand and enhance GOED’s activity on its YouTube channel. YouTube is also an excellent platform for 
success story and other types of videos featuring the business-friendly aspects of Nevada.


• Create custom posts and post relevant content on the GOED social media channels on daily basis. Our goal 
for the social media channels is not only to create a large relevant follower base but retain and engage them 
through providing valuable content.
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• Track analytical data and provide regular reports to GOED on the performance of each channel, as well as 
recommendations for further improvements. 


3 .4 .1 .1 Proposing vendors should demonstrate an ability to create a branded experience within social 
media activities; and Examples


Our team has created successful and effective branded social media campaigns. Several examples are included 
below.


Our Nevada Wellness social media campaign is a great example of successful implementation. We built a 
follower base of over 6,000 Nevadans so far, and have a very high rate of interaction and sharing. 


NevadaWellness- (Department of Health and Human Services)


Facebook: https://www.facebook.com/NevadaWellness


Twitter: https://twitter.com/nevadawellness


LinkedIn: https://www.linkedin.com/company/nevada-wellness


Pinterest: https://www.pinterest.com/nevadawellness


YouTube: https://www.youtube.com/channel/UCYyODPRDbayEhAQ09l4f2-g
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BabyURmine - (Department of Health and Human Services)


 Facebook: https://www.facebook.com/babyurmineHealth


 YouTube: https://www.youtube.com/user/babyurmineTV


Twitter: https://twitter.com/babyurminenv


3 .4 .1 .2 Vendors should provide examples in their technical proposal of branded social media 
experiences prepared for other clients, either as static screen shots or, ideally, as links .


VRNevada - Vocational Rehabilitation


Facebook: https://www.facebook.com/VR-Nevada-366882546811068


Twitter: https://twitter.com/VRNevada


LinkedIn: http://ow.ly/Gzfv3026z65


YouTube: http://ow.ly/erDQ3026z7W
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3 .4 .2 GOED requires and needs to have a presence in social media .


3 .4 .2 .1 GOED has one now, but it is more limited than they would like; however funding for this 
would limited . 


Our team will develop a strategic and comprehensive plan for social media that takes complete advantage 
of the dramatic change in information distribution represented by these channels. We will work with GOED’s 
in-house team to ensure that the office’s social media presence is cohesive and coordinated to work as a single 
powerful voice. Our approach will comprise the following phases:


Research phase:


• Getting to know the subject matter/client.


• Social Media Manager: Emire Stitt.


The Social Media manager guides the development and maintain the health of online communities 
(social media channels). Through moderation, long-term engagement, community managers support 
social media campaigns, develop content strategy, create and manage social media content, conduct 
social listening and reporting, data analysis and provide input to support your social media strategy. 


• Researching and determining the optimal names for your social media channels and how they align with your    
brand.


• Creating posting guidelines for content and what sources are approved.


• Determining demographics and markets


• Determining what social media channels will be appropriate for the chosen demographics:


The primary channels we use are Facebook, Twitter, YouTube, Pandora, LinkedIn and Pintrest. We also


work with Instagram, Tumblr and other platforms if needed.


• Creating a mission statement for each social media channel.


• Developing a budget for promoted posts and determine how the budget is distributed between the different 
social media channels. 
 
• Setting overall goals objectives and strategies. 
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Planning phase:


• Creating or enhancing designs for all channels.


• Presenting designs for approval.


• Suggest/write copy for posts.


• Creating posting calendars.


• Gathering content for organic posts.


• Creating content for boosted posts and ads.


• Centralizing the ownership of passwords and logins. 


Campaign execution phase:


• Setting up social media channels.


• Setting up a social media management platform (such as Hootsuite) if one has not been set up yet  for the 
in-house team.


• Helping build audiences for all channels.


• Purchasing boosted posts and ads.


• Creating organic posts per calendar guidelines.


• Monitoring (listen) to relevant social media channels for additional content.


• Using analytics to track progress and adjust GOED’s strategy as needed. 


Reporting phase:


• Creating monthly reports for each social media channel.


• Creating reports for specific social media channels as needed with data for ROI assessment.
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3 .4 .2 .2 The social media strategy of GOED is both marketing and public relations focused .


We recommend that GOED’s social media presence include daily posts of relevant and valuable information to 
the business community, as part of being a contributor and a partner in that community. Marketing the benefits 
that Nevada offers to national and international businesses will be a natural integrated part of the overall 
communication, rather than a separate strategy. Announcing GOED’s initiatives, programs, achievements and 
partnerships will offer both public relations value as well as furthering the office’s marketing objectives.


3 .4 .3 Posting to social media sites is currently done in-house by GOED and would not be something the 
marketing firm would take over, but the firm could advise on postings and more effective use of the 
platforms .


Through creating a plan and suggesting/producing content for posts, we can support the in-house team.  We 
will have monthly meeting sessions to review current results and analytics of each social media platform and 
strategies for the next month.


3.5 COLLATERAL DESIGN 


3 .5 .1 Contracted vendor(s) may be expected to copyright, illustrate, design and produce (including print and 
digital) color collateral to be used in telling Nevada’s story, initiatives, and successes .


3 .5 .1 .1 Based on design needs, contracted vendor(s) shall create a common, branded look and feel 
across a variety of collateral mediums; and


Well-written and interesting public information materials are an important component of GOED’s regular 
interaction and outreach to Nevada, national and international audiences.


APPROACH: Provide information about GOED missions and campaigns through the creation of effective, 
eye-catching print materials that keep the brand consistency of each media campaign. We will assist with the 
following steps:


• Review current printed materials and meet with GOED to gather input on what is or is not working, and to 
determine the objectives for new initiatives and campaigns that will be supported by print materials.


• Clearly identify marketing objectives, target audiences, and key messages.


• Develop print materials that support GOED’s  programs.


• Select images (artwork, graphics, photographs, etc.) that will accurately depict the message the customer 
wants to convey to audiences.


• Combine text, illustrations, charts, figures, photographs, etc. to convey the message and/or information to 
the audience in a visually attractive and easy-to-understand publication format (pamphlet, brochure, poster, 
billboard, mailing, newsletter, ad, etc.)


• Ensure a unified, branded, contemporary look to all printed materials.


• Create materials in other languages if desired. Provide professional translations. 


• Maintain digital files of all printed pieces and related data/images. 
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TEAM EXPERIENCE: Our team has written and produced award-winning print products to support marketing, 
information, and educational campaigns for government agencies and companies throughout the nation. We 
have extensive experience writing and producing public information materials designed to communicate these 
agencies’ missions. We have planned, developed, produced, written, edited, and coordinated the dissemination of 
a wide variety of collateral materials, including:


• Complete corporate identity packages, including logos, mailers, brochures, flyers, ads,posters, annual reports, 
billboards, business cards, menus, and invitations.


• Marketing brochures and booklets for a wide range of companies, including Southwest Gas, Capital Insurance 
Group, and Wynn Las Vegas.


• Using the babyURmine creative concept and message, posters in Spanish and English were produced for 
display in facilities and buildings throughout Clark County. The posters included “quick-response” codes – 
which directed them to the babyURmine web portal page. We created Information cards with concise, specific 
facts and figures about the importance of prenatal care to the lives and health of mothers and babies were 
distributed to “trusted advisors” and people who work with pregnant women around the Valley. The success of 
the overall campaign resulted in a commendation letter from Senator Reid and a Pinnacle Award of Excellence 
from the Public Relations Society of America.


• A complete Breastfeeding Awareness Campaign that included posters, billboards, and bus signage. The 
purpose of the campaign was to promote breastfeeding and make mothers aware that Nevada has a state 
law that protects/supports women who choose to breastfeed in public, thus helping to make mothers feel more 
comfortable about breastfeeding.


• A brochure and a card carrier designed to provide information for a pilot summer food program for students 
K-12. Participants in this pilot program were selected from children receiving free and reduced price lunches at 
school. The goal was to promote healthy eating habits while preserving participant dignity; give information on 
how to find participating stores; and list food items that are a part of the program.


• Branding the WIC STEP UP campaign, creating an identity/brand, logo and printed materials for the WIC Step 
Up to Your Health Education Program of the Nevada Department of Health and Human Services.
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3 .5 .1 .2 Proposing vendors should submit examples of collateral they have designed as part of their 
technical proposal, as well as, possible recommendations for GOED-produced collateral . 


We have created a wide range of collateral materials for our clients, including the following examples:


SECKINGER-LEE/BYRD COOKIE COMPANY TINS


CORT EVENT FURNISHINGS CATALOG


AIGA LAS VEGAS WORK SHOW POSTER


EXOTIC CARS AT CAESARS PALACE
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3.6 MISCELLANEOUS


3 .6 .1 The contracted vendor(s) will also be required to respond to miscellaneous market-driven and need-
based projects, all under a tight deadline


Our team of designers is ready to produce quality products in very short time frames. We have designed award-
winning advertisements, publications, and collateral materials for customers around the United States, and have 
included a selection of examples in the subsections below.


3 .6 .1 .1 These may include small print design, ad production, swag production, and banner production, 
among other things .


“GIGI” & “JACQUES” FOR PARIS LAS VEGAS


EXIBIT LAS VEGAS 
Building signage, logo design and vehicle graphics created for a company catering to the convention, event and 
exhibit industry.


LE REVE AT WYNN LAS VEGAS
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3.7 GENERAL INFORMATION


3 .7 .1 The marketing agency should be large enough that GOED is not expected to wait long for requests such 
as website updating, collateral design, quick turnaround, etc .  .


3 .7 .1 .1 GOED’s staff size is relatively small and the agency is still new, so marketing projects can often 
come up quickly and unexpectedly .  


3.7.1.2 As such, the marketing firm should be able to respond accordingly to GOED’s requests and 
timetable .


With our DPV Team consisting of three established Nevada companies GOED will be guaranteed a quick 
turnaround. We will have at least five team members on staff available for quick response anytime.


3 .7 .2 Companies that are approved by the GOED Board for incentives are reported to the Nevada Legislature 
on an annual basis .


3 .7 .2 .1 Depending on the company, there may be ways to feature that company on one (1) of the 
industry pages on the GOED website, newsletter, or printed collateral material; however, we 
are not using companies for promotional efforts at this time outside of those three (3) options .


3 .7 .2 .2 Our marketing strategy does not include ad buys or promotional purchases, GOED does not 
think those tactics would yield a reasonable Return on Investment in recruiting businesses to 
Nevada . 


We will work with GOED to devise creative ways to feature companies who have received incentives on the 
website or in newsletters and collateral materials, as appropriate. 


GOED’s preferences regarding ad buys and promotional items is understood and noted. We agree these tactics 
have a limited return on investment, especially for entities that do not have large promotional budgets.


3 .7 .3 GOED does have photos from their events ad stock images . 


3 .7 .3 .1 GOED is not currently utilizing video or event footage in any of their marketing efforts, but 
video development is a goal for the website and other uses .


Video is the most effective medium on social media and generally online. We will be able to provide video 
production services on short notice and on tight time frames. We can create series of short videos that celebrate 
the business community in Nevada and illustrate the success of businesses moving to Nevada. We can also 
create video cards that are the newest and very effective method to communicate complex ideas for the busy 
professionals. 
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We have extensive experience in producing all types of video communications including:


• Production of television documentaries for international broadcast.


• Production of TV commercials for local and international broadcast.


• Studio Production of a weekly local events television show for Vegas PBS, Channel 10.


• Production of series of short documentaries for the Nevada Arts Council for its “Nevada Stories” project.


• Production of an orientation video for the Department of Employment Training and Rehabilitation. 


• A series of success stories videos for the Department of Employment Training and Rehabilitation featuring 
businesses in Nevada that successfully employ people with disabilities.


• Production of short documentaries for Capital Insurance Group, National Auto Body Council and General 
Mills.


• Production and serving as on-camera talent for public information videos, an in-house video news magazine, 
company training videos, and video news releases for two federal government agencies.


• The Henderson Police Office – trained the training Office in using Adobe digital media tools; consulted on 
the creation of the “Every 15 Minutes” video production.


3 .7 .3 .2 GOED does have a GOED logo that is being used, but would like to explore updating this logo .


A logo is an integral part of the branding process and we will provide GOED with a range of contemporary logo 
ideas in our re-branding process.


3.7.4 GOED currently has a marketing firm based in northern Nevada.


3.7.4.1 However, the firm will likely remain in charge of the initiatives that have already been 
developed with them such as the newsletter, some collateral, and some trade show 
productions .


The DPV Project Team will respect the division in activities as directed by GOED and understands that the 
current marketing firm will continue to remain in charge of these initiatives.


3.7.5 The new southern Nevada firm would be charged with website development/maintenance as well as the 
new branding of the agency (logo, colors), its targeted industries, and the potential marketing services for 
GOED-supported initiatives such as WaterStart, the Nevada Institute of Autonomous Systems, and the 
Nevada Center for Advanced Mobility . 


Our team would look forward to the opportunity to rebrand the agency, its website, logo and other materials to 
present a modern, forward-looking image that reflects GOED’s level of professionalism and dynamism. We are 
eager to demonstrate our understanding of how the GOED-sponsored initiatives will increase the diversity of 
Nevada’s economy, as well as our capabilities for marketing these initiatives to the world.
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4.1 Primary Vendor Information


4.1.1 Vendors must provide a company profile in the table format below.


QUESTION RESPONSE


Company name: DP Video Productions, LLC


Ownership (sole proprietor, partnership, etc.): Limited Liability Company,  
S Corporation


State of incorporation: Nevada


Date of incorporation: June 2004


# of years in business: 18


List of top officers: Emire Stitt, CEO


Location of company headquarters: Henderson, Nevada


Location(s) of the company offices: Henderson, Nevada


Location(s) of the office that will provide the 
services described in this RFP:


Henderson, Nevada


Number of employees locally with the expertise 
to support the requirements identified in this 
RFP:


5


Number of employees nationally with the 
expertise to support the requirements in this 
RFP:


5


Location(s) from which employees will be 
assigned for this project:


Henderson, Nevada (main office)


Las Vegas, 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 .


We have read and we acknowledge the conditions of this statute.
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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 .  Vendors must provide the following:


QUESTION RESPONSE


Nevada Business License Number: NV20041136819


Legal Entity Name: DP Video Productions, LLC


 Is “Legal Entity Name” the same name as vendor is doing business as?


Yes X No


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 .


We will obtain licenses as required and will demonstrate that we possess the requisite licenses in our proposals 
in such as way that this can be easily verified.


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.


DP Video Productions has a master contract with the Department of Health and Human Services and has 
worked on numerous projects since January of 2010.  Below are four projects completed during the course of 
our contract.  We have completed over 18 media project so far:


QUESTION RESPONSE


Name of State agency: Department of Health and  
Human Services - Maternal and Child Program


State agency contact name: Joanne Malay


Dates when services were 
performed:


February 2011 to June 2011
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Type of duties performed: Coordinated and managed activities for a marketing/outreach 
campaign designed to increase the awareness of Nevada prenatal 
and parenting services and programs, and to address the relationship 
between such services and health/birth outcomes and a healthy first 
year of life.  Specific duties included producing and filming television 
advertisements, creating a social media information campaign, 
producing videotaped interviews with local physicians, coordinating 
news media interactions, creating an informational booklet, brochure, 
and posters, designing billboards and bus signage, and producing 
Spanish-language versions of all work.


Total dollar value of the contract: $256,175


 


QUESTION RESPONSE


Name of State agency: Department of Health and  
Human Services - Immunization Program


State agency contact name: Melanie Flores


Dates when services were 
performed:


October 2012 - present


Type of duties performed: Created the Nevada Wellness brand, built a website, created and 
maintained full social media presence. Created series of videos on 
health and wellness topics. Designed Toolkits for Heart and stroke 
prevention and diabetes prevention. Created collateral for health 
events. Designed and created an ad for the Reno airport.


Total dollar value of the contract: $265,881


QUESTION RESPONSE


Name of State agency: Department of Health and  
Human Services - Diabetes Prevention and Control Program


State agency contact name: Marjorie Franzen-Weiss


Dates when services were 
performed:


March – April 2011
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Type of duties performed: Created billboard ads showing that people with diabetes can take small 
steps to improve their condition, created Spanish versions of each ad, 
purchased billboard space in Northern and Southern Nevada.


Total dollar value of the 
contract:


$17,724


QUESTION RESPONSE


Name of State agency: Department of Health and  
Human Services - Bureau of Child, Family & Community Wellness


State agency contact name: Kelly Langdon (Melanie Flores)


Dates when services were 
performed:


August 2011 – February 2012


Type of duties performed: Produced television, radio, and movie theater advertisements, posters, 
bus signage, billboards, and a website.  Created Spanish versions of each 
ad, purchased media space in Northern and Southern Nevada.


Total dollar value of the 
contract:


$100,000


DP Video Productions has been working with Nevada Arts Council for the past seven years. We have completed 
variety of projects involving primary video production.


QUESTION RESPONSE


Name of State agency: Department of Tourism and Cultural Affairs


State agency contact name: Patricia Atkinson


Dates when services were 
performed:


November 2009 – present


Type of duties performed: Series of short documentaries as part of  “Nevada Stories”


Total dollar value of the contract: $18,000
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DP Video Productions has a master contract with the Department of Employment, Training and Rehabilitation 
and has worked on numerous projects since July, 2014.  Below are two campaigns completed during the 
course of our contracts.  Our contract has been renewed for two more years starting July, 2016 and we will be 
continuing to provide web, video and social media services.


QUESTION RESPONSE


Name of State agency: Department of Employment, Training  
and Rehabilitation


State agency contact name: Shelley Hendren


Dates when services were 
performed:


July 2014 – June 2016


Type of duties performed: Create a new brand for VR Nevada based on Nevada 
demographics research.  Design and build a website for VR 
Nevada, create and maintain social media presence. Producing 
series of videos for VR Nevada YouTube channel. Managing Social 
Media for VR Nevada


Total dollar value of the contract: $419,886


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


4.1.8 Vendors must review the insurance requirements specified in Attachment E, Insurance Schedule for RFP 
2109 .  Does your organization currently have or will your organization be able to provide the insurance 
requirements as specified in Attachment E.


Yes X No
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 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 2109.


Since our company already conducts business with The State of Nevada, we do have and maintain all the 
required insurance coverage.


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.


All staff members at DP Video are highly qualified in marketing and design.  DPV has provided marketing 
services to a wide range of Nevada companies, and is familiar with Nevada’s public sector issues and 
demographic characteristics. 


DP Video Productions, LLC, has been in the marketing and communications business in Nevada since 1998 and 
has successfully completed a wide variety of public and private-sector projects for clients that range from state 
and local government agencies to many of the largest gaming corporations in the nation.
From its roots as a digital media company, through opening its online and web communications office in 2004, 
and on to leading a full-service marketing, advertising and public relations consortium in 2010, the company 
has demonstrated both talent and creativity in campaigns as well as a dedication to achieving measurable 
results for clients.


DP Video Productions and its partners Strategic Progress and Canyon Creative have established a successful 
track record of working with State of Nevada agencies in creating communications campaigns that have 
resulted in measurable results —the ultimate goal of the GOEDs’ efforts. However, while we feel our previous 
work for the State has given us an understanding of many of Nevada’s economic and political priorities 
we know that each topic or challenge is different and requires its own, unique approach and an energetic 
campaign with specific, targeted objectives and strategies. We have a great respect of the employees and 
management of GOEDs’ who work tirelessly to make life better for their fellow Nevadans and expand the 
Nevada economy. We hope to add value to their efforts through our consulting, management, education, and 
communications work, and we would look forward to continuing to do so. Our intent is to lend our expertise, 
experience and ability to manage projects on time and on budget to support the agency in achieving its goals.
The partnership of DP Video Productions, Canyon Creative and Strategic Progress spans the range of services 
desired by GOED. We are equally proficient providing organized, well-managed and facilitated educational and 
community building coalitions as we are able to develop attention-getting marketing and advertising campaigns 
that use a combination of traditional and new techniques to get results.


With staff in Reno and Las Vegas, GOED is assured of access to us in person as needed and desired. Our 
Southern Nevada staff is ready and able to attend project meetings in Northern Nevada as often as necessary. 
In addition, we pride ourselves on the immediacy of response to phone calls and e-mail messages, and GOED is 
also assured of a consistent level of immediate responses to questions and concerns.
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No matter what the activity, the GOED will work directly with the senior partners from each company. In fact, 
our entire staffs are made up of people who each have at least 10 years of experience in their respective fields, 
and often 20 or 30. The possibility of GOED being asked to work with a junior staff member simply does not 
exist. Our entire team is made up of highly experienced people from diverse backgrounds, which makes us able 
to approach campaigns from a multitude of cultural viewpoints.


In addition to successful projects performed by public institutions in Nevada, our team brings to the table our 
experience providing exciting and cutting-edge work for private-sector companies in the state and across the 
nation. We provide marketing consulting, web and digital media services, advertising (television, radio, outdoor, 
theater, and print), website design, and graphic design for such companies as Wynn Resorts, The Venetian and 
Palazzo, Planet Hollywood International, Paris Hotel and Casino, Bally’s, Caesars Entertainment, Sam’s Town, 
The Orleans, Suncoast, and the Rampart and Cannery Resorts and Casinos. Our major projects are not limited 
to the gaming industry. We have created campaigns for companies and organizations ranging from members of 
the Berkshire Hathaway group of companies to the Las Vegas Chamber of Commerce, to insurance firms and 
project management consultancies. Our work for these and other local, national and international firms has 
given us the ability to bring creative, out-of-the ordinary ideas and suggestions to increase the effectiveness of 
marketing and advertising campaigns conducted for the State of Nevada.
Rather than make general claims about our abilities, however, our proposal contains specifics about the 
approaches we would take to each component service desired by GOED. In each section of the proposal, we 
have also listed specific experience and examples of our previous work in these areas.
In this way, we hope to give the Office a high level of confidence in our ability to provide the leadership and 
support, and create the type of educational, community-building, public awareness, and marketing campaigns 
that meet GOED’s expectations for success.


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 .


DP Video Productions began in 1998 as a digital media company, primarily producing videos.
Recognizing the growing demand for related services, DP Video Productions added web design, digital media 
marketing, Social Media Development and TV production to its business services in 2004. All staff members 
at DP Video are highly qualified in marketing for print, video and the web. DPV has provided marketing 
communication services to a wide range of Nevada companies, and is familiar with Nevada’s economic 
development issues and initiatives.


For more than a decade DP Video Productions has been conducting large media campaigns that include 
all aspects of marketing: branding, web design, television and radio advertising, movie theater advertising, 
billboards, bus wraps, online advertising, and social media. Our media buyer has been in the industry over 30 
years and has great knowledge of the Nevada market.


For some examples of our work please visit our website: www.dpvideo.com 


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 


160942640
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4.1.11.2 Federal Tax Identification Number


20-1199612


4.2 Subcontractor Information 


4 .2 .1 Does this proposal include the use of subcontractors?


Yes X No


4.2.1.1 Identify specific subcontractors and the specific requirements of this RFP for which each 
proposed subcontractor will perform services .


Canyon Creative & Design, Inc.
6018 S. Durango Dr.
Suite 100
Las Vegas, NV 89113
702-262-9901
www.canyoncreative.com


Canyon Creative & Design will provide creative services as needed, including: branding, creating and executing 
advertising campaigns; creating graphic designs and illustrations for publications and web content. Canyon 
Creative and design will also support marketing strategies and plans; writing services for advertising and 
marketing materials; web content management and development; publications management; development and 
distribution of resource directories; management of participation in GOED projects; publishing projects; and 
assistance with key message development.


Strategic Progress, LLC
PO Box 34294
Reno, NV 89533
Cyndy@strategicprogress.com<mailto:Cyndy@strategicprogress.com>
Phone 702-241-8033
Fax 866-635-1577


Strategic Progress, LLC, is a consulting firm specializing in strategic positioning, public policy development, 
grant writing and professional fundraising for a number of local and national not for profit and governmental 
organizations. During the company’s ten year history, Strategic Progress has raised more than $21 million in 
grants, as well as pioneered systemic social change in the areas of homelessness, youth development and child 
welfare. Clients include Clark County, the Southern Nevada Regional Planning Coalition, and the Nevada State 
Department of Employment, Training and Rehabilitation, which was just awarded a $6 million grant written by 
Strategic Progress.


Strategic Progress is headed by Cyndy Ortiz Gustafson, a native Nevadan with a MA in Political Science and 
Public Law and a background in the U.S. Senate, Nevada State Legislature and Southern Nevada nonprofit 
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community (please see attached resume and references). Ms. Ortiz Gustafson possesses significant knowledge 
of the political, business and non-profit community in Southern Nevada. She has extensive contacts with key 
stakeholders throughout the community, which has increased her ability to build and sustain projects as well as 
secure funding and support for the work.
Also included as a part of the Strategic Progress team is Justin Gardner, a consultant with more than ten years 
of experience in research, data analysis, strategic planning, and project management; and Wendy Waite, with 
over 5 years’ experience with federal, state and local grant writing.


4 .2 .1 .2 If any tasks are to be completed by subcontractor(s), vendors must:


A.  Describe the relevant contractual arrangements;


DP Video Productions, LLC, will be the vendor/prime contractor and company president Emire Stitt will be the 
point of contact for the Department. DP Video Productions, LLC, will establish contractual arrangements with 
the subcontractor providing services.


Canyon Creative will be heading the branding, design and web design portion of the contract. With the vast 
experience in print design and collateral creation, this subcontractor will be an invaluable asset.
Strategic Progress will be handling any needed research, writing and PR. We have worked seamlessly on many 
campaigns and this subcontractor understands the day to day work flow and short deadlines.


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


DP Video Productions, LLC, will manage the activities performed under this contract, and company president 
Emire Stitt will be the project manager for the contract. Emire Stitt will serve as the point of contact for the 
GOED for all requests and activities unless GOED requests to communicate directly with a subcontractor. Emire 
Stitt will initiate and/or participate in all interactions with the GOED personnel. DP Video Productions will 
ensure that all work done by the prime contractor and subcontractor is in full compliance with the terms of the 
contract.


C.  Describe your previous experience with subcontractor(s).


DP Video Productions, LLC, has functioned successfully in an identical teaming arrangement with Canyon 
Creative & Design and Strategic Progress, LLC for a multi-year master contract with the State of Nevada Health 
and Human Services and the Department of Employment, Training and Rehabilitation. We have provided the 
names of DHHS and BVR personnel in section 4.1 of this proposal, who can provide comments on the team’s 
responsiveness, ease of communication, timeliness, and ability to meet tight deadlines.


4 .2 .1 .3 Vendors must describe the methodology, processes and tools utilized for:


A.  Selecting and qualifying appropriate subcontractors for the project/contract;


DP Video Productions, LLC, selected Canyon Creative & Design based on the company’s proven abilities in 
advertising, marketing, and graphic design and Strategic Progress, LLC on a solid experience in the community 
as a leading strategist and community developer. Both companies have senior-level personnel who have 
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won awards for their work. The companies were qualified through careful examination of previous work and 
interviews with the principal staff of both firms.


B.  Ensuring subcontractor compliance with the overall performance objectives for the project; 


DP Video Productions will ensure that all work done in association with this project/ contract is in full 
compliance with the overall performance objectives. Company president/ project manager Emire Stitt will ensure 
that requests are fulfilled in a timely and highly responsive manner, all deadlines are met, all work is performed 
by senior-level personnel, and the quality of the work meets or exceeds GOED’s expectations. The methodology 
used to ensure compliance with performance objectives includes weekly project meetings, a schedule of 
deliverables, regular status updates to GOED personnel, immediate responses to contacts and requests, and 
regular meetings or teleconferences with GOED managers.


C.  Ensuring that subcontractor deliverables meet the quality objectives of the project/contract; and


All subcontractor staff have excellent, proven reputations for the quality of their work and have won numerous 
professional awards for their campaigns and advertising and marketing materials. DP Video Productions, Canyon 
Creative & Design and Strategic Progress, LLC enjoy excellent professional reputations with their clients. This 
awareness of and commitment to quality ensures that the work performed for GOED will meet the quality 
standards set by these companies and will meet or exceed GOED’S expectations.


DP Video Services will use the following methodology to ensure that subcontractor deliverables and products 
meet the quality objectives of this project/contract: review of all deliverables before they are presented to 
GOED for approval; weekly or more frequent meetings or teleconferences with GOED’s management and staff; 
immediate attention to requests for additions or changes to deliverables; and monthly status reports on progress 
of deliverables and activities.


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.


DP Video Productions, LLC, will, upon receipt of the State’s request to provide proof of payment to Canyon 
Creative & Design, Inc., or Strategic Progress, LLC, will provide such proof within five (5) working days. The proof 
of payment will be in the form of a receipt, an Internet receipt, and/or a check image.
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4 .2 .1 .4 Provide the same information for any proposed subcontractors as requested in Section 4 .1, 
Vendor Information .


Subcontractor Information-Canyon Creative


4.1.1 Vendors must provide a company profile in the table format below.


QUESTION RESPONSE


Company name: Canyon Creative & Design, Inc


Ownership (sole proprietor, partnership, etc.): Corporation S


State of incorporation: Nevada


Date of incorporation: April 3, 1996


# of years in business: 20


List of top officers: Dale Sprague, President
Ann Sprague, Vice-President


Location of company headquarters: Las Vegas, Nevada


Location(s) of the company offices: Las Vegas, Nevada


Location(s) of the office that will provide the 
services described in this RFP:


Las Vegas, Nevada


Number of employees locally with the expertise 
to support the requirements identified in this 
RFP:


9


Number of employees nationally with the 
expertise to support the requirements in this 
RFP:


9


Location(s) from which employees will be 
assigned for this project:


Las Vegas, 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 .


Tab VIISection 4
Company Background and References  







DP Video Productions  | Canyon Creative and Design | Strategic Progress 58


We have read and we acknowledge the conditions of this statute.


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 .  Vendors must provide the following:


Canyon Creative & Design is incorporated in the State of Nevada.


QUESTION RESPONSE


Nevada Business License Number: 420472700


Legal Entity Name: Canyon Creative & Design, Inc.


 Is “Legal Entity Name” the same name as vendor is doing business as?


Yes X No


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 .


We will obtain licenses as required and will demonstrate that we possess the requisite licenses in our proposals 
in such as way that this can be easily verified.


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.


Canyon Creative has worked as a subcontractor on a master contract with the Department of Health and 
Human Services and has worked on numerous projects since January of 2010.  Below are four projects 
completed during the course of our contract.  We have completed over 18 media project so far:


QUESTION RESPONSE


Name of State agency: Department of Health and  
Human Services - Maternal and Child Program


State agency contact name: Joanne Malay
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Dates when services were 
performed:


February 2011 to June 2011


Type of duties performed: Created a branded marketing/outreach campaign designed to increase 
the awareness of Nevada prenatal and parenting services and 
programs, and to address the relationship between such services and 
health/birth outcomes and a healthy first year of life.  Specific duties 
included creating the concept for television advertisements, designing 
a website, creating a social media information campaign, creating an 
informational booklet, brochure, and posters, designing billboards and 
bus signage, and producing Spanish-language versions of all work.


Total dollar value of the contract: $256,175


 


QUESTION RESPONSE


Name of State agency: Department of Health and  
Human Services - Nevada Wellness


State agency contact name: Melanie Flores


Dates when services were 
performed:


October 2012 - present


Type of duties performed: Created the Nevada Wellness brand, built a website, created and 
maintained full social media presence. Designed toolkits for heart 
and stroke prevention and diabetes prevention. Created collateral for 
health events. Designed and created an ad for the Reno airport.


Total dollar value of the contract: $265,881


QUESTION RESPONSE


Name of State agency: Department of Health and  
Human Services - Diabetes Prevention and Control Program


State agency contact name: Marjorie Franzen-Weiss


Dates when services were 
performed:


March 2011 – June 2016
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Type of duties performed: Created billboard ads showing that people with diabetes can take small 
steps to improve their condition, created Spanish versions of each ad, 
purchased billboard space in Northern and Southern Nevada.


Built a Diabetes section as part of the Nevada Wellness website:  
http://nevadawellness.org/community-wellness/diabetes-education


Designed and created DSME and DPP Toolkits. Printed DSME and 
DPP Toolkits with a folder presentation. Design and print Diabetes 
Management posters.


Total dollar value of the 
contract:


$90,719


QUESTION RESPONSE


Name of State agency: Department of Health and  
Human Services - Bureau of Child, Family & Community Wellness


State agency contact name: Kelly Langdon (replaced by Melanie Flores)


Dates when services were 
performed:


August 2011 – February 2012


Type of duties performed: Designed and created website, posters, bus signage, and billboards.  
Created Spanish versions of each ad, purchased media space in Northern 
and Southern Nevada.


Total dollar value of the 
contract:


$100,000


Canyon Creative has worked with DP Video Productions on a master contract with the Department of 
Employment, Training and Rehabilitation since July, 2014.  Below are two campaigns completed during the 
course of our contracts.  Our contract has been renewed for two more years starting July, 2016 and we will be 
continuing to provide web, video and social media services.


QUESTION RESPONSE


Name of State agency: Department of Employment, Training  
and Rehabilitation


State agency contact name: Shelley Hendren
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Dates when services were 
performed:


July 2014 – June 2016


Type of duties performed: Create a new brand for VR Nevada based on Nevada 
demographics research.  Design and build a website for VR 
Nevada, create and maintain social media presence. Producing 
series of videos for VR Nevada YouTube channel. Managing Social 
Media for VR Nevada


Total dollar value of the contract: $419,886


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


4.1.8 Vendors must review the insurance requirements specified in Attachment E, Insurance Schedule for RFP 
2109 .  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 2109.


Since our company already conducts business with The State of Nevada, we do have and maintain all the 
required insurance coverage.
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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.


Canyon Creative & Design, Inc. is a talented team of creative professionals with well-known clientele in the 
gaming, theme park, restaurant, retail, entertainment, and corporate worlds. Incorporated April 3, 1996 in the 
state of Nevada, Canyon Creative & Design, Inc. (Canyon Creative), is a woman-owned corporation by the co 
founders Dale W. Sprague and Ann J. Sprague. Dale owns 49% and Ann owns 51% of the company.


We’re experienced graphic designers, writers, creative thinkers, hard-working lovers of fun, and imaginative 
strategists. Our inspiration comes from our diverse backgrounds, interests, professional experience and, of 
course, our clients.


Canyon Creative has been creating exceptional graphic designs solutions for its clients since its inception. Our 
national scope and award-winning creative problem solving and exceptional client service have enabled us to 
maintain a long-term client base over the years. Our dynamic creative solutions have also built client awareness 
and have ultimately increased sales for many of our customers.


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 .


Canyon Creative has been providing design and branding services since 1996.


Canyon Creative’s services include innovative graphic design solutions, branding, advertising, corporate 
communications, website development, writing, retail product development, packaging, and environmental 
graphics. Our team designs to meet the client’s specific objectives, staying consistent and true to brand image, 
while injecting fresh ideas geared for success. Our individual approach to the creative process allows for each 
finished project to be unique and effective for every client.


For some examples of our work please visit our website: http://canyoncreative.com


Subcontractor Information-Strategic Progress


4.1.1 Vendors must provide a company profile in the table format below.


QUESTION RESPONSE


Company name: Strategic Progress, LLC


Ownership (sole proprietor, partnership, etc.): Limited Liability Company


State of incorporation: Nevada


Date of incorporation: 2002


# of years in business: 14
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List of top officers: Cyndy Ortiz Gustafson


Location of company headquarters: Reno, Nevada


Location(s) of the company offices: Reno, Nevada


Location(s) of the office that will provide the 
services described in this RFP:


Reno, Nevada 
Las Vegas, Nevada


Number of employees locally with the expertise 
to support the requirements identified in this 
RFP:


2


Number of employees nationally with the 
expertise to support the requirements in this 
RFP:


2


Location(s) from which employees will be 
assigned for this project:


Las Vegas, 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 .


We have read and we acknowledge the conditions of this statute.


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 .  Vendors must provide the following:


Strategic Progress, LLC is incorporated in the State of Nevada.


QUESTION RESPONSE


Nevada Business License Number: NV20051774907


Legal Entity Name: Strategic Progress, LLC


 Is “Legal Entity Name” the same name as vendor is doing business as?


Yes X No


4 .1 .4 Vendors are cautioned that some services may contain licensing requirement(s) .  Vendors shall be 
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proactive in verification of these requirements prior to proposal submittal.  Proposals that do not contain 
the requisite licensure may be deemed non-responsive .


We will obtain licenses as required and will demonstrate that we possess the requisite licenses in our proposals 
in such as way that this can be easily verified.


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 State Office of Veterans Services


State agency contact name: Caleb Cage


Dates when services were 
performed:


June 2012-April 2013


Type of duties performed: Designed a statewide systems reform plan for veteran’s services 
with Director Cage. Provided strategic consultation on all aspects of 
creating and implementing a statewide systems plan for education, 
health and workforce issues concerning veterans in Nevada. Wrote 
and published a Business Case for policy leaders, stakeholders and 
organization, as well as conducted interviews around the state, 
convened input groups, researched local and national organization, 
trends and issues, and compiled this in an Environmental Scan that 
drives project deliverables. Wrote a Strategic Financing Plan to sustain 
program growth into the future.


Total dollar value of the contract: $152,000


 


QUESTION RESPONSE


Name of State agency: Department of Health and  
Human Services - Systems Office
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State agency contact name: Mary Wherry


Dates when services were 
performed:


May 2011– Dec 2012


Type of duties performed: Conducted a rate study analysis for the Nevada Early Intervention 
Systems Office to determine how to set provider rates across the 
state for early intervention services. Interviewed providers across the 
state, conducted research, analysis, evaluation and wrote a detailed 
report providing rate guidance for the Office and policy makers.


Total dollar value of the contract: $28,850


QUESTION RESPONSE


Name of State agency: Department of Health and  
Human Services


State agency contact name: Mary Wherry


Dates when services were 
performed:


August to November 2011


Type of duties performed: Designed and implemented a two day strategic planning session for 
the Nevada State Health Division. Worked with staff to plan and 
structure the strategic planning session, as well as structure all activities, 
work plans and outcomes of the meeting. Wrote a detailed report 
consolidating planning and laying out a strategic vision with detailed 
action steps for the Division.


Total dollar value of the 
contract:


$31,350


QUESTION RESPONSE


Name of State agency: Nevada State WIC


State agency contact name: Michelle Walker


Dates when services were 
performed:


November 1, 2015-May 30, 2016
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Type of duties performed: Project Management, Research, Facilitation of Minority Health Initiative 
and coalition in Clark County


Total dollar value of the 
contract:


 in progress, not completed


QUESTION RESPONSE


Name of State agency: Nevada Department of Veterans Services


State agency contact name: Kat Miller


Dates when services were 
performed:


January 2015-December 2015


Type of duties performed: Project Management, Research, Facilitation of Homeless Initiative


Total dollar value of the 
contract:


$125,000 


QUESTION RESPONSE


Name of State agency: Department of Employment, Training  
and Rehabilitation


State agency contact name: Shelley Hendren


Dates when services were 
performed:


July 2014 – June 2016


Type of duties performed: Conducted statewide research with focus groups, one-on-one 
meetings, online polls targeting Nevada Businesses and their 
willingness to hire employees with disabilities. Created a final 
report with detailed data on employment tendencies and 
presented to the Governor’s task force.


Total dollar value of the contract: $70,000
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QUESTION RESPONSE


Name of State agency: Chronic Disease Prevention and Health Promotion


State agency contact name: Kelly Drucker


Dates when services were 
performed:


November 1, 2015-June 30, 2016 


Type of duties performed: Research, evaluation of data, analysis, analytics, writing, graphic 
presentation of data, report production breast and cervical cancer 
needs assessment in high need counties. Multi modal approach 
including focus groups, interviews, surveys. 


Total dollar value of the contract:  in progress, not completed


QUESTION RESPONSE


Name of State agency: Workforce Connections


State agency contact name: Ric Viallobos


Dates when services were 
performed:


June 2015


Type of duties performed: Development, writing, data analysis, design of evaluation plan for 
the Youthbuild $1.1 million grant. Grant awarded. 


Total dollar value of the contract: $8,000


QUESTION RESPONSE


Name of State agency: Office of Grants Procurement, Coordination and Management


State agency contact name: Sheila Lambert


Dates when services were 
performed:


March 2015-December 2015 
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Type of duties performed: Research, evaluation of data, analysis, analytics, writing, graphic 
presentation of data, report production of state public health 
needs assessment (LTSS project component of this contract not 
completed until Nov 20th not included in this summary)


Total dollar value of the contract:  in progress, not completed


QUESTION RESPONSE


Name of State agency: Nevada System of Higher Education


State agency contact name: Frank Woodbeck


Dates when services were 
performed:


March 2015-June 2015


Type of duties performed: Research, project development, writing and submission of 
Department of Labor American Apprenticeship Grant- grant 
awarded


Total dollar value of the contract: $10,000


QUESTION RESPONSE


Name of State agency: Office of Grants Procurement, Coordination and Management


State agency contact name: Sheila Lambert


Dates when services were 
performed:


August 2015


Type of duties performed: Research, writing and grant support for development of the $16 
million SAPTA federal grant


Total dollar value of the contract: $8,800


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?


Tab VIISection 4
Company Background and References  







DP Video Productions  | Canyon Creative and Design | Strategic Progress 69


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


4.1.8 Vendors must review the insurance requirements specified in Attachment E, Insurance Schedule for RFP 
2109 .  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 2109.


Since our company already conducts business with The State of Nevada, we do have and maintain all the 
required insurance coverage.


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.


Strategic Progress, LLC is a Nevada based company founded in 2002 and managed by Cyndy Ortiz Gustafson, 
a Nevada strategist with a proven track record in mobilizing people and resources around systems work, 
regional planning initiatives, innovative programs and capital projects. Strategic Progress works with state 
and local government leaders, community organizations, and private investors to design systems and projects 
that have measureable impact, based on a proven approach to social change. We are made up of a skilled 
team of researchers, analysts, writers, policy experts, strategic planners, grant writers and evaluators who 
provided consultation, project management and training to a wide variety of state departments, community 
organizations, corporations, foundations and community collaboratives. We work with leaders to help them 
ready their organizations for policy changes, and to plan and implement change strategies, and to finance and 
sustain those strategies long term. We specialize in research and analysis of Nevada’s ability to compete for 
federal funds, and our ability to design and develop large scale initiatives that position Nevada on the national 
stage for investment.
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By designing and open sourcing our research and development and producing publicly accessible reports, 
toolkits, and impact plans we are advancing Nevada’s ability to compete in the marketplace of federal and 
private funding, ultimately improving the quality, breadth and depth of social impact programs that benefit all 
Nevadans.


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 .


Strategic Progress has been providing design and branding services since 2002.


For some examples of our work please visit: http://policyapplied.org


4.3 Business References


4 .3 .1 Vendors should provide a minimum of three (3) business references from similar projects performed for 
private, state and/or large local government clients within the last three (3) years .


BUSINESS REFERENCES FOR DP VIDEO PRODUCTIONS, LLC:


 Shelley Hendren
 Department of Employment Training and Rehabilitation
 Rehabilitation Administrator
 702-486-3213
 sghendren@nvdetr.org       


 Robyn Peot
 VP of Brand Marketing
 Planet Hollywood International
 702-785-5062
 RPeot@planethollywoodintl.com


 Melanie S. Flores, MSW
 Bureau of Child, Family, & Community Wellness
 Division of Public and Behavioral Health
 Office: 775-687-7509
 Cell: 775-815-5666
 mflores@health.nv.gov


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 Department of Employment Training and Rehabilitation


Company Name: DP Video Productions, LLC


Identify role company will have for this RFP project: 
(Check appropriate role below):


X VENDOR SUBCONTRACTOR


Project Name: Marketing/Outreach Campaign


PRIMARY CONTACT INFORMATION


Name: Shelley Hendren


Street Address: 3016 West Charleston Blvd


City, State, Zip: Las Vegas, NV 89012


Phone, including area code: 702-486-3213


Facsimile, including area code:


Email address: sghendren@nvdetr.org


ALTERNATE CONTACT INFORMATION


Name:


Street Address:


City, State, Zip:


Phone, including area code:


Facsimile, including area code:


Email address:


PROJECT INFORMATION
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Brief description of the project/contract 
and description of services performed, 
including technical environment (i.e., software 
applications, data communications, etc.) if 
applicable:


Coordinated and managed activities for a marketing/
outreach campaign designed to increase the awareness 
of Nevada Vocational Rehabilitation’s role as a valuable 
resource of qualified employees. Specific duties included 
conducting a needs assessment report, branding VR 
Nevada, creating a website, producing and filming 
television advertisements, creating a social media 
information campaign, producing videotaped interviews 
with local business owners, coordinating news media 
interactions, creating informational brochures, e-mail 
campaigns and radio.


Original Project/Contract Start Date: July 2014


Original Project/Contract End Date: June 2015 


Original Project/Contract Value: $289,936


Final Project/Contract Date: June 2015


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, we did stay within the budget.


Reference #: 2 Planet Hollywood International


Company Name: DP Video Productions, LLC


Identify role company will have for this RFP project: 
(Check appropriate role below):


X VENDOR SUBCONTRACTOR


Project Name: Planet Hollywood Corporation and  
its subsidiaries


PRIMARY CONTACT INFORMATION


Name: Robyn Peot
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Street Address: 3667 Las Vegas Blvd, South


City, State, Zip: Las Vegas, NV 89109


Phone, including area code: (702) 785-5062


Facsimile, including area code:


Email address: RPeot@planethollywoodintl.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:


Planet Hollywood International: 
Manage and produce marketing/advertising for all 
Planet Hollywood properties in  
Las Vegas, around the country and internationally.


Commercials, plasma screen advertising, social media 
promotional videos, instructional videos. 


Original Project/Contract Start Date: January 2009


Original Project/Contract End Date: Ongoing


Original Project/Contract Value: $4,900 monthly retainer plus additional project costs


Final Project/Contract Date: Ongoing


Was project/contract completed in time 
originally allotted, and if not, why not?


Ongoing
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Was project/contract completed within or 
under the original budget/cost proposal, 
and if not, why not?


Yes, we did stay within the budget. All additional work is 
based on pre-approved estimates.


Reference #: 3 Department of Health and Human Services


Company Name: DP Video Productions, LLC


Identify role company will have for this RFP project: 
(Check appropriate role below):


X VENDOR SUBCONTRACTOR


Project Name: Nevada Wellness


PRIMARY CONTACT INFORMATION


Name: Melanie S. Flores


Street Address: 4150 Technology Way, Suite 210


City, State, Zip: Carson City, NV 89706


Phone, including area code: (775) 687-7509


Facsimile, including area code:


Email address: mflores@health.nv.gov


ALTERNATE CONTACT INFORMATION


Name:


Street Address:


City, State, Zip:


Phone, including area code:


Facsimile, including area code:


Email address:
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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:


Bureau of Child, Family &  
Community Wellness: 
Design and build a Nevada Wellness brand and website. 
Create on-line presence through social media. Design 
and create posters, billboards, brochures and toolkits.


Original Project/Contract Start Date: February 2013


Original Project/Contract End Date: September 2016


Original Project/Contract Value: $265,881


Final Project/Contract Date: September 29, 2016


Was project/contract completed in time 
originally allotted, and if not, why not?


Yes, the project was completed on schedule.


Was project/contract completed within or under 
the original budget/cost proposal, and if not, 
why not?


Yes, we did stay within the budget.


4 .3 .3 Vendors must also submit Attachment F, Reference Questionnaire to the business references that are 
identified in Section 4.3.2.  


Acknowledged.


4.3.4 The company identified as the business references must submit the Reference Questionnaire directly to 
the Purchasing Division . 


Acknowledged.


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 .    


Acknowledged.


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 .


Acknowledged.
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Tab VIIIAttachment G
Proposed Staff Resumes(s)  - Emire Stitt


4.4  PROPOSED 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 .


Company Name 
Submitting 
Proposal:


DP Video Productions, LLC


[ X ]Contractor [  ] Subcontractor


Name: Emire Stitt [ X ] Key Personnel 


Individual’s Title: CEO


Classification: Project Manager, Producer # of Years in Classification: 18


# of Years with 
Firm:


18


Brief Summary: 
of Professional 
Experience:


Emire established DP Video Productions in 1998 and is currently the CEO and 
owner of the company. DP Video Productions is a successful digital media company 
providing full media campaign services for State of Nevada Public sector, large 
gaming companies, financial and insurance companies, and restaurants.


Emire acquired degrees in film and theatre before beginning to work in the area of 
TV and video production. She is fluent in Bulgarian, Arabic, Russian, French, and 
English. She worked as a producer/director at PBS, and her TV career began as a 
producer of a 30- minute television show at the station. She has produced several 
full-length documentaries. Emire was instructor at UNLV professional development 
center in Digital Media Production for 4 years.


Besides her expertise in video, film and television production, Emire is a certified 
web designer and developer. The wide spectrum of skills has helped her is managing 
several large media campaigns that include all aspects of advertisement.
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RELEVANT PROFESSIONAL EXPERIENCE


Required 
Information:


MMYYYY to 
Present: 
Vendor Name: 
Client Name: 
Client Contact 
Name: 
Client Address, 
Phone 
Number, Email: 
Role in Contract/
Project: 
Details and 
Duration of 
Contract/Project:


Timeframe: 2010 


Vendor: DP Video Productions, LLC


Client: State of Nevada Health and Human Services


Contact: Jo Malay, RN MPH 
Health Program Manager II, Nevada State Health Division
4126 Technology Way, Suite 102, Carson City, NV 89706 
Phone: 775.687.5162 ext 289
Cell: 775-230-5327
Email: jmalay@health.nv.gov


Role: Project Manager


Details: Coordinated and managed activities for a marketing/outreach campaign 
designed to increase the awareness of Nevada prenatal and parenting services and 
programs, and to address the relationship between such services and health/birth 
outcomes and a healthy first year of life. Specific duties included producing and 
filming television advertisements, creating a social media information campaign, 
producing videotaped interviews with local physicians, coordinating news media 
interactions, creating an informational booklet, brochure, and posters, designing 
billboards and bus signage, and producing Spanish-language versions of all work.


Required 
Information:


MMYYYY to 
Present: 
Vendor Name: 
Client Name: 
Client Contact 
Name: 
Client Address, 
Phone 
Number, Email: 
Role in Contract/
Project: 
Details and 
Duration of 
Contract/Project:


Timeframe: 2011to 2012


Vendor: DP Video Productions, LLC


Client: Nevada State Health Division


Contact: Kelley Langdon 
4126 Technology Way, Suite 102, Carson City, NV 89706 
Phone: 775.684.4299 
Fax: 775.684.4246 
Email: klangdon@health.nv.gov


Role: Project Manager


Details: Managed full media campaign that included: Production of television, radio, 
and movie theater advertisements, posters, bus signage, billboards, and a website. 
Created Spanish versions of each ad, purchased media space in Northern and 
Southern Nevada.
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Tab VIIIAttachment G
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Required 
Information:


MMYYYY to 
Present: 
Vendor Name: 
Client Name: 
Client Contact 
Name: 
Client Address, 
Phone 
Number, Email: 
Role in Contract/
Project: 
Details and 
Duration of 
Contract/Project:


Timeframe:  2013


Vendor: DP Video Productions, LLC


Client: Department of Health and Human Services


Contact: Kimberly Fahey 
Chronic Disease Prevention & Health Promotion Manager 
Nevada State Health Division 
4150 Technology Way, Suite 210, Carson City, NV 89706 
Phone: 775.684.4253 
Fax: 775.684.4245 
Email: kfahey@health.nv.gov 


Role: Project manager and Producer 


Details: Produced Water Fluoridation Media Campaign that included Billboards, TV 
advertisement and Movie Theater Ads and producing Spanish language version of 
all artwork.


Required 
Information:


MMYYYY to 
Present: 
Vendor Name: 
Client Name: 
Client Contact 
Name: 
Client Address, 
Phone 
Number, Email: 
Role in Contract/
Project: 
Details and 
Duration of 
Contract/Project:


Timeframe: 2014 to 2015


Vendor: DP Video Productions, LLC


Client: Department of Employment Training and Rehabilitation


Contact: Janice John 
DETR/Vocational Rehabilitation 
3016 W Charleston Blvd., Suite 215, Las Vegas, NV 89102-1963 
Phone: 702.486.0372 
Fax: 702.486.3038 
Email: JAJOHN@nvdetr.org


Role: Project manager and Producer


Details: Managing full media campaign that includes: Production of television, 
radio and advertisements, social media and a website. Purchased media space in 
Northern and Southern Nevada.


EDUCATION


Institution Name: 
City: 
State: 
Degree/
Achievement: 
Certifications:


Institution: Theatre University of Sofia 
City: Sofia  
State (Country): Bulgaria  
Degree: BA and MFA in Theatre 
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Tab VIIIAttachment G
Proposed Staff Resumes(s)  - Emire Stitt 


Institution Name: 
City: 
State: 
Degree/
Achievement: 
Certifications:


Institution: Adult education, McGill University  
City: Montreal 
State (Country): Canada 
Degree / Achievement: French 6 levels fluency


Institution Name: 
City: 
State: 
Degree/
Achievement: 
Certifications:


Institution: University of Nevada Las Vegas 
City: Las Vegas 
State: Nevada 
Degree: BA in Film


REFERENCES


Minimum of 
three (3) required, 
including name, 
title, organization, 
phone number, fax 
number and email 
address


Robyn N. Peot


Vice President of Brand Marketing, Planet Hollywood International


3667 Las Vegas Blvd, South, 5th Floor, Las Vegas, NV 89109


Phone: 702.785.5062


Fax: 702.785.9197


Email: RPeot@planethollywoodintl.com


Kimberly Fahey


Chronic Disease Prevention & Health Promotion Manager


Nevada State Health Division


4150 Technology Way, Suite 210 | Carson City, NV 89706


Phone: 775.684.4253


Fax 775.684.4245


Email: kfahey@health.nv.gov


Shelley Hendren


Administrator, DETR/Vocational Rehabilitation


3016 W Charleston Blvd., Ste 215, Las Vegas, NV 89102-1963


Phone: 702.486.0372


Fax: 702.486.3038


Email: sghendren@nvdetr.org 
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Tab VIIIAttachment G
Proposed Staff Resumes(s) - Colleen Curran  


Company Name: DP Video Productions, LLC


[ X ]Contractor [  ] Subcontractor


Name: Colleen Curran [ X ] Key Personnel 


Individual’s Title: Consultant


Classification: Project consultant # of Years in Classification: 30


Brief Summary: of 
Experience:


Award-winning communications professional experienced in helping 
companies and state, federal and county agencies build and maintain 
relationships with key publics. Proficients in public affairs project 
management, marketing communications, website and social media 
communications, and the production of print and video marketing materials. 


# of Years with Firm: 7


RELEVANT PROFESSIONAL EXPERIENCE


Required Information:


MMYYYY to Present: 
Vendor Name: 
Client Name: 
Client Contact Name: 
Client Address, Phone 
Number, Email: 
Role in Contract/Project: 
Details and Duration of 
Contract/Project:


Timeframe: 11/2009 to Present


Vendor: N/A


Client: DP Video Productions, LLC


Contact: Emire Stitt 
2022 Waverly Cir, Henderson, NV 89014 
Phone: 702.303.8554 
Email: mail@dpvideo.com


Role:  Consultant


Details:  Advises and consults for various projects on the master contracts 
with Health and Human Services and Department of Employment, Training 
and Rehabilitation. 


Prior experience: Managing communications for US Department of Energy 
and Department of Defense contractors.
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Tab VIIIAttachment G
Proposed Staff Resumes(s) - Colleen Curran 


EDUCATION


Institution Name: 
City: 
State: 
Degree/Achievement: 
Certifications:


Institution: University of New Mexico 
City: Albuquerque 
State: NM


BA, Journalism 
 
 


REFERENCES


Minimum of three (3) 
required, including name, 
title, organization, phone 
number, fax number and 
email address


Jo Malay, RN MPH 
Health Program Manager II, Nevada State Health Division
4126 Technology Way, Suite 102, Carson City, NV 89706 
Phone: 775.687.5162 ext 289
Cell: 775-230-5327
Email: jmalay@health.nv.gov


Allen Benson


Director of Public Affairs, US Department of Energy


Office of Civilian Radioactive Waste Management (retired)


Phone: 702.917.7113


Email: abenson35@cox.net


Victor Savelle


Owner, VSGFX, Inc


9403 E. Meadow Vale, Austin TX 78758 


Phone: 512.677.7661


Email: design@vsgfx.com 
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Tab VIIIAttachment G
Proposed Staff Resumes(s) - Julie Irish  


Company Name: DP Video Productions, LLC


[ X ]Contractor [  ] Subcontractor


Name: Julie Irish [ X ] Key Personnel 


Individual’s Title: Consultant


Classification: Media Manager # of Years in Classification: 14


Brief Summary: of 
Experience:


Julie graduated with a degree in Marketing from University of Nevada, Las 
Vegas and being a native Nevadan, began working in the casino industry in 
marketing and advertising. Over the past 5 years, she have expanded her 
field of marketing to now cover the healthcare industry specifically, being 
part of many Nevada State Health Division campaigns and the Department 
of Employment, Training and Rehabilitation campaigns. 


# of Years with Firm: 5


RELEVANT PROFESSIONAL EXPERIENCE


Required Information:


MMYYYY to Present: 
Vendor Name: 
Client Name: 
Client Contact Name: 
Client Address, Phone 
Number, Email: 
Role in Contract/Project: 
Details and Duration of 
Contract/Project:


Timeframe: 01 / 2007 - Present


Vendor: DP Video Productions, LLC


Client : Planet Hollywood Intl.


Contact: Robyn N. Peot 
Vice President of Brand Marketing 
3667 Las Vegas Blvd, South, 5th Floor, Las Vegas, NV 89109 
Phone: 702.785.5062 
Fax: 702.785.9197  
Email: RPeot@planethollywoodintl.com


Role: Media Manager


Details: Began her work with Planet Hollywood Resort & Casino by 
managing on property signage and video displays.  Focusing on media 
buying, advertising special events, casino promotions and brand consistency. 
Currently, working at DP Video Productions, we creates digital media content 
for many Planet Hollywood ventures including restaurants and hotels.
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Tab VIIIAttachment G
Proposed Staff Resumes(s)  - Julie Irish


Required Information:


MMYYYY to Present: 
Vendor Name: 
Client Name: 
Client Contact Name: 
Client Address, Phone 
Number, Email: 
Role in Contract/Project: 
Details and Duration of 
Contract/Project:


Timeframe: 02 / 2011 - Present


Vendor: DP Video Productions, LLC


Client: Boyd Gaming


Contact: Lani DeJesus 
4500 W. Tropicana Ave, Las Vegas, NV 89103 
Phone: 702.365.7165 
Fax: 702.365.7525 
Email: lanidejesus@boydgaming.com


Role: Digital Media Manager


Details: Julie manages jobs on a daily basis from concept, to editing, to 
implementing the content live to the casino property. She works closely 
with the properties to manage their expectations and provide high quality, 
accurate content.


Required Information:


MMYYYY to Present: 
Vendor Name: 
Client Name: 
Client Contact Name: 
Client Address, Phone 
Number, Email: 
Role in Contract/Project: 
Details and Duration of 
Contract/Project:


Timeframe: 04 / 2010 - Present


Vendor: DP Video Productions, LLC


Client: Caesars Entertainment 
 
Contact: Shay Williamson 
Marketing Manager, Caesars Entertainment 
3667 Las Vegas Blvd, South, 5th Floor  
Las Vegas, NV 89109 
Phone: 702.785.9010  
Fax: 702.967.4804 
Email: swilliam@caesars.com


Role: Media Manager


Julie works daily with the Caesars Entertainment properties to provide 
them media for their 11 Las Vegas properties.  This includes media for 
casino promotions, red carpets, special event and concerts.  Every project is 
handled precisely and in a timely fashion.
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Tab VIIIAttachment G
Proposed Staff Resumes(s) - Julie Irish


EDUCATION


Institution Name: 
City: 
State: 
Degree/Achievement: 
Certifications:


Institution: University of Nevada Las Vegas 
City: Las Vegas 
State: Nevada 
Degree: Bachelors of Science in Business Administration/Marketing 


REFERENCES


Minimum of three (3) 
required, including name, 
title, organization, phone 
number, fax number and 
email address


Robyn N. Peot


Vice President of Brand Marketing, Planet Hollywood International


3667 Las Vegas Blvd, South, 5th Floor, Las Vegas, NV 89109


Phone: 702.785.5062


Fax: 702.785.9197


Email: RPeot@planethollywoodintl.com


Lani DeJesus


Advertising Manager, Boyd Creative Services


4500 W. Tropicana Ave, Las Vegas, NV 89103


Phone: 702.365.7165


Fax: 702.365.7525


Email: lanidejesus@boydgaming.com


Shay Williamson


Marketing Manager, Caesars Entertainment


3667 Las Vegas Blvd, South, 5th Floor, Las Vegas, NV 89109


Phone: 702.785.9010 


Fax: 702-967-4804


Email: swilliam@caesars.com 
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Tab VIIIAttachment G
Proposed Staff Resumes(s) - Dale Sprague 


Company Name: Canyon Creative and Design


[  ]Contractor [ X] Subcontractor


Name: Dale Sprague


Individual’s Title: President of Canyon Creative


Classification: Creative Director


Brief Summary: of 
Experience:


Dale Sprague has over three decades of design, advertising, project 
management and business experience. As Co-Founder and President of 
Canyon Creative, Dale is closely involved with all aspects of each project, 
from strategic planning through project completion. He firmly believes 
success transpires from working proactively and collaboratively with key staff 
members and our clients in an environment of open communication and 
creative problem solving.


Dale has also designed for many Fortune 500 and Fortune 1000 companies. 
His client list includes American Express, American Standard, Armstrong 
World Industries, Black & Decker, Boston Red Sox, Dennison, General 
Electric, Hunt Manufacturing, Pella Windows, Perdue Chicken, Price Pfister, 
Inc., Rolodex Corporation, Sunbeam Appliance, Wang Laboratories, W.R. 
Grace, and others.


Dale is an active member of the Themed Entertainment Association (TEA). 
He sits on the TEA International Board and has been Chairman of the 
Marketing & Communications Committee for several years. During the 
course of these duties, he redeveloped the brand, designed the new logo and 
oversaw the entire design and development of the new TEA website. Dale is 
also an active member of the Las Vegas Executives Association and has been 
the Chairman of the Marketing & Development Committee for several years.


He is a Co-Founder and the Secretary of AeroQuest USA, LLC, a marketing 
complex for the tradeshow and defense industry that is currently in 
development. Dale sits on the board of the Nevada Children’s Medical 
Center Foundation and is the past President and Sponsorship Director for 
the American Institute of Graphic Arts (AIGA) Las Vegas Chapter.


 Dale has a B.F.A. in Communications Design from Rochester Institute of 
Technology. Dale enjoys golfing, basketball, wine and oil painting. His last 
art show ran for the month of May 2016 and drew the largest opening 
reception audience in the gallery’s history.. 
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# of Years with Firm: 20


RELEVANT PROFESSIONAL EXPERIENCE


Required Information:


MMYYYY to Present: 
Vendor Name: 
Client Name: 
Client Contact Name: 
Client Address, Phone 
Number, Email: 
Role in Contract/Project: 
Details and Duration of 
Contract/Project:


Timeframe: 2010


Vendor: Canyon Creative 
Client: State of Nevada Health and Human Services 
Jo Malay, RN MPH, Health Program Manager II 
Nevada State Health Division 
4126 Technology Way, Suite 102 
Carson City, NV 89706775-687-5162 ext 289 office 
775-230-5327 cell 
jmalay@health.nv.gov


Role: Creative Director


Details: Coordinated and managed activities for a marketing/outreach 
campaign designed to increase the awareness of Nevada prenatal and 
parenting services and programs, and to address the relationship between 
such services and health/birth outcomes and a healthy first year of life. 
Specific duties included, creating an informational booklet, brochure, and 
posters, designing billboards and bus signage, and producing Spanish-
language versions of all work.


Required Information:


MMYYYY to Present: 
Vendor Name: 
Client Name: 
Client Contact Name: 
Client Address, Phone 
Number, Email: 
Role in Contract/Project: 
Details and Duration of 
Contract/Project:


Timeframe: 2011-2012 
Vendor: Canyon Creative 
Client: Nevada State Health Division 
4126 Technology Way, Suite 102 
Carson City, NV 89706 
775-684-4299 Direct Line 
775-684-4246 Fax 
klangdon@health.nv.gov


Role: Creative Director


Details: Managed the creative aspects of a media campaign that included: 
Posters, bus signage, billboards, and a website. Created Spanish versions of 
each ad.


Tab VIIIAttachment G
Proposed Staff Resumes(s) - Dale Sprague 
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Required Information:


MMYYYY to Present: 
Vendor Name: 
Client Name: 
Client Contact Name: 
Client Address, Phone 
Number, Email: 
Role in Contract/Project: 
Details and Duration of 
Contract/Project:


Timeframe: April 4, 2010 to Present 
Vendor: Canyon Creative 
Client: CAPITAL INSURANCE GROUP (CIG) 
Contact: Cary Campo 
Capital Insurance Group 
2300 Garden Road 
Monterey, CA 93940 
P: 831-233-5374 | 831-233-5372 
F: 831-233-5886 
CCampo@ciginsurance.com


Capital Insurance Group (CIG), founded in 1898, is the leading property 
and casualty insurer serving the Western U.S. Working in unison with 
CIG’s Marketing Team, we have been instrumental in boosting revenue 
for the company for the last few years. Together, we created a multi-level, 
cross-media marketing plan for their Business-to-Business and Business-
to-Consumer audiences that allows for personalized as well as agent co-
branded direct marketing. This comprehensive strategy is comprised of 
focused campaigns utilizing traditional, web, email, event, and alternate 
marketing techniques. Much of the emphasis is on cross-selling policies to 
clearly defined demographics and creating campaigns that complement 
and enhance each other across the various marketing platforms. Traditional 
marketing includes print ad campaigns, print collateral, tradeshow graphics, 
and PowerPoint presentations. Online and email efforts include extensive 
involvement in creating two major websites (one for the company and its 
product offerings; the other created as a client resource for safety and 
security information, products and services); micro-site landing pages; a 
range of monthly eBlast campaigns, banner ads, a blog, and social media. 
Client “success story” videos and community safety event marketing 
complement the efforts.


EDUCATION


Institution Name: 
City: 
State: 
Degree/Achievement: 
Certifications:


B.F.A. degree from Rochester Institute of Technology


Tab VIIIAttachment G
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REFERENCES


Minimum of three (3) 
required, including name, 
title, organization, phone 
number, fax number and 
email address


Bart Jones


CFO


Merlin Contracting and Developing, llc


bjones@merlincontracting.com


702-257-8102


Doris Young


Art Director


Wynn Resorts


Phone: 702-770-2124


Fax: 702-770-1509


Doris.young@wynnresorts.com


Lydia Turnbeaugh


Creative Graphics Supervisor


Southwest Gas


Phone: 702-876-7003


Fax: 702-364-3045


Lydia.Turnbeaugh@swgas.com


Tab VIIIAttachment G
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Company Name: Strategic Progress, LLC


[  ]Contractor [ X] Subcontractor


Name: Cyndy Ortiz Gustafson


Individual’s Title: CEO of Strategic Progress, LLC


Classification: Research and stakeholder communications


Brief Summary: of 
Experience:


Cyndy Ortiz Gustafson is a native Nevadan who has worked in public service 
and community development since her graduation from Washington State 
University with a Masters Degree in Political Science with an emphasis in 
Public Law in 1998.


As CEO of Strategic Progress, LLC, established in 2002, Ms. Ortiz 
Gustafson provides strategy consulting, research and analysis, and project 
development services to state and local government, as well as private 
sector clients. Strategic Progress specializes in designing and implementing 
large scale policy initiatives,  and the financial mapping of resources to 
support government programs. Ms. Ortiz Gustafson’s work is focused on 
coordinating and advancing regional public policy. In 2007 she researched 
and wrote Southern Nevada’s Plan to End Homelessness, which lays outs the 
philosophical, logistical and tactical parameters of a regional, best practice, 
coordinated plan to address the complex problem of homelessness in our 
community. In the 3 years since the plan was published Southern Nevada 
has realized a 30% reduction in the number of homeless on the streets.


In May of 2009, she led a region wide effort to safely reduce the number 
of children in foster care, by advocating for increased front-end support 
of children and families, funded by Casey Family Programs, the nation’s 
largest foundation working to improve foster care. Ms. Gustafson was 
invited to speak to the Council of Southwest Foundations about this model 
of business case, community action plan and funding alignment. She has 
also acted as the Coordinator for Ready for Life Southern Nevada under the 
Southern Nevada Regional Planning Coalition for two years from 2008 to 
2010. Between 2013-2015 she led the design and implementation of  the 
statewide Green Zone Veterans Initiative for the Governor’s Chief of Military 
and Veteran’s Policy to improve outcomes for Nevada’s veterans.


# of Years with Firm: 14


Tab VIIIAttachment G
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RELEVANT PROFESSIONAL EXPERIENCE


Required Information:


MMYYYY to Present: 
Vendor Name: 
Client Name: 
Client Contact Name: 
Client Address, Phone 
Number, Email: 
Role in Contract/Project: 
Details and Duration of 
Contract/Project:


Timeframe: 06/2012-Present 
Vendor: Strategic Progress, LLC 
Client: Nevada Office of Veterans Services 
Caleb Cage, Director 
5460 Reno Corporate Dr. Suite 131 Reno, NV 89511 
Phone- 775-688-1653 
Fax- 775-688-1656 
Email- cagec@veterans.nv.gov


Details: Caleb is the Director of the overall project and manager of all 
program and project content. We are the lead strategists on this project for 
the state. We have been working with Caleb for the last nine months on the 
Business Case, Community Action Plan and a Strategic Financing Plan that 
lay out a systems change plan for veteran’s services for the state of Nevada 
that will drive improved outcomes for Nevada’s returning veterans. We 
completed a thorough mapping of the federal funding coming into the state 
of Nevada as well as comparing those funds to two comparable states to 
determine where opportunities lie to increase funding for Nevada veterans 
and their families. The project is was completed on time and within budget 
June 30, 2013.


Required Information:


MMYYYY to Present: 
Vendor Name: 
Client Name: 
Client Contact Name: 
Client Address, Phone 
Number, Email: 
Role in Contract/Project: 
Details and Duration of 
Contract/Project:


Timeframe: 05/2011-12/2012 
Vendor: Strategic Progress, LLC 
Client: Nevada State Health Division 
Mary Wherry, Deputy Administrator 
4150 Technology Way, Suite 303 
Carson City, NV 89701 
Phone- 775-684-4200 
Fax- 775-684-4211 
mwherry@health.nv.gov


Details: Mary supervised the contract over the term of the work. We 
conducted a rate study analysis for the Nevada Early Intervention Systems 
Office to determine how to set provider rates across the state for early 
intervention services. Interviewed providers across the state, conducted 
research, analysis, evaluation and wrote a detailed report providing rate 
guidance for the Office and policy makers. This type of detailed work has 
prepared us to work with state agencies around budget issues compliance 
issues and to work with providers across the state including in rural Nevada. 
The project was completed on time and within budget.


Attachment G
Proposed Staff Resumes(s) - Cyndy Ortiz Gustafson







DP Video Productions  | Canyon Creative and Design | Strategic Progress 92


Required Information:


MMYYYY to Present: 
Vendor Name: 
Client Name: 
Client Contact Name: 
Client Address, Phone 
Number, Email: 
Role in Contract/Project: 
Details and Duration of 
Contract/Project:


Timeframe: 08/2011-11/2011 
Vendor: Strategic Progress, LLC 
Client: Nevada State Health Division 
Richard Whitley, Director 
Nevada State Health Division 
Phone- 775-684-4200 
Fax- 775-684-4211 
Email- rwhitley@health.nv.gov


Details: Richard oversaw the design and implementation of this contract 
with his second in command Mary Wherry. We designed and implemented a 
two-day strategic planning session for the Nevada State Health Division in 
order to help them advance their statewide public health goals and vision. 
Worked with staff to plan and structure the strategic planning session, as 
well as structure all activities, workplans and outcomes of the meeting. 
Wrote a detailed report consolidating planning and laying out a strategic 
vision with detailed action steps for the Division, aligning their day to day 
activities with Federal priorities and local and regional needs and priorities 
as well. The project was completed on time and within budget.


EDUCATION


Institution Name: 
City: 
State: 
Degree/Achievement: 
Certifications:


Washington State University 
Pullman, Washington 
Master of Arts in Political Science with an Emphasis in Public Law 
Bachelor of Arts with a Major in Political Science and Minor in Humanities 
Wildworks Facilitator
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REFERENCES


Minimum of three (3) 
required, including name, 
title, organization, phone 
number, fax number and 
email address


Chris Stream, PhD
Director
UNLV School of Public Policy and Leadership
702-806-9067
Chris.stream@unlv.edu


Joselyn Cousins
Regional Manager
Federal Reserve Bank of San Francisco
415 974-3281
joselyn.cousins@sf.frb.org


Tim Burch
Director
Clark County Department of Family Services
702-455-6389
tib@clarkcountynv.gov
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Tab IXOther Informational Material


Vendors must include any other applicable reference material in this section clearly cross referenced  
with the proposal.


Not applicable.
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PART II – COST PROPOSAL FOR 


MARKETING SERVICES FOR SOUTHERN NEVADA


Title Page Tab I


Part 1I - Cost Proposal


RFP Title: MARKETING SERVICES FOR SOUTHERN 
NEVADA


RFP: 2109


Vendor Name: DP Video Productions, LLC


Address: 2022 Waverly Circle, Henderson NV 89014


Proposal Opening Date: 07/13/2016


Proposal Opening Time: 2:00 PM
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Cost Proposal Tab II


Marketing Services for Southern Nevada RFP 2109 Page 54 of 55 


 
ATTACHMENT H – COST SCHEDULE 


 
 
Vendor : DP Video Productions, LLC 
 
 
Vendors should propose their hourly rate to supply the requested services.  Please specify what the hourly 
rate would include or what it would not include. 
 
 
$125 per hour 
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Marketing Services for Southern Nevada RFP 2109 Page 55 of 55 


 
ATTACHMENT I – 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. 
DP Video Productions, LLC 
Company Name  
    


Signature    
    
Emire Stitt   7/12/16 
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) 
   N/A 


    


 
 


ASSUMPTION SUMMARY FORM 


ASSUMPTION # RFP SECTION 
NUMBER 


RFP  
PAGE NUMBER 


ASSUMPTION 
(Complete detail regarding assumptions must 


be identified) 
   N/A 


    


 
 


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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THE GLENN GROUP
241 West Charleston Blvd, Suite 111, Las Vegas, NV 89102


Proposal Opening Date: July 13, 2016
Proposal Opening Time: 2:00 PM
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THE GLENN GROUP
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Tab II – Cost Proposal 
 


 
ATTACHMENT H – COST SCHEDULE 


 
 
Vendor _The Glenn Group________________________________________________________________ 
 
 
Vendors should propose their hourly rate to supply the requested services.  Please specify what the hourly rate 
would include or what it would not include. 
 
 
$135 per hour 
 
Of the current clients of The Glenn Group, no two are exactly alike in the way the agency is compensated. 
We believe in determining a client’s needs as well as the agency services required to meet those needs on a 
client-by-client basis. Most importantly, we believe in working out terms and arrangements with each client, 
as any agreement must be mutually beneficial and acceptable. We look forward to having that conversation 
with you. 


Per your request for an hourly rate, we propose a blended hourly rate of $135 for the following Agency 
services: 
 
Account Management & Coordination 
Account Planning & Marketing Strategy 
Brand Development & Strategy 
Creative Design & Copywriting 
Media Planning & Placement 
Motion Design 
Production Coordination 
Social Media Strategy (and Implementation if needed) 
Website/Digital Design 
Website/Digital Maintenance 
 
The hourly rate does not include Public Relations or hard costs associated with website development, 
research, SEO, media buys, printing, photo shoots, production, etc.  Separate proposals will be provided  
for your approval should those services be needed.  
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Tab III – Attachment I, Cost Proposal Certification of Compliance with Terms and Conditions of RFP 
ATTACHMENT I – 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. 
 
The Glenn Group 
Company Name  
    


Signature    
    
Valerie Glenn   7/13/16 
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) 
    


    


  





